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1 INTRODUCTION  
War metaphors played a great part in  
[the seminars]; by definition, we lived in a  
hostile environment and it was my task to bring forth  
in the participants that natural aggressiveness  
which can make them more committed, more  
efficient and thus eventually more productive.  
(Emmanuel 2000: 10; trans. VK)1  
 
This thesis started out modestly enough. Working on an undergraduate seminar paper on 
the representation of women in various kinds of magazines, I first came across business 
publications and was stunned by the immense amount of war imagery to be found there. 
Indeed, it seemed that "the vocabularies of business and war reporting are nearly 
indistinguishable" (Searls 1997: par.26). I soon realized that even the most cursory glance 
at any business magazine or newspaper, such as The Financial Times and The Economist 
on the British side of the Atlantic as well as Business Week and Fortune on the other 
would confirm my hunch that print media coverage of economic issues shows an 
abundance of metaphorical expressions of war (e.g., Europe's biggest hostile takeover 
battle [MA BW 4], a cell phone warrior licks his wounds [MS BW 19] or the group has been 
fighting a lonely battle [MS EC 25]).2 However, all that observation led to at the time was a 
more or less parenthetic mentioning in that paper and it was four years before I next 
looked at business publications. My interest in the topic was rekindled when I started 
working at the Department of English Business Communication at Vienna University of 
Economics and Business Administration and was therefore confronted with business 
media texts on a large scale. I soon became hooked on the metaphoricity of these texts, 
enough to make the issue the subject of my doctoral thesis. My home turf being Critical 
Discourse Analysis, my first year as a Ph.D. candidate was equally divided between 
broadening my then scant knowledge of cognitive semantics and gathering data on 
metaphors in business print media texts, most notably the WAR metaphor. During the 
second year, I organized that somewhat haphazard data collection into two systematically 
built corpora, narrowing my focus on marketing and sales texts on the one hand and texts 
on mergers and acquisitions (M&A) on the other. Meanwhile, I had familiarized myself with 
electronic text corpora and software tools to analyze them and was eager to apply my 
                                            
1 "Les mètaphores guerrières y prenaient une grande part, nous vivions par définition dans un environment 
hostile et j'avais pour tâche de réveiller chez les participants cette agressivité naturelle qui pût les rendre 
plus engagés, plus efficaces et donc, à terme, plus productifs". 
2 The source in brackets denotes the corpus (MS=marketing and sales, MA=mergers and acquisitions), 
publication (BW=Business Week, EC=Economist, FO=Fortune, FT=Financial Times) and the article as listed 
in the Appendix.  
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newly acquired skills in working on the text collections I had compiled. As detailed in the 
Method section, this application was not always unproblematic but at the end of the 
second year, after countless days and nights spent wondering at the blessings and curses 
of modern technology, I had managed to turn data into evidence. Well into the third year, I 
finally put fingers to keyboard and started transforming my theoretical considerations, the 
method I had applied and my empirical findings into the text you are about to delve into.  
 What constitutes the fascination metaphor in business media discourse still holds 
for me? A great deal of that fascination is accounted for by the multi-functional nature of 
metaphor. First, there is its important textual function (see Goatly 1997: 163-164). As 
realizations of underlying conceptual metaphors, metaphorical expressions  
contribute to cohesion of the text while at the same time, the tightness and 
consistency of the argumentation which results from the structural logic 
provided by the metaphor […] contributes to such an essential textual feature as 
is coherence (White 1997: 242).  
 
As we shall see in the following sections, metaphors are organized in chains across a text, 
involving other cognitive models such as frames and scripts. Such "chains provide 
'connectivity' so that a simple statement […] tells us much more than is relayed by [the] 
words alone" (Augoustinos & Walker 1995: 42). Moreover, metaphor also organizes the 
interpersonal relations between discourse participants, by virtue of being embedded in a 
"communicative complex that surrounds and supports individual metaphors" (Eubanks 
2000: 8). By using particular metaphors, text producers can thus define a topic, argue for 
that conceptualization and persuade recipients to share in their metaphor and thus relate 
to the text producer. In short, metaphor is ancillary in constructing a particular view of 
reality. In doing so, it serves its third, ideational function. Although Goatly's critique that 
"most […] linguistic analyses privilege the conceptual and ideational purposes of 
metaphors and underplay the interpersonal and foregrounding functions" (1997: 5) is very 
valid, the hypothesis I will present below nevertheless calls for a focus on the ideational 
function of metaphor. Yet, I will show that interpersonal function ties in with my analysis of 
the ideological work done by metaphor.  
 The three functions of metaphor are of course also to be found in print media 
discourse. As for the textual function, it has been noted that "there is an imperious 
necessity for newspaper language to display clarity and facilitate […] the readability of its 
text" (White 1997: 242) and metaphor is indeed instrumental in achieving that end. As far 
as the relation between text producers, i.e. journalists, and text recipients, i.e. readers, is 
concerned, the former draw heavily on metaphor to get the latter's attention. In fact, this is 
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one of the main functions of metaphor in media discourse as the "media have forced […] 
reporters […] to search out fresh and dramatic ways to keep their audience or readership 
attentive" (Malszecki 1995: 199-200). This is particularly true for metaphorical expressions 
of war, which, due to their emotive force in non-military contexts, not only represent 
polarity but also appeal to the reader (Küster 1978: 74). Prince & Ferrari (1996: 230) note 
that apart from serving as an attention-getter, metaphors in print media texts also 
underscore the explanatory perspective of those texts, thus helping journalists to "undergo 
a partially educationally-oriented task" vis-à-vis their readers (Prince & Ferrari 1996: 226-
227). This enforced usage of metaphoric language leads to the print media being 
characterized by a highly expressive, vivid and inventive style. Yet, while "vividness is 
[undoubtedly] a virtue in newspaper writing […] inventions are not entirely accidental" 
(Eubanks 2000: 46). This is where the third function of metaphor, namely the ideational 
construction of reality, finds its reflection in media discourse. By favouring particular 
metaphorizations, text producers can reinforce the respective model in their readers' 
cognition through reifying it in discourse.  
 Although I will look at metaphor clusters, my interest in the topic at hand was 
nevertheless originally raised by the perceived dominance of the WAR metaphor in 
business media discourse. The particularity of that metaphor resides in the fact that its 
source domain itself is not uniform, comprising a blend of both physical violence and 
military strategy (see 2.1.2.2). It will be seen in the empirical sections that metaphorical 
expressions draw on both aspects to a greater or lesser extent, yielding metaphorical 
expressions such as the collocation bruising battle (MS BW 7 and MS BW 24), cutthroat 
killer (MA FO 17) or brutal Internet price war (MA BW16) on the one hand and target group 
(e.g. MS FT 94), maneuver (e.g. MA FO 24) and strategic alliance (e.g. MA EC 33) on the 
other. This blend is sequential as, in the course of the history of humankind, war originated 
from fighting. Thus, Clausewitz traces warfare back to medieval fistfights (1832 [1952]: 
178), while Lakoff & Johnson go back even further when stating that "we have 
institutionalized our [animal] fighting in a number of ways, one of them being war" (1980: 
62). Indeed, as I will show in section 5 on mergers and acquisitions discourse, the WAR or 
FIGHTING metaphor can become part of a wider metaphoric schema of evolution and 
Economic Darwinism, showing both specific [+HUMAN] and more general [+ANIMATE] 
features. According to Lakoff & Johnson, this sublimation of raw brutality into the "art" of 
war accounts for the pervasiveness of the WAR metaphor in conceptualizing a number of 
social practices. With reference to the metaphor ARGUMENT IS WAR, they claim that  
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even if you have never fought a fistfight in your life, much less a war, but have 
been arguing from the time you began to talk, you still conceive of arguments, 
and execute them, according to the ARGUMENT IS WAR metaphor because the 
metaphor is built into the conceptual system of the culture in which you live 
(Lakoff & Johnson 1980: 63-64).3 
 
The above statement can easily be transferred to the BUSINESS IS WAR metaphor: The 
conceptual model it is related to is entrenched in our culture and enforced usage of the 
metaphor will not only root it even more firmly but also impact on the way business is 
being done. My interest in this context is triggered by the fact that, although pervasive, the 
WAR model is by no means the only one available, raising the issue of the ideational 
function it holds for its users. In my view, this function is fulfilled by metaphor highlighting 
certain semantic components of the source domain and omitting others. For instance, the 
expression M&A veteran (MA FO 15) foregrounds the component [+EXPERIENCED] while 
simultaneously backgrounding more problematic ones like [+BRUTAL]. Along with this 
"metaphoric filtering" (Walters-York 1996: 57), control over metaphoric resources and 
selective metaphor usage can establish discursive power of definition and social power of 
exclusion – given of course that non-dominant groups in society grant that power to 
dominant groups in the same reference system. Such power is a hallmark of hegemony 
(Connell 1987: 107), a concept to be elaborated on in 2.2.1. To sum up the point in the 
words of Goatly (1997: 155),  
metaphor […] is not a mere reflection of a pre-existing objective reality but a 
construction of reality, through a categorization entailing the selection of some 
features as critical and others as non-critical […] metaphors can consciouly be 
used to construct […] reality. 
 
Another discursive aspect of metaphorical expressions is the fact that by virtue of their 
non-literal nature, speakers can hide behind metaphoric language, claiming that they 
"cannot be held responsible for the message" (Cameron & Low 1999a: 86), which is 
particularly important in the case of the potentially problematic WAR metaphor. This 
indeterminacy can serve as a hedging technique helping to vest the ideological aspects of 
metaphoric transfer. The metaphorical expressions then seem to be the unproblematic 
picture of reality, "reveal[ing] some universal structure naturally inherent in the object of 
discussion" (Walters-York 1996: 58; see also 56). The term in question is thus 
                                            
3 For executives who do trace their use of the WAR metaphor back to their literal experience in the army, see 
MS BW 15; Katzenbach & Santamaria 1999; Kilbane n.d.. Paradoxically, as Köves (2002) has shown, the 
metaphor LIFE IS WAR is not present among members of the US army – after all, for them, life is war. 
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"naturalized" (Fairclough 1995a: 35), i.e. stripped of its ideology by being rendered 
uncontested "common sense". If we apply this view to the WAR metaphor, the question 
arises what conceptual links between the two social spheres of war and business are 
highlighted and naturalized by the WAR metaphor and why these links are metaphorized in 
the first place. In short, the purpose of any critical study of metaphor usage is to make 
explicit such socially constructed implicit meanings and test them for their ideological 
content.  
 These considerations made me formulate the following hypothesis: Business media 
discourse is characterized by coherent metaphor clusters centering on the WAR metaphor, 
which helps to masculinize that discourse. My claim that the WAR metaphor functions as a 
masculinization device is backed by, e.g., Fleischmann (2001: 485), who states that "to the 
extent that war is still a largely male enterprise, [the WAR] metaphor subtly reinforces [the 
social domain's] traditional gender bias". Since war can be considered a "quintessentially 
masculine activity and an essential test of manhood" (Wilson 1992: 892),4 its metaphoric 
usage helps to marginalize, if not eliminate, metaphoric femininity and, as a possible 
consequence, literal women in the socio-economic sphere the metaphor is embedded in. 
Accordingly, the metaphor's effect on dominant masculinity is to further activate masculine 
patterns of behaviour and to evoke latent desires for social formations characterized by 
male bonding (Küster 1978: 81-82). Enforced usage of the WAR metaphor thus 
"strengthens the individual's sense of maleness […] and a predominantly male culture" 
(Wilson 1992: 898). This strengthening is particularly significant in the male arena of 
corporate business, in which women still feature only very marginally.5 Due to its 
ideological function, the WAR metaphor may very well help "the top levels of business [to] 
provide a fairly convincing corporate display of masculinity" (Connell 1995: 77). 
Accordingly, it will be the focus of this thesis to unravel the gendered ideological work 
done by metaphor clusters centering on the WAR metaphor.  
 As this is a comprehensive task, I had to neglect various other questions raised in 
the context of metaphors in business media discourse in order to avoid spreading the topic 
too thin (see also Method section). Thus, I willl not address the issue of genre, i.e. whether 
                                            
4 A proof of how deep the notion of man-as-warrior is ingrained in patriarchal society is the fact that even 
various groups which can be loosely associated under the umbrella term men's movement, especially the so-
called "mythopoetics", criticize militarism but still embrace the warrior archetype to construct masculinity (Bly 
1991; Keen 1991; Lorentzen 1998). 
5 In 1998, 11.1% of all seats on US boards were held by women (Brancato & Patterson 2001), with female 
CEOs accounting for less than 1% (Lavelle 2001). In the UK in 2001, 10% of all board members of the FTSE 
100 companies were female, with a single one of those companies being headed by a woman managing 
director ("Regiment").  
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metaphor density or type of metaphor differs across various text types – such as 
commentary, coverstory or portrait – in the media making up my corpora. Likewise, I will 
not deal with the question whether general media discourse differs from business media 
discourse in this respect (see Deignan 1999: 196). For want of reliable data, another point 
to be left untackled is gendered use of metaphor, i.e. if metaphorical expressions are 
different according to the authors' gender, a question which would further entail the notion 
of possible idiosyncratic metaphor use. Previous studies on this topic show different 
results, ranging from Eubanks' findings that "no salient gender pattern emerged with 
respect to Trade Is War" (2000: 162)6 to Wilson's observation that "metaphors used by 
women involved in the process [of implementing a new software] were quite different and 
not associated with war" (1992: 897). Such vastly divergent results show that this question 
obviously requires further research. Another topic I will only mention in passing is the 
culture-specific differences between British and US journalists' use of metaphor. Finally, I 
shall concentrate on linguistic realizations of metaphor only, leaving the vast field of multi-
modal metaphor to future projects.  
 Yet, one issue that has found its way into my work is that of journalism as 
secondary discourse. Although I will not embark on a systematic comparison with primary 
discourse data, the particular role business media discourse plays in relation to corporate 
discourse is discussed in 2.2.2. Moreover, the qualitative analyses carried out in sections 
4.2.1-4 and 5.2.1-4 also include a discussion of the links between the two discourses and 
the roles they play with regard to each other. As for that last question, it should be kept in 
mind that  
social groupings are rarely hermetically sealed, and it may well be that 
metaphors used by other groups influence those used by the group being 
studied, and vice versa (Low 1999: 60-61; emphasis omitted).  
 
The two spheres of business and business media share a number of similarities, starting 
with the fact that both produce technical texts. Such texts are defined as the result of a 
communicative activity characterized by the constitutive reference to one or several 
institutional-professional domain(s) (Engberg 2003) and thus comprise both corporate and 
media texts. (Still, it is debatable whether secondary technical texts can be seen as 
prototypical, too.) Another resemblance is constituted by shared metaphors. As I pointed 
out above, this thesis is restricted to media texts; nevertheless, the fact that those texts 
                                            
6 However, Eubanks also notes that women, while using the WAR metaphor as much as men, tend to focus 
on its strategy rather than on its confrontation aspect (2000: 163).  
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incorporate quotations from primary discourse makes it impossible to neglect the issue, 
the less so since those quotations corroborate the observation that "military terminology 
has crept down to the level of popular managerial discourse" (Raghavan 1990: 13). Finally, 
primary and secondary discourses are similar in the effect their metaphors have on text 
recipients: If "corporate rhetoric [shapes] corporations and ultimately, the customers they 
serve" (Boyd 1995: 4), metaphorical expressions in business media texts likewise 
contribute to the style of a publication and influence its readers' cognition. Given these 
relations and similarities, it seems worthwhile including primary discourse, at least 
indirectly. 
 Now that I have both introduced the focus of this study and mentioned the issues I 
have omitted, let me finish this introductory section by outlining how I will go about testing 
my hypothesis. First, I will employ the notion of social cognition to develop a theoretical 
framework which combines the cognitive semantics approach to metaphor with the critical 
study of language. Following that theoretical part, I shall introduce the methods I use, most 
notably corpus-based quantitative analysis in combination with qualitative text analysis 
drawing on functional grammar. In applying functional grammar to the study of metaphor, I 
seek to remedy the present situation in which "linguists of […] the functional Hallidayan 
tradition have found metaphor difficult to integrate with their theories" (Goatly 1997: 4). 
Roughly two thirds of this work will then be devoted to the empirical study of marketing and 
sales discourse in newspapers and magazines on the one hand, and media discourse on 
mergers and acquisitions on the other. Starting from lexical fields I compiled for the 
respective domains in the clusters (war, sports and games in the case of marketing and 
sales as well as an evolution cluster for M&A consisting of fighting, mating and feeding), I 
will investigate the metaphoric realization of those fields in the corpora in quantitative 
terms. In addition, I am going to do a qualitative analysis of one text from each publication 
in the respective corpus (i.e. of a total of eight texts). Apart from investigating the 
perceived cluster, I will also ascertain usage of possible alternative metaphors. The 
analyses in the two sections will then be supplemented by a discussion of the socio-
cognitive impact of the conceptual models assumed to underly the respective discourses. 
Finally, I will round off this thesis by summarizing the main results in the Conclusion.  
Having outlined the subsequent sections, let me now begin by developing a 
theoretical framework for my study. 
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2 THEORY 
If genius, and hence learning, consists in  
connecting remote notions and finding similarity  
in dissimilar things, then metaphor,  
which is the keenest and most peculiar among the tropes,  
is the only one capable of producing wonder,  
out of which pleasure is born,  
as out of changes of scene in the theatre […]  
metaphor, carrying our mind on wings from  
one kind to another, makes us discern  
in a single word more than one object.  
(Eco 1994: 85-86; trans. VK)7  
 
In this section, I will lay the foundation for the major part of my thesis by first discussing the 
two major theoretical bodies informing my research, namely cognitive semantics and 
critical approaches to language. The discussion of cognitive semantics will be preceded by 
an overview of other, earlier theories of metaphor, while the critical approaches to 
language will be outlined as originating from the philosophical traditions established by 
(Western) Marxism on the one hand and Foucault on the other. After having presented 
these two main strands, I will combine elements of both in an integrated approach to 
metaphor in discourse.  
Theories of metaphor preceding the by now paradigmatic cognitive one are most 
notably Aristotle's position, Richards' (1936 [2001]) elaboration of his comparison view and 
Black's (1962, 1977 [1993]) subsequent development of an interaction theory of metaphor. 
This account is meant to show how those theorists partly anticipate, partly contradict 
cognitive metaphor theory and to provide a context to the cognitive approach, so as to 
better delineate the main principles and developments of the latter. In addition to the 
classical view, I will also outline recent approaches in cognitive metaphor theory such as 
the theory of conceptual blending and neural theories of language. My focus in doing so 
will be on blending theory as I consider it very well suited to research on metaphor clusters 
in discourse.  
 Critical approaches to language are delineated in 2.2.1. There, I will focus first on 
the Hallidayan approach to language as social semiotic and the Critical Linguistics school, 
which built on it (Fowler et al. 1979; Hodge & Kress 1993; Kress 1985, 1989). Further, I 
will outline how Critical Linguistics developed into Critical Discourse Analysis (CDA) and 
give an overview of the main tenets of the latter. Both Critical Linguistics and CDA draw 
                                            
7 "Se l'Ingegno, e quindi il Sapere, consistono nel legare insieme Notioni remote e trovare Simiglianza in 
cose dissimili, la Metafora, tra le Figure la più acuta e pregrina, è la sola capace di produrre Maraviglia, a cui 
nasce il Diletto, come dai cambiamenti delle scene a teatro [...] la metafora, portando a volo la nostra mente 
da un Genere all'altro, ci fa travedere in una sola Parola più di un Obietto". 
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heavily on the philosophy and social theory developed by (Western) Marxism on the one 
hand and Foucault on the other. Theories on the ideological aspects of language proposed 
by Bakhtin (1986) and Vološinov (1929 [1973]) or Habermas' (1981) theory of 
communicative action will therefore be incorporated, too. Also representative of (Western) 
Marxism and extremely influential for Critical Linguistics and CDA, albeit less concerned 
with language, are Gramsci's (2000) notion of hegemony and Althusser's (1970 [1971]) 
concept of ideology. While representing quite a different approach, Foucault's (1972a) 
work on discourse has also been of tremendous importance to a critical approach to 
language. Finally, Bourdieu's (1991) notion of the linguistic market place can also be seen 
as key to the foundations of CDA. All those diverse influences will be treated in passing. 
The second sub-section furthermore includes a discussion of journalism as secondary 
discourse. 
 After having outlined the backgrounds and fundamentals of both classical and 
recent cognitive semantics on the one hand and critical approaches to language on the 
other, I will then embark upon my overarching aim of combining the two seemingly 
unrelated strands of linguistic research and see if and how both the classical and more 
recent cognitive theories of metaphor approaches could possibly tie in with a critical 
approach to language. Up to now, the integration of the two has been only marginal, to say 
the least. Metaphor has neither been much of an issue in CDA so far, nor have many 
researchers in cognitive metaphor drawn on the framework of CDA in their work. In view of 
this situation, the case I would like to argue is that metaphor research has much to gain 
from incorporating a CDA perspective and thus focus more on socio-cultural and 
ideological functions of metaphor. Vice versa, critical approaches to language can be 
considerably enriched by also taking cognitive aspects into account. One area that I 
consider particularly amenable to such an integrated approach is the phenomenon of 
metaphor clusters in business media discourse.  
 First, however, I will outline the cognitive theory of metaphor by distinguishing it 
from other, antecedent approaches to the same phenomenon.  
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2.1 Theoretical approaches to metaphor 
2.1.1 Contrastive view at theories of metaphor preceding cognitive semantics 
In this section I will take a brief tour, as it were, of theories of metaphor preceding the 
cognitive one. Starting with the classic Aristotelian view on the trope, I will also discuss in 
how far some traditional criticism of Aristotle – most notably that by Richards (1936 [2001]) 
– is actually justified. In this context, it should also be kept in mind that while Richards sets 
himself in opposition to Aristotle, they actually share the comparison theory of metaphor. 
This view was later developed into the so-called interaction theory by Black (1962, 1977 
[1993]), who elaborated on the work of Richards. Other relevant works, such as those of 
Kittay (1987), Ortony (1975) or Searle (1979 [1993]), will be discussed in their relation to 
Aristotle, Richards and Black. While, with the exception of Kittay, all of those approaches 
precede Lakoff & Johnson (1980), I will show how some of their central claims actually 
anticipate the cognitive view central to this study.  
2.1.1.1 Comparison theory: Aristotle's Poetics and Rhetoric  
The classic Aristotelian view on metaphor stems from two sources, i.e. Aristotle's work on 
poetics and on rhetoric. Paradoxically, influential work on metaphor preceding that of 
Lakoff & Johnson (1980) has focused on a (mostly critical) discussion of Aristotle's 
Poetics, although his account of metaphor is markedly more elaborate in his Rhetoric. 
Aristotle defines metaphor as "the application of an alien name by transference" (350 BC b 
[1950]: par.4). This transfer can be either from the general to the specific or vice versa as it 
can be from one specific concept to the other. Aristotle also includes analogy in the realm 
of metaphor, dubbing it "proportional metaphor" elsewhere (350 BC c [n.d.]: par.39). 
Aristotle goes on to advocate moderation in using metaphors in poetic language; while 
some metaphors are necessary to "raise [the style of an epic or poetic work] above the 
commonplace and mean" (350 BC b [1950]: par.9), overuse renders the style enigmatic 
and/or ludicrous. He concludes by saying that  
the greatest thing by far is to have a command of metaphor. This alone cannot 
be imparted by another; it is the mark of genius, for to make good metaphors 
implies an eye for resemblances (350 BC b [1950]: par.12).  
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It is this latter statement that most of 20th-century critique of Aristotle hinges on.8 Thus, 
Richards (1936 [2001]: 59-60) reads Aristotle as holding an elitist view distinguishing those 
ingenious few with "an eye for resemblances" from ordinary people who do not have and 
cannot be taught such a feeling for metaphor. Richards objects to those perceived views 
saying that "we all live, and speak, only through our eye for resemblance" (1936 [2001]: 
59). He furthermore maintains that all speakers of a language acquire command of 
metaphor through acquiring that language (1936 [2001]: 60). Following Mahon's (1999) 
analysis of this and similar criticism, I would like to argue that such a critique may actually 
be based on a translation misunderstanding.9 The original text shows the verb 
metapherein, which has no equivalent in English (*to metaphor). Thus, any translator of 
Aristotle will have to take recourse to paraphrasing the term in question, yielding 
sometimes to make metaphors (as in the translation used here) or the use of metaphors 
(Aristotle 350 BC a [1932]: par.15). In view of this semantic difference, Mahon (1999: 72-
73) argues that the appropriate translation is the former, which would render only the 
coinage of novel metaphors in poetry and tragedy a mark of genius. The usage of 
conventional metaphor in everyday language would then be an altogether different matter.  
Mahon's view is indeed supported by a look at Aristotle's other work to mention metaphor, 
his Rhetoric. Early on in Book III, he states plainly that  
in the language of prose [...], metaphorical terms can only be used with 
advantage. This we gather from the fact that these two classes of terms, the 
proper or regular and the metaphorical [...] are used by everybody in 
conversation (350 BC c [n.d.]: par.7).  
 
This quotation about the ubiquity of metaphor seems to approach cognitive semantics' 
claim about the pervasive nature of metaphor.10 In contrast to cognitive metaphor theory, 
however, Aristotle restricts such ubiquity to language, while the cognitive view holds that  
                                            
8 Surprisingly enough, not much criticism has been directed at Aristotle's view of metaphor as being 
constituted by mere words ("every word is either [...] metaphorical" [350 BC b [1950]: par.2), or, as in other 
translations of the original onoma, "nouns" (Aristotle 350 BC a [1932]: par.2). While it is clear that metaphor 
can manifest itself in a number of word classes (as in e.g. companies theoretically vulnerable to a takeover 
[MA FT 54] or but armed with its research, JCI developed [...] other products [MS BW 13]), even the broader 
understanding of metaphors as expressed by words alone seems too narrow. After all, metaphors can be 
developed in phrases or even longer chunks of text, e.g. the labyrinth of cross-shareholdings in Germany is 
likely to unwind rapidly (MA FT 54).  
9 For another defence of Aristotle – and a critique of Lakoff & Johnson (1980) as well as Johnson (1987) – 
see Ross (1993). 
10 It is indeed puzzling that Lakoff & Johnson (1999: 123) still fail to see Aristotle's claim about the 
omnipresence of metaphor in everyday language but accuse him of being "mistaken about metaphorical 
language being only poetic and rhetorical in nature".  
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the locus of metaphor is not in language at all, but in the way in which we 
conceptualize one mental domain in terms of another [...] metaphor is not just a 
matter of language, but of thought and reason. The language is secondary 
(Lakoff 1993: 203, 208).  
 
While Aristotle did not consider metaphor a cognitive phenomen reflected in language, the 
fact remains that he did indeed regard metaphor as "pervasive in everyday language" 
(Barcelona 2000: 5; emphasis omitted).  
 Aristotle evaluates proportional metaphors, i.e. analogies, as the most vivid and 
hence most effective ones for rhetorical purposes (350 BC c [n.d.]: par.38, 40). His notion 
of metaphor as an elliptic literal simile is the cornerstone of what came later to be known 
as the comparison view. A convincing argument against this understanding of metaphor is 
Searle's (1979 [1993]: 96) observation, exemplified by the phrase Sally is a block of ice, 
that there are "a great many metaphorical utterances where there is no relevant literal 
corresponding" between two domains.11 Likewise, Kittay (1987: 18-19) argues against 
conflating literal and metaphoric comparison as  
literal comparison takes place within fixed, common, or given categories [...] but 
comparisons in metaphor [...] cross categorial boundaries. 
 
Still, for Aristotle analogy was central as the best form of metaphor.12  
 It is also interesting to note that Aristotle ascribes pedagogical value to metaphors 
in his Rhetoric, saying that "it is from metaphor that we can best get hold of something 
fresh" (350 BC c [n.d.]: par.37). Teaching by metaphor is furthermore facilitated by the 
vivid nature of metaphor "making [...] hearers see things" (350 BC c [n.d.]: par.40) and 
thus helping them to get a better grasp on new ideas (350 BC c [n.d.]: par.43). While it has 
to be granted that Aristotle did not regard metaphor as a cognitive phenomenon in itself, 
the above quotations clearly show that he very well understood the impact metaphor has 
on cognitive processes. Still, this idea of Aristotle has often gone unnoticed. To name but 
one example, another influential critic, Ortony (1975: 45), remarks that "[the comparison 
view] does [not] account for the important pedagogical value of metaphor". Ironically, his 
                                            
11 However, Searle's claim that "not [...] every metaphorical [...] expression is surrounded by literal uses of 
other expressions" (1979 [1993]: 93) is weakened by the rather contrived examples he provides to 
corroborate his statement.  
12 Furthermore, he holds proverbs and hyperbole to be forms of the same trope as well (350 BC c [n.d.]: 
par.46-47). The relation between metaphor and hyperbole is taken up again by Searle (1979 [1993]: 97), 
who concedes that "many metaphors are exaggerations".  
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point that the pedagogical value of metaphor can be traced back to its vividness (1975: 50) 
is very close to Aristotle.  
 Still, what is probably most relevant to my approach to metaphor is Aristotle's 
observation that "two different words will represent a thing in two different lights" (350 BC c 
[n.d.]: par.8). To prove his point, he provides examples from the margins of metaphor, in 
which he connects metaphor with euphemism and terms of abuse ("hangers-on of 
Dionysus" vs "artists", both used to denote actors). Still, the claim that choice of metaphor 
reveals a vested interest in elating or downgrading a person or group and, as can be 
inferred, in manipulating recipients, is very valid indeed. Aristotle's claim in fact ties in with 
Lakoff & Johnson's (1980: 10-13) view that the very systematicity of metaphor helps to 
highlight some aspects of a concept while hiding others. With reference to the topic at 
hand, I would like to argue that the dominant usage of the conceptual metaphor DOING 
BUSINESS IS WAGING WAR in business journalism indeed helps to shape mental models of 
business. Alternative metaphors like MARKETING IS CREATING AND DEVELOPING RELATIONSHIPS 
(see 4.2) OR NEGOTIATING A MERGER IS DANCING (see 5.2) could therefore make a vast 
difference indeed.  
 We have seen that Aristotle has been of great importance to metaphor research, 
mainly because "the modern interest in the cognitive role of metaphor is one that Aristotle 
almost hit upon" (Kittay 1987: 4; emphasis omitted). All the same, his writings on metaphor 
have been the object of much criticism, probably, as Mahon (1999: 75) suggests, due to 
disregard for the Rhetoric. One very pronounced critic was Richards. I shall now outline his 
position on metaphor and show that it is not all that far removed from Aristotle's.  
2.1.1.2 Between comparison and interaction theory: I.A. Richards 
Richards is to be seen in the Romantic tradition and therefore holds that imagination and, 
by inference, metaphor is the means "to fuse into a unity diverse thoughts and thereby re-
form our perceptions of the world" (Kittay 1987: 6). Like Aristotle, he, too, emphasizes the 
comparison aspect of metaphor. The former does so implicitly, by pointing out the superior 
nature of proportional metaphors, i.e. analogies in the form of A IS TO B WHAT C IS TO D.13 
Furthermore, Aristotle explicitly advocates that "[metaphors] must fairly correspond to the 
                                            
13 I should like to stress that the elliptic form of analogy (A IS THE C OF B as in Bucharest is the Paris of the 
East) seems to be more common. Some examples would be the following: JDS Uniphase is poised to 
become king of the fiber-optics jungle (MA FO 2; see 5.2.3), she was known in the banking industry as the 
Queen of [...] debtor-in-possession financing (MA FO 17), Blockbuster products [...] have turned Pfizer into a 
darling of Wall Street (MS EC 13).  
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thing signified" (350 BC c [n.d.]: par.8).14 According to him, metaphorical expressions only 
work if their similarities to what they denote are easy to perceive. Richards also elaborates 
on the comparison view, but his terminology is more clearly delineated. First, he introduces 
the terms "tenor" and "vehicle" as the two parts of a metaphor roughly akin to what the 
cognitive view later called target and source domain.15 He then goes on to label 
comparable characteristics of the two as "ground" (1936 [2001]: 64, 78). Ortony (1975: 48) 
later specified this rather vague notion and identified a process of metaphor interpretation 
which makes use of two sets of characteristics: First, a recipient of a metaphorical 
expression has to define a set of distinctive characteristics distinguishing what came later 
to be called the source domain. Subsequently, this set of distinctive characteristics needs 
to be narrowed to a subset of appropriate distinctive characteristics which conforms to the 
recipient's knowledge of the target and thus eliminates tension between the two domains. 
Only by eliminating tension and thereby appropriating the two domains is metaphor 
identification possible at all.  
It is quite important to note that for Richards, tenor and vehicle can be of varying 
importance in providing the ground for any given metaphor. Here, classical cognitive 
metaphor theory differs in maintaining that the target domain overrides the source domain 
in unidirectional mappings (see 2.1.2.1 for this so-called invariance hypothesis). In any 
case, Richards clearly holds that tenor and vehicle together form more than the sum of 
their parts (1936 [2001]: 67), a thought to be encountered again in blending theory 
(2.1.2.2).  
Richards elaborates on the notion of comparison in two ways. Firstly, he 
problematizes the very word by splitting up its semantic potential. Thus, comparison could 
be any of the following: 
(a) juxtaposing two entities to have them work in combination  
(b) pointing out the resemblance between two things 
(c) highlighting the characteristics of either tenor or vehicle by its co-
presence with the respective other (1936 [2001]: 81).  
                                            
14 Note that by "metaphor", Aristotle only refers to what later theorists called the vehicle or the source 
domain, not to the interaction of two domains.  
15 Aligning the two terminologies in this way is by no means common practice. For Kittay (1987: 16) e.g., 
the vehicle is the idea conveyed by the literal meanings of the words used metaphorically [and] 
the tenor is the idea conveyed by the vehicle.  
In any case, the alignment is but an approximate one and mostly serves the purpose of streamlining different 
terminologies. See also Black (1962: 47 n.) and Kittay (1987: 25) on the problematic ambiguity of Richards' 
terminology.  
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Although Richards fails to state his preferred position explicitly, I strongly suspect position 
(c) above to be the one embraced by him. However, he goes still further in his version of 
comparison theory. According to him, not only does metaphor point out similar 
characteristics of tenor and vehicle, but he also states that  
there are very few metaphors in which disparities between tenor and vehicle are 
not as much operative as the similarities (1936 [2001]: 86). 
 
 Richards also starts out from a position close to Aristotle's when claiming that 
"metaphor is the omnipresent principle of language" (1936 [2001]: 61). While this again 
anticipates the ubiquity view maintained in cognitive semantics, Richards approximates 
cognitive metaphor theory even further when stating that "thought is metaphoric [...] and 
the metaphors of language derive therefrom" (1936 [2001]: 63; original emphasis).  
 Concerning the power of metaphor usage to influence perception of a domain, 
Richards again is quite close to cognitive semantics' view of the physical and cultural 
grounding of metaphors. Where Lakoff & Johnson (1980: 56-57) state that 
the structure of our spatial concepts emerges from our constant [...] interaction 
with the physical environment [and] every experience takes place within a vast 
background of cultural presuppositions, 
 
Richards maintains something very similar:  
The processes of metaphor in language [...] are superimposed upon a 
perceived world that is itself a product of earlier or unwitting metaphor (1936 
[2001]: 73).16 
 
As for the issue of whether there is inherent meaning in texts, Richards again holds a 
position very similar to Lakoff & Johnson's (1980: 12) when claiming that "it is the word 
which brings in the meaning which the image and its original perception lack" (1936 [2001]: 
89). 
From the above, it can be seen that, given the fact that he wrote more than 40 years 
before the advent of cognitive metaphor theory, Richards was astonishingly close to it in 
many respects. By virtue of the fact that he was also close to Aristotle (albeit perhaps 
                                            
16 The cognitive semantic view of culture-specific metaphor influencing perception, which Richards 
anticipates, is indeed a special case of one of the tenets of more general social cognition theory, namely that  
the categories of perception reside within the perceiver rather than the perceived [and] are very 
much given to us by the culture we are born into (Augoustinos & Walker 1995: 107).  
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unwittingly and certainly unwillingly so), he can be seen as an important link in the chain of 
metaphor research tradition. A later theorist to recognize the importance of his views on 
metaphor and to take them up again was Black (1962, 1977 [1993]), who I will now turn to. 
2.1.1.3 Interaction theory: Max Black  
Starting from Richards' claim that meaning in metaphoric processes is generated by the 
interaction of "two thoughts of different things" (1936 [2001]: 62), Black formulates his 
interaction view on metaphor: Putting a word or phrase in a new context not only means 
substituting a literal expression with a metaphorical one, thus comparing the two. By 
contrast, for Black such a new context "imposes extension of meaning upon the focal [i.e. 
metaphorical] word" (1962: 39).17 To Black, the comparison view is a version of a broader 
approach to metaphor he calls substitution view, which "holds that a metaphorical 
expression is used in place of some equivalent literal expression" (Black 1962: 31; original 
emphasis). In such cases, the motivation to use metaphor in the first place is the wish to 
improve a text stylistically (Black 1962: 33-34). Alternatively, metaphor usage can also 
stem from a gap in the vocabulary. This process, dubbed catachresis, was already 
described by Cicero (55 BC: par.155) and finds another reflection in Ortony's 
inexpressibility thesis (1975: 49-50).18 Against this, Black argues that metaphor serves an 
organizing function by emphasizing some aspects of the metaphor's domains while 
backgrounding others, a take reminiscent of Lakoff & Johnson's highlighting and hiding 
function of metaphor (1980: 10-13). All the same, Black takes a position different from 
cognitive semantics as concerns the direction of transferring semantic features between 
domains. While the hypothesis that mapping is unidirectional, i.e. from source to target 
domain only, is one of the central claims of classical cognitive metaphor theory, Black 
states that a metaphorical expression influences a hearer's view of both the source and 
the target domain (1962: 44). In his later essay, Black explains that it is the 
subsidiary/secondary subject (roughly equivalent to the source domain) which determines 
the set of characteristics to be emphasized (1977 [1993]: 28). He goes even further when 
he maintains that  
                                            
17 Black stresses the notion that metaphor is about meaning, not syntax or grammar (1962: 28). This is at 
odds with Halliday's concept of grammatical metaphor (1985a: 312-345), elsewhere extended to 
phonological metaphor (1978: 176). However, Halliday himself concedes that his theory might itself be "a 
metaphorical extension" (1985a: 345), rendering it a metaphorical theory of metaphor, as it were.  
18 As an example, Black (1977 [1993]: 24) mentions to fall in love, which Lakoff & Johnson (1980: 30-32) cite 
as a realization of the CONTAINER metaphor.  
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it would be more illuminating [...] to say that the metaphor creates the similarity 
than to say that it formulates some similarity antecedently existing (1962: 37). 
 
In a later article (1977 [1993]), he discusses the issue once more, arriving at the 
conclusion that  
some metaphors enable us to see aspects of reality that the metaphor's 
production helps to constitute [...] the world is necessarily a world under a 
certain description – or a world seen from a certain perspective. Some 
metaphors can create such a perspective (1977 [1993]: 38; original emphasis). 
 
This is indeed reminiscent of Richards' view of metaphor as being "superimposed upon a 
perceived world" (1936 [2001]: 73). Lakoff & Johnson (1980: 156) put the notion in a 
nutshell when stating that "metaphors may create realities for us, especially social 
realities". It is this integration of the cognitive and the discursive that my approach to 
metaphor is based upon (see 2.3).  
 Like Lakoff & Johnson, Black opposes a view of metaphor as merely bringing to the 
surface some pre-existent inherent meaning. He clearly acknowledges the socio-cultural 
determinants of metaphor by stating that "a metaphor that works in one society may seem 
preposterous in another" (1962: 40), a claim very close to Lakoff & Johnson's opinion that 
"which [metaphors] are chosen [...] may vary from culture to culture" (1980: 19). All the 
same, however, Black simultaneously downplays the subversive or affirmative power of 
metaphor when granting that  
a new metaphorical statement obviously introduces some small change into 
[the] world [...] the reaffirmation of an old metaphor can be viewed as a trivial 
insertion into the world [...] that metaphors should be creative in such a boring 
way is hardly worth mentioning (Black 1962: 35; emphasis added). 
 
Against this I would like to maintain that far from being insignificant, novel metaphors not in 
line with those dominant in a particular discourse can on the contrary have much 
subversive potential since "[an alternative] metaphor alters our emphasis and the very 
concept of [reality]" (Robson 1996: par.12). I will elaborate this point below (2.3). For the 
moment, just consider the striking difference between Smirnoff Ice could be a potent 
weapon (MS BW 18) on the one hand and [the service they offer] is like their baby (MS 
BW 2) on the other. Nor do I consider usage of a well-established metaphor trivial. 
Following the view that metaphor influences perception, using a well-established dominant 
metaphor helps cement accepted models which are usually in the interest of a dominant 
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group. The WAR metaphor proves this point: Since war has long been and still is to a large 
extent a male activity, the metaphoric view of business as war is highly masculinized and 
thus helps maintain business as a male-dominated domain. Paradoxically, the foundation 
of this view is to be found with Black himself, who states that "the author [of a metaphorical 
utterance] [...] plays upon the stock of common knowledge [...] presumably shared by the 
reader and himself" (1962: 43). Black here outlines the basic mechanism of building 
relations between members of the in-group while at the same time excluding members of 
the out-group. 
 Another problematic claim made by Black is his reservation that metaphors "can 
sometimes function as cognitive instruments" (1962: 38; emphasis added). The kind of 
metaphors which he deems to function in such a way he defines as "strong metaphors" 
conforming to the interaction view (1962: 26). It is clear that Black, while approximating the 
cognitive view, still retains some provisos. By this reluctance he runs the risk of calling the 
view of metaphor as a cognitive phenomenon just established into question again. 
However, while Aristotle restricted metaphorical expressions to words or even 
nouns alone, Black substantially enhances the realm of metaphorical expressions in 
holding that "any part of speech can be used metaphorically" (Black 1962: 28), a 
statement echoed by Kittay's claim that  
we must consider the unit of metaphor to be independent of any grammatical 
unit [...] a unit of metaphor is any unit of discourse in which some conceptual 
[...] incongruity emerges (1987: 24). 
 
Further still, Black broadens Richards' definition of metaphor as "two thoughts [...] 
supported by a single word, or phrase" (1936 [2001]: 62): 
A [metaphorical] "statement" [...] will be identified by quoting a whole sentence, 
or a set of sentences, together with [...] the relevant verbal context, or the non-
verbal setting (Black 1977 [1993]: 24). 
 
 As for Black approaching cognitive metaphor theory, there is his belief that a 
metaphor's domains should be seen as systems rather than isolated things or ideas (1962: 
44). This view of metaphor represents a contrast to Richards' (1936 [2001]: 62) definition 
of metaphoric processes as having "two thoughts of different things active together".19 
                                            
19 In his later article, Black (1977 [1993]: 27) amends this statement by referring only to the source domain or 
vehicle as a system (subsidiary or secondary subject, in his terminology). This amendment is refuted by 
Kittay. Calling Black's systems semantic fields, i.e. "a lexical set [...] applied to a domain unified by some 
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Black's claim that "every metaphor is the tip of a submerged model" (1977 [1993]: 30) 
directly anticipates Lakoff's Idealized Cognitive Model (ICM) (1987: 68-76; see 2.1.2.1). 
Likewise, Black's observation that "every metaphor [...] mediate[s] an analogy or structural 
correspondence" (Black 1977 [1993]: 30) is echoed by Lakoff (1993: 207) saying that 
"metaphors are mappings, that is, sets of conceptual correspondences". Additionally, 
Black speaks of "primary and subordinate metaphors [...] belong[ing] to the same field of 
discourse" (1962: 43) and thus foreshadows Lakoff's (1993: 222-225) inheritance 
hierarchies.20 
 The gist of the above discussion is that Black, while drawing on Richards, 
anticipates cognitive metaphor theory to an astonishing degree. Although cognitive 
semantics is at odds with some of his other claims such as bi-directional transfer of 
characteristics, I would choose to see a tradition reaching back to Aristotle's comparison 
theory, which was influential throughout the centuries and also inspired 20th-century 
theorists such as Richards. Richards in turn was a starting point for Black's interaction 
theory, some central arguments of which clearly pioneer cognitive views on metaphor.  
 The advent of cognitive metaphor theory, marked by the 1980 publication of Lakoff 
& Johnson's Metaphors We Live By, cannot be underestimated. It is safe to say that it has 
by now become the dominant paradigm in metaphor research. Let us now look at its main 
positions and see how those apply to the topic at hand.  
2.1.2 Metaphor in cognitive semantics 
In the following subsection, I will first discuss what I call classical cognitive metaphor 
theory. It was first introduced by Lakoff & Johnson (1980) and subsequently further 
elaborated by a number of theorists (e.g., Johnson 1987, Lakoff 1987, 1993; Lakoff & 
Turner 1989). More recently, it has also been challenged by alternative cognitive theories. 
Most notably, these include the conceptual blending approach (Fauconnier & Turner 2002; 
Turner & Fauconnier 1995, 2000) as well as the development of a neural theory of 
language (Lakoff & Johnson 1999). These two recent approaches have contributed 
decisively to cognitive semantics, rendering parts of classical cognitive metaphor theory 
outdated. However, especially neural theories of language signify a paradigm shift which I 
                                                                                                                                                 
content" (1987: 33), she insists that "both the vehicle and the topic [i.e. tenor or primary/principal subject] 
belong to systems, not only the vehicle" (1987: 31). 
20 Inheritance hierarchies organize the way from generic event structure metaphors such as PURPOSES ARE 
DESIRED LOCATIONS/OBJECTS – and, derived from it, ACHIEVING A PURPOSE IS REACHING A DESIRED 
LOCATION/OBJECT – via specific structural metaphors (TAKING OVER A COMPANY IS FEEDING) to actual 
metaphorical expressions (e.g. blue chips [...] will either be taken over or will gobble up somebody else [MA 
BW 15; see 5.2.1]). 
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intend to counter by combining elements of cognitive metaphor theory, especially blending, 
with a critical approach to language.  
2.1.2.1 Classical cognitive metaphor theory  
In a nutshell, the classical cognitive view on metaphor holds that metaphor is a conceptual 
phenomenon that is realized on the surface level of language. It can be thought of as a 
mapping of features from a source to a target domain. This mapping is ubiquitous, 
unidirectional, systematic, invariable and grounded in physical and socio-cultural 
experience. Let us look at each of these related characteristics in turn. 
The radical claim Lakoff & Johnson's work opens with is that  
metaphor is pervasive in everyday life, not just in language, but in thought and 
action. Our ordinary conceptual system [...] is fundamentally metaphorical in 
nature (1980: 3). 
 
This claim entails the notion that metaphor is ubiquitous at a very basic conceptual level. 
Further, it is primarily a cognitive phenomenon, with language coming in only second. 
Lakoff & Johnson define metaphoric processes as "understanding and experiencing one 
kind of things in terms of another" (1980: 5; emphasis omitted). This understanding is 
made possible by so-called metaphorical mapping of characteristics from a source (e.g. 
WAR) onto a target domain (e.g. BUSINESS). This unidirectional mapping takes place at the 
conceptual level and is realized at the surface level of language (or any other expressive 
medium, for that matter).21 This is echoed by Kittay (1987: 14), who maintains that 
metaphor provides the linguistic realization for the cognitive activity by which a 
language speaker makes use of one linguistically articulated domain to gain an 
understanding of another experiential or conceptual domain.22  
 
Lakoff & Johnson distinguish between "metaphor" as meaning metaphorical concept on 
the one hand (1980: 6) and its realization on the other. In the following I will adhere to 
Lakoff's (1993: 209) use of "metaphor" as denoting underlying metaphoric concepts. 
These – and all mental concepts in general – are graphically represented by small 
capitals, e.g. MARKETING IS ATTACKING. By contrast, I will refer to its linguistic realization as 
                                            
21 The tenet of unidirectional mapping makes Ross' (1993) label "neo-interactionist" for proponents of 
cognitive metaphor theory an outright misnomer.  
22 Yet, Kittay does not choose the mapping metaphor. Her perspectival theory includes that the meaning of 
metaphor is the result of a juxtaposition (1987: 29), i.e. "the placing of an object in two perspectives 
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"metaphorical expression" (represented by italics, e.g. the French [supermarket chain] 
withdrew from Germany in 1996 after a brief foray [MS EC 5]).  
Such a bi-level view of metaphor holds that metaphorical expressions witnessed in 
actual texts are but different realizations of productive underlying metaphors.23 
Accordingly, the above concept (MARKETING IS ATTACKING) also yields the following 
expressions:  
ABN-Amro [...] will this week launch credit cards in Taiwan (MS FT 92) 
[Oracle] has launched a two-pronged assault to make its name a household 
word (MS EC 34) 
backed by a local TV-ad blitz [...] the [...] beverage blew off the shelves (MS BW 
18).  
 
According to Lakoff & Johnson (1980: 9), it is not only surface-level metaphorical 
expressions that are systematically related by being realizations of one and the same 
underlying conceptual metaphor. Different sub-metaphors may be part of a broader 
conceptual system as well and "jointly provide a coherent understanding of the concept as 
a whole" (Lakoff & Johnson 1980: 89). Thus, MARKETING IS ATTACKING ties in with 
COMPETITORS ARE ENEMIES (The [...] company has [...] no greater rival than Siebel Systems 
[MS FO 36]) and ADVERTISING IS A WEAPON (people can soon expect to be bombarded with 
telephone commercials [MS FT 87]).24 Here, the common link is MARKETING IS WAR. As I will 
show in 4.1, there is moreover a related yet distinct metaphor, namely MARKETING IS A 
SPORTS COMPETITION, as evidenced by expressions such as  
upstarts have scored with younger consumers (MS BW 18) 
Tesco [is] positioning itself as a consumer champion (MS FT 91; see 4.2.4) 
Already, three front-runners have emerged. At the head of the pack is Yahoo 
(MS BW 7; see 4.2.1). 
 
Such related metaphoric mappings can also bring about clusters (see 2.2 and 2.3). 
                                                                                                                                                 
simultaneously" (1987: 4). Elsewhere (1987: 35), she speaks of the "imposition of one system upon another 
system". 
23 This claim is anticipated by Black's observation that "a metaphor may involve a number of subordinate 
metaphors among its implications" (1962: 43). 
24 As there is also a very pervasive metaphor PRODUCTS ARE WEAPONS, ADVERTISING IS A WEAPON could be 
regarded as a metonymic extension of that metaphor. The example further shows how it is not always the 
competition which is conceptualized as the enemy but that prospects, too, can be the object of aggression 
(see also 4.2). 
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It should be noted that there is intra-metaphorical as well as inter-metaphorical 
coherence. Single sub-metaphors have a coherent structure in their own right but also 
show coherence with other sub-metaphors on the same level, yielding a structured 
concept. Such systematic and coherent structuring also helps "highlighting different 
aspects of the concept" (Lakoff & Johnson 1980: 96).25 To elaborate on my example, 
MARKETING IS WAR emphasizes the aspect of both fight and strategy. MARKETING IS A SPORTS 
COMPETITION rather focuses on the competitive aspects and MARKETING IS A GAME conveys 
the idea of playfulness in competition. Within a metaphor, very much the same highlighting 
and hiding mechanisms can be observed. Thus, the dominant metaphor MARKETING IS WAR 
does not account for non-aggressive aspects of the target domain of marketing such as 
persuasion of would-be customers or co-operation with other suppliers (see 4.2). The 
reverse is also true: Any given metaphor will only be productive for certain parts of its 
source domain. It is an astonishing fact that although in MARKETING IS WAR (or more general 
still, BUSINESS IS WAR), only selected aspects of the target domain are highlighted, almost 
all of the aspects of the source domain are indeed realized (see 4.1). In my view, this 
indicates the extreme productivity of this dominant metaphor. Moreover, it shows that even 
the more taboo characteristics of the source domain are acceptable in business discourse 
(as in "there could be a lot of blood spilt in banging together the two organisations" [MA FT 
32]).26 
 However, what exactly does "aspects" of a domain refer to? To clarify their claims, 
Lakoff & Johnson introduce the notion of experiential gestalts (1980: 77-82). In this view, a 
domain can be considered having a multidimensional structure. Metaphoric mapping then 
means superimposing the structure of the source domain upon those of the target domain, 
a process also referred to as systematic mapping. The target domain is both structured as 
a gestalt in its own right and "further by means of correspondences with selected elements 
of the gestalt [of the source domain]" (1980: 81). Such superimposition helps make 
experience coherent by structuring mental spaces (Lakoff 1987: 68).  
What Lakoff & Johnson call experiential gestalts in fact anticipates Lakoff's (1987) 
more elaborate notion of Idealized Cognitive Models (ICMs). ICMs are defined as having 
an ontology (or set of elements) and a structure (or properties of and relations between the 
elements). A special case of an ICM is the scenario (or script, to borrow Schank & 
Abelson's [1977] term). Since I consider war to be a process rather than a state I would 
                                            
25 See Lakoff & Johnson (1980: 43-45) on the difference between coherence and consistency. 
26 Inverted commas indicate that the example features as a quotation in the article it can be found in.  
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suggest that war is such a dynamic scenario or event schema.27 Scenarios in turn 
determine concepts. Thus, the concept of soldier is to a large extent characterized by a 
WAR scenario. Likewise, the concept of a businessperson is determined by the BUSINESS 
scenario prevailing in discourse and cognition.  
 ICMs are directly related to metaphor in so far as "the structure of the ICM in the 
source domain [is mapped] onto a corresponding structure in the target domain" (Lakoff 
1987: 288; see also Lakoff & Turner 1989: 103). Next to single-feature or one-shot 
mappings (Lakoff 1993: 229-231) and systematic mappings, image-schematic mappings 
thus constitute the third and most complex form of mapping processes. The 
correspondences between source and target domain can be either ontological in nature, 
meaning that "entities [...], actions or states in the source domain are mapped onto their 
counterparts in the target domain" (Barcelona 2000: 3), or epistemic, meaning that 
knowledge about the source domain is mapped onto knowledge about the target domain 
to facilitate reasoning about the latter (Lakoff 1987: 387, 1993: 207). In the words of Kittay,  
the role of metaphor is not to tell us of something new, but of something new 
about what we already know (1987: 313; emphasis omitted).  
 
However, the process of mapping fixed correspondences is constrained by the so-called 
Invariance Principle (Brugman 1990; Lakoff 1990, 1993), which denotes that  
mappings preserve [...] the cognitive topology [...] of the source domain, in a 
way consistent with the inherent structure of the target domain (Lakoff 1993: 
215). 
 
This notion entails that the target domain is in fact inviolable. By virtue of the invariance 
principle, the "open-ended class of potential correspondences" (Lakoff 1993: 210) and, 
along with it, the "infinitude of potential conceptual metaphors" (Lakoff & Turner 1989: 51) 
is limited by partial mappings.28 
According to the cognitive view of metaphor as systematic, metaphoric meaning 
transfer does not involve "a simple displacement of an atomistic meaning but a move from 
                                            
27 This perception is quantitatively corroborated by the British National Corpus (BNC) yielding 38 instances of 
the collocation state of war as opposed to 138 tokens of the type to wage war. 
28 The view of the target domain as more important proves to be quite persistent. Dating back to 18th-century 
philologists like Dr. Johnson (Richards 1936 [2001]: 81-82), it can also be found in Black's interaction theory: 
According to Black, the target domain will have a text receiver first fit the source's characteristics to it before 
s/he "reciprocally induces parallel changes in [the source domain]" (1977 [1993]: 28; see also Kittay 1987: 
182). See also Searle (1979 [1993]: 92).  
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one system to the other" (Kittay 1987: 138). It should be noted that this claim is in fact 
reminiscent of Ortony's compactness thesis which maintains that  
what metaphor does is to allow large "chunks" to be converted or transferred; 
metaphor constrains [...] particularization (1975: 47). 
 
The above discussion has so far featured metaphors of varying degrees of 
complexity. According to Lakoff & Johnson (1980: 14-21), orientational or spatial 
metaphors such as GOOD IS UP or LESS IS DOWN can be found at the most basic level of 
metaphoric conceptualization. Similarly, ontological metaphors involving the 
conceptualization of events, actions, emotions and states as entities and substances (e.g. 
CONTAINER metaphors) can be considered a basic conceptual structuring principle as well 
(1980: 25-32). Spatial metaphors typically show image-schema structures, i.e. general 
structures like trajectories, boundaries or centre-periphery relations, which act as  
a means of structuring particular experiences schematically, so as to give order 
and connectedness to our perceptions and conceptions (Johnson 1987: 75).  
 
Elaborating on his and Johnson's earlier work, Lakoff (1993: 222-225) conducts a fine-
grained analysis of different levels of metaphoric conceptualization and introduces 
inheritance hierarchies as an ordering principle (see n.20).  
 Lakoff & Johnson's discussion of basic orientational metaphors also incorporates 
possible explanations of how metaphors actually come into being, i.e. how they are 
grounded. We have already seen that metaphoric conceptualization is systematic, not 
arbitrary. Metaphors are systematic both with regard to their effect of structuring concepts 
coherently as well as to their cause, because they "have a basis in our physical and 
cultural experience" (Lakoff & Johnson 1980: 14).29 Those two realms of experience are in 
fact often inextricable  
since the choice of one physical basis from among many possible ones has to 
do with cultural coherence (1980: 19). 
 
Thus, even metaphoric conceptualization according to basic spatial and orientational 
experience can differ from one culture to the other, an example being the metaphoric 
spatial position of the future as related to the present (1980: 14). The claim that all 
                                            
29 Kittay reads Lakoff & Johnson's claim that metaphoric concepts are experientially grounded as meaning 
that they can ultimately be traced back to the literal (1987: 185 n., 186).  
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conceptualization originates in humans experiencing the form and function of their bodies 
(yielding e.g. SAD IS DOWN) and interacting with their physical and cultural environment 
entails that gestalts are defined by their interactional rather than any inherent properties 
(1980: 119-122). Lakoff & Johnson sum up their argument about the origin of metaphor as 
follows:  
The nature of our bodies and our physical and cultural environment imposes a 
structure on our experience [...] Recurrent experience leads to the formation of 
categories, which are experiential gestalts [...] Such gestalts define coherence 
in our experience. [...] We understand experience metaphorically when we use 
a gestalt from one domain of experience to structure experience in another 
domain (1980: 230). 
 
Having looked at the basic tenets of classical cognitive metaphor theory, I will now 
outline how this approach is elaborated and challenged in recent approaches in cognitive 
semantics.  
2.1.2.2 Recent approaches: Blending theory and neural theories of language 
The most important recent trend in cognitive semantics was the advent of blending theory 
in the mid-1990s. Drawing on earlier work on mental spaces (Fauconnier 1985 [1994]), 
Fauconnier & Turner (1998a, 1998b, 2002; Turner & Fauconnier 1995, 2000) developed a 
comprehensive theory to account for cognitive processes, a "framework for exploring 
human information integration" (Coulson & Oakley 2000: 176). This global approach aims 
at explaining meaning construction in such diverse phenomena as metaphor, metonymy, 
counterfactuals, analogy, irony and even grammar.30 Further still, "blending theory can be 
used to address both the form and the content of the representation" (Turner & Fauconnier 
2000: 183), accounting for visual phenomena like the perception of motion as well. While 
some theorists (Coulson & Oakley 2000: 192) caution that  
it seems rather questionable that the exact same blending processes are at 
work in the perception of motion as in the comprehension of, say, metaphoric 
blends,  
 
                                            
30 Lakoff & Johnson had treated "metaphorical coherence in grammar" (1980: 134-135) only in passing, 
restricting themselves mainly to the metaphoric potential of prepositions. The topic was given considerably 
more prominence in Lakoff's extensive case study of there-constructions (1987: 462-585, especially 463-470 
and 481-482; see also 289-292). Still, the most comprehensive work on cognition and grammar preceding 
blending theory was carried out by Langacker (1987-1991). See also Fauconnier & Turner (1997) on 
"blending as a central process of grammar".  
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it should still be noted that, like metaphoric (and metonymic) mapping, blending processes 
are ubiquitous – even more so since they are not restricted to metaphor (and metonymy) 
but "a fundamental aspect of all human experience" (Coulson & Oakley 2000: 182). 
Concerning the phenomenon of metaphor, classical cognitive metaphor theory proved the 
pervasive nature of metaphoric thinking by analysing "entrenched conceptual 
relationships" and "recurring patterns in figurative language" (Grady, Oakley & Coulson 
1999: pars.2, 64). By contrast, blending theory rather sets out to account for "blending as 
an online-process" (1999: par.64) applied to individual, often novel metaphorical 
expressions. The two approaches can be considered complementary in so far as 
"conventional metaphors feed the blending process by establishing links between 
elements in distinct [...] spaces" (1999: par.29; see also par.41).  
 Apart from its explanatory scope and focus, blending theory's main deviation from 
mapping as used in classical cognitive metaphor theory resides in the fact that it assumes 
four spaces instead of the two of source and target domain. In fact, "the two-domain model 
is [...] part of a larger and more general model of conceptual projection" (Turner & 
Fauconnier 1995: par.2). It should be noted that such mental spaces are not as global as 
conceptual domains, being "small conceptual packets constructed [...] for purposes of local 
understanding and action" (Fauconnier & Turner 2002: 102). Blending processes typically 
involve two (or more) input spaces, a generic space showing basic characteristics 
common to the input spaces (similar to Richards' ground, see 2.1.1.2) and a blended 
space partially drawing on the input spaces and showing an emergent structure. To 
illustrate, consider an expression like [Hypobank's] management was scared of being 
gobbled up by Deutsche Bank (MA EC 27). Here, two input spaces, namely the FEEDING 
and the TAKE-OVER scenario, are connected into a blend.31 Attributing elements from one 
space to elements from other spaces, however, is only partial, with "additional structure 
[becoming] available through default and pragmatic procedures" (Turner & Fauconnier 
1995: par.3; see also pars.27-30).32 The generic space connecting the two input spaces 
would in this case feature a basic scenario of one entity incorporating another one, 
extinguishing the latter's existence in the process.33 As mentioned above, a blend is more 
than the sum of two input spaces, since its structure is completed by information stored in 
long-term memory. Thus, the blended space including a company taking over another can 
                                            
31 The input space of TAKE-OVER is obviously the more complex one since it is constituted by a metaphor 
itself.  
32 See also Lakoff (1987: 61, 116) on defaults. 
33 Note how this structure of the generic spaces partly ties in with the CONTAINER metaphor. 
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be fleshed out by background knowledge about both the nature, proceedings and 
significance of mergers and acquisitions in a given economic formation as well as 
knowledge about specific examples and their media coverage. This background 
knowledge – and hence the blend itself – is obviously determined by socio-cultural and 
discursive practices. In a third step, the blend can then be elaborated by mentally or 
physically simulating the event conceptualized by it. In the take-over example, this could 
mean envisaging the take-over announcement and subsequent statement of the company 
taken over.  
In this network approach, the blend is "both less and more than the two input 
spaces" (Turner & Fauconnier 1995: par.10; see also par.41). It is less since it draws only 
partially on the structure of the input spaces and more as it can be elaborated on and thus 
often shows a life of its own. Thus, a blend "recruits conventional metaphors but does new 
work with them" (Turner & Fauconnier 1995: par.17).  
However, the multidirectional interrelations between the spaces go further than that. 
Although both classical cognitive metaphor theory and blending theory "treat metaphor as 
a conceptual rather than a purely linguistic phenomenon" (Grady, Oakley & Coulson 1999: 
par.2), the latter does not propagate the invariance hypothesis as does the former.34 
Instead, blending theory takes a rather differentiated stance on the relative importance of 
the source and target input spaces. In the example from mergers and acquisitions 
discourse above, we have seen that the source input space of FEEDING provided the frame 
to organize the blend. This shows that in metaphoric processes, "input spaces do not have 
equal status as topics" (Grady, Oakley & Coulson 1999: par.55). In composing the blend, 
the source domain tends to have more prominence: 
A basic metaphor always has a cross-domain conceptual mapping and a 
potential blend but provides many formal expressions whose vocabulary comes 
entirely from the source input space (Turner & Fauconnier 1995: par.61). 
 
Thus, the source input space of the MARKETING IS WAR metaphor provides expressions like 
the following: 
Newspapers and magazines also face the technology assault (MS FO 1) 
the company's high customer-acquisition costs after its $150m advertising blitz 
(MS EC 40) 
                                            
34 See also Lakoff 2002a.  
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Pfizer's salesmanship is about more than [...] ads bombarding the airwaves (MS 
EC 13). 
 
Like in classical cognitive metaphor theory and its antecedents, blending theory, too, 
endorses the idea that only particular features from the input spaces are drawn upon to 
compose the blend. This does not only hold true at the formal linguistic but at the 
conceptual level as well, since "the target material yields to the source material, which is 
explicitly represented in the blend" (Grady, Oakley & Coulson 1999: par.50).35 However, 
this "asymmetric topicality" (1999: par.56) is reversed in the process of inference from 
blend to target input space. The claim that "we export the integrity in the blend to induce 
an integrity of events in the target" (Turner & Fauconnier 1995: par.55; see also 2000: 134, 
137) in fact advocates an overriding target domain and defines a new understanding of the 
target as the ultimate purpose of blending. It thus becomes clear that the multidirectionality 
of blending processes does not indicate a return to the bi-directionality advocated by 
interaction theory and subsequently refuted by e.g. Lakoff & Turner (1989: 131-132).36 
 Given its huge scope, it should come as no surprise that blending theory was 
accused of spreading itself too thin by "accounting for everything, and, hence, explaining 
nothing" (Coulson & Oakley 2000: 186). To counter those criticisms, Fauconnier & Turner 
developed so-called optimality principles that govern and constrain blending processes 
(1998a; 1998b: 280-281; Grady, Oakley & Coulson 1999: par.20-21; see also Fauconnier 
& Turner 2002: 309-352 for a modified and elaborated account). These six principles can 
be illustrated by again referring to the corporate take-over example provided above: To 
start with, the integration principle holds that the blend and every space in the network has 
to show an integrated structure so that it can be manipulated as a unit; e.g. feeding as an 
integrated event. Moreover, the web principle means that there should be connections 
between the blend and the input spaces so that manipulations in any space lead to 
corresponding changes in other spaces; the elaboration to cough up a company e.g. could 
be understood as demerging for lack of successful integration. Further, the unpacking 
                                            
35 In the light of this quotation, the subsequent statement that "metaphoric counterparts don't obligatorily 
come from different conceptual domains" (1999: par.53) is quite puzzling. It is hard to see how ontologically 
not distinct domains could be combined to form metaphors (e.g., *the fir trees mushroomed). The authors 
(1999: par.53) concede that the examples they provide to prove their point may be "at least somewhat 
metaphorical" and subsequently present metaphoricality as a graded category varying in proportion to the 
"perceived degree of difference between the counterparts" (1999: par.61). 
36 The network approach of blending theory also rectifies a claim made by Richards. While he had correctly 
realized that "the mind is a connecting organ, it works only by connecting", he had nevertheless reduced this 
connecting process to the mind's ability to "connect any two things in an indefinitely large number of different 
ways" (1936 [2001]: 84; emphasis added).  
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principle maintains that the blend must make it possible to reconstruct the input spaces, 
the generic space and the whole network; encountering the expression to gobble up a 
company e.g. evokes both feeding, corporate restructuring, one entity incorporating 
another and extinguishing its existence as well as the relations between them. To proceed, 
the topology principle asks that the relations in the blend match their counterparts in the 
input spaces; a bigger company taking over a smaller one, for instance, relates to the 
relative size of food and the eating person/feeding animal. Last but one, the good reason 
principle says that elements in the blend must be significant, i.e. show relevant relations to 
other spaces and relevant functions when elaborated; the blend of FEEDING and corporate 
TAKE-OVER e.g. makes it unlikely to interpret they were gobbling them up as a reference to 
management's behaviour towards oysters at a business lunch. Finally, metonymic 
tightening demands that metonymically related elements from input spaces should 
become as close as possible within the blend; e.g. management was afraid of being 
gobbled up, with management metonymically representing the whole company, could 
evoke a – somewhat cartoon-like – blended image of actual persons being swallowed up.  
The last principle hints at the important feature of blending processes – or, to use a 
current synonym, conceptual integration – as "a compression tool par excellence" 
(Fauconnier & Turner 2002: 114, 312). By compression, so-called vital relations (2002: 92) 
including identity, time, space, cause-effect, change and part-whole,37 can be compacted 
(2002: 93-101, 114-115). For the purpose of my argument, it should be kept in mind that 
compression can be "syncopated". In syncopation, such relations are activated only 
partially during the blending process, thus serving a highlighting function (2002: 114, 325). 
An example would be the following: 
war metaphors come easily to the decorated Vietnam veteran. After all, [he] 
says [...] "I know what it feels like to get your butt shot off" (MS BW 15). 
 
Here the relations of time (Vietnam war and 1996), space (Vietnam and the US) as well as 
cause-effect (a certain leadership style as caused by war experience) have been 
compressed. Likewise, identity and change (from soldier to CEO) have been compressed 
into metaphoric uniqueness (CEO as soldier). Moreover, the compression is syncopated 
as only particular elements of the soldier-in-the-Vietnam-war input space are drawn upon 
(being under attack as opposed to attacking himself). While this short example accounts 
for the cognitive principles bringing about such metaphoric blends, we shall see in 2.3 
                                            
37 Compression of part-whole relations closely resembles synechdoche.  
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what might influence those principles and what possible purposes the ensuing metaphoric 
blends serve.  
The issue of how metaphoric blending processes are grounded seems to get less 
attention when compared to the question of how they work. Grady, Oakley & Coulson 
(1999: par.35) explain metaphors as "entrenched conceptual associations arising from 
recurring correlations in experience". In the examples they provide (MORE IS UP, HAPPINESS 
IS BRIGHTNESS), this experience is taken to be ultimately physical in nature. Fauconnier & 
Turner take a somewhat broader view, stating that "meaning systems and formal systems 
[...] co-evolve in the species, the culture, and the individual" (2002: 11). Their analogies 
between cognition on the one hand and chemistry and evolution on the other 
notwithstanding (2002: 89-91, 110-111), they do allow for the above-mentioned vital 
relations, the basis of compression in blending, to be "rooted in [both] fundamental human 
neurobiology and shared social experience" (2002: xiii).  
At this point, I would like to summarize the differences and similarities between 
classical cognitive metaphor theory on the on hand and blending theory on the other in 
Table 1:  
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Comparison classical cognitive metaphor theory and blending theory 
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As for the double nature of metaphor as both embodied and socio-culturally determined, it 
can be observed that in their more recent work, Lakoff & Johnson (1999) favour the 
embodiment model of explanation at the expense of the socio-cultural one. Their definition 
of "conceptual metaphors ground[ing] abstract concepts through cross-domain mappings 
using aspects of our embodied experience" (1999: 543) lacks the socio-cultural 
determinants included in their earlier work (1980: 14; see 2.3). In broader terms,  
reason and conceptual structure are shaped by our bodies, brains, and modes 
of functioning in the world. [They] are therefore not transcendent, that is, not 
utterly independent of the body (1999: 128).  
 
Having outlined the basic assumptions of their research thus, they go on to distinguish 
between primary and complex metaphors. Acquisition of the former is facilitated by 
"correlations in our everyday experience" and primary metaphors thus "link our subjective 
experiences and judgments to our sensorimotor experience" (1999: 128). This acquisition 
process takes place during the so-called conflation phase in early childhood (Johnson 
1999), in which subjective and sensorimotor experiences are not yet differentiated. 
Connections established during that phase continue to be active in later phases of life. 
Complex metaphor, on the other hand, is formed by conceptual blending (Lakoff & 
Johnson 1999: 46). It should be noted that, in accordance with blending theory, "simple 
metaphors interact to yield more elaborate conceptualization" (Coulson & Oakley 1999: 
par.23), i.e. primary metaphors can blend into complex ones. Lakoff & Johnson draw the 
following conclusion from these integrated processes: 
S T S T 
G 
B 
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We acquire a large system of primary metaphors automatically and 
unconsciously [...] from our earliest years. We have no choice in this. Because 
of the way neural connections are formed during the period of conflation, we all 
naturally think using hundreds of primary metaphors (1999: 47; see also 128). 
 
Their neural theory of language emphasizes the neurobiological determinants of cognition, 
maintaining that "the cognitive effects at the top level [of cognition] are achieved by the 
neurobiology at the bottom level" (1999: 570). The theory hence accounts for the 
acquisition of concepts of spatial relations and the links between motor control and 
abstract reasoning (1999: 572). An instance of abstract reasoning being related to motor 
control would be Narayanan's (1997) neural theory of metaphor as applied to MOVEMENT 
metaphors in journal texts on economics. Its focal point is that such physical metaphors  
[activate] a mental simulation of physical action, using neural control structures 
[...] The results of the physical simulation are then projected back via 
metaphorical connections to the domain of economics, constituting inferences 
about economics made by means of motor-control simulations (Lakoff & 
Johnson 1999: 583).  
 
However, Lakoff & Johnson caution that neural processes do not necessarily have to be 
used to reason metaphorically, they only provide a possible means of doing so.  
 Originally developed to falsify objectivist correspondence theories of truth (and 
metaphor) by contrasting it with embodied truth (and metaphor) (1999: 128), Lakoff & 
Johnson's recent theory also sets itself in opposition to "at least the most extreme 
postmodern views" (1999: 331) and their perceived claim that e.g. values are arbitrarily 
constructed. If metaphors are experientially grounded, i.e. embodied, then "such extreme 
forms of social constructivism are wrong" (1999: 331). In 2.3, I will return to the – often 
tense – relation between constructionist theories and natural science-oriented cognitive 
metaphor theory.  
 Before I can do so, however, it is necessary to look in greater detail at fields of 
theory and applied research influenced by social constructivism. Two such fields which 
comprise both a rich theory and its application to a variety of issues are Critical Linguistics 
and Critical Discourse Analysis.  
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2.2 Critical approaches to language 
In the following, I will have a detailed look at both Halliday's (1978) understanding of 
language as social semiotic and Critical Linguistics as closely related to Hallidayan 
systemic linguistics (Fowler 1985; Fowler & Kress 1979; Hodge & Kress 1993; Kress 1985, 
1989). This outline will be followed by a discussion of the subsequent framework of Critical 
Discourse Analysis. Incorporated in this discussion will be Marxist approaches to language 
and ideology (Bakhtin 1986; Vološinov 1929 [1973]; Gramsci 2000; Althusser 1970 [1971]; 
Habermas 1981) as well as Bourdieu's (1991) later elaborations. Further, I will stress the 
importance of the work of Foucault (1972a, 1972b [1993]) for critical approaches to 
language. After having thus presented the two theoretical strands of cognitive semantics 
and critical language study, I will proceed to combine elements of the two in sub-section 
2.3.  
2.2.1 Halliday and Critical Linguistics 
Halliday (1978, 1985b; Halliday & Hasan 1985)38 regards language as being in a dialectic 
relation to society: "Language is controlled by the social structure, and the social structure 
is maintained and transmitted through language" (1978: 89). In the systemic functional 
approach to language developed by him, three strata of language can be distinguished 
(1985b: 30), namely the semantic, phonological/graphological and lexicogrammatical level. 
While the semantic stratum and the phonological/graphological one are connected to the 
extralinguistic, i.e. the social context and the physical aspects of language production, 
resp., the lexicogrammar is not directly related to the social but represents the link 
between the two other strata. Each stratum can realize its potential of meaning, wording or 
sound/writing (1978: 34). Hence, text becomes "defined as actualized meaning potential" 
(1978: 109), representing a motivated choice from the potential of the linguistic system.  
Realization of the strata's potential is achieved by language, which shows three macro-
functions: First, in its ideational function, language represents and constructs socio-cultural 
reality.39 Secondly, in its interpersonal function, language constitutes social relations and 
identities. Finally, in its textual function, language structures texts and the relations 
between texts and both their verbal co-text and non-verbal context of situation and culture 
(1978: 112-113; Halliday & Hasan 1985: 23). As applied to metaphor, its micro-genesis as 
a social representation takes place at the textual level by providing a frame of reference for 
                                            
38 For more recent works of Halliday, Hasan and Halliday & Hasan, see Chouliaraki & Fairclough's 
discussion (1999: 139-155).  
39 Halliday & Hasan (1985: 29) subdivide the ideational into "experiential meaning" and "logical meaning".  
  38 
communication as well as at the interpersonal level by establishing social roles and 
identities (Augoustinos & Walker 1995: 180). The interpersonal function can already be 
found in Vološinov's dictum that "the personality of the speaker [...] turns out to be wholly a 
product of social interrelations" (1929 [1973]: 90). Together with the ideational function, the 
interpersonal function of language has been quoted as a major source for the theory and 
method of Critical Linguistics (Fowler 1987 [1996]: 3, 11). The three macro-functions of 
language are also reflected in Habermas' concept of communicative action, which shows 
three interrelated effects, too: First, communicative action entails an aspect of 
understanding, i.e. handing down and reifying cultural knowledge. Secondly, it also 
incorporates an aspect of co-ordinated action to the end of fostering social integration and 
solidarity. And finally, it also includes an aspect of socialization leading to the creation of 
identity (1981.2: 208). The three linguistic macro-functions work together, making 
language multi-functional. Consequently, metaphorical expressions as a specific feature of 
language serve all three functions as well (Goatly 1997: 148-167). The ideological aspect 
of metaphor, which I focus on in my work, can be seen as incorporating both the ideational 
and the interpersonal function (1997: 155).  
The three macro-functions of language are mirrored in the extra-linguistic context of 
situation consisting of field (the activity as part of which language occurs), tenor (the 
participants involved in the activity and the relations between them) and mode (the role of 
language in the activity, including the form linguistic interaction takes and the effects it 
achieves) (Halliday 1978: 62, 110; Halliday & Hasan 1985: 12). It should be noted that the 
context of situation is not the same as the wider context of culture (Halliday & Hasan 1985: 
99). Still, both the wider context of culture as well as the more narrowly defined context of 
situation are in a mutually constitutive relationship to text. The three aspects of the context 
of situation are systematically related to the three macro-functions of language, with field, 
tenor and mode determining the ideational, interpersonal and textual function of language, 
resp. (Halliday 1978: 117).  
 The following example and its brief analysis are meant to illustrate the basic 
Hallidayan framework:  
TOM BEARDEN [host]: Microsoft publicly calls this a battle for survival. Literally, 
tens of billions of dollars hang in the balance. Steve Ballmer is executive vice 
president of worldwide sales of Microsoft.  
STEVE BALLMER, Microsoft: Everything that our company is, is at stake to us 
– plus everything that we might hope for in terms of future growth – because 
these technologies are at the core of whether what we've done so far moves 
forward.  
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TOM BEARDEN: Life or death.  
STEVE BALLMER: You've got it.  
TOM BEARDEN: What could possibly threaten the survival of the world's 
largest software company? It's because this is more than just a fight over a 
single piece of software – this is a standards battle – much like a shootout 
between VHS and Betamax over control of the format of home videotape. 
What's at stake is nothing less than control of the computer desktop of the 
future ("Cyber Wars" 1996: pars.14-16). 
 
The activity (field) is a TV news show about competition in the Internet software industry. 
The host provides background information about the issue, interviews guests in the studio 
and comments on inserted video clips with statements by industry representatives. 
Language is one of the three modes of communication in the activity, the other two being 
visuals and, to a lesser extent, music. The ideational function is constructing the issue of 
the competition on Internet technology from a particular perspective. This ideological 
vantage point is already betrayed in the programme's metaphorical title ("Cyber Wars") – 
with its possible allusion to popular culture ("Star Wars"; see also 4.2.2) – and subsequent 
realizations of the WAR metaphor (battle for survival, life or death, threaten the survival, 
fight, standards battle, shootout).40 This particular conceptualization of the issue is 
influenced by the context of culture, here a masculinized US market economy relying 
heavily on technological progress. The participants involved (tenor) are the host, his 
guests, industry representatives and the viewers as an anonymous group. While the hosts 
interacts directly with his guests, the industry representatives' statements are inserted into 
the programme from other origins such as product presentations etc. The interpersonal 
function is realized in positioning the host as the dominant figure, with the industry 
representatives as supplementary characters in the expert role. The viewers' role involves 
no direct exchange with the other participants; they receive the text and thereby 
reconstruct its meaning. These roles are shaped by the context of cultural practice 
(producing, broadcasting and watching a news programme). Concerning the mode, the 
host uses language to structure, inform, explain and comment. The mode is extremely 
complex, also because the news show is available on the Internet both as a transcript 
including stills from the show and as an audio file. The visual component is largely lost in 
both cases. As for the textual function, the structure of the text with its turns between host 
and guests (direct interaction), host and industry representatives (interaction through 
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recontextualization) and host and viewers (unilateral communication) is to a large extent 
determined by the genre of the news show.  
 In a Hallidayan perspective, texts are both structured linguistic products and 
processes (Halliday & Hasan 1985: 10). The process aspect of text is two-fold; a text 
simultaneously represents a process of choice from the open system of language and "a 
social exchange of meanings" (1985: 11). From this it follows that the extralinguistic social 
context is incorporated in text, down to the very level of grammar. The context-dependent 
nature of language entails that texts are related "to what has been said before and to the 
'context of situation'" (Halliday 1978: 22). This echoes Bakhtin's definition of an utterance 
as "a link in a very complexly organized chain of other utterances" (1986: 69). It is 
important to note that any utterance "is related not only to preceding, but also to 
subsequent links" (1986: 94) in such a chain, incorporating earlier utterances by other text 
producers and anticipating their responses. This idea of an eternal conversation 
foreshadows Foucault's metaphorical expression of the "incessant, disorderly buzzing of 
discourse" (1972a: 229) and was also taken up by Bourdieu, who notices that "the 
production anticipates the interpretation" (1991: 154). In a Hallidayan framework, dialogy 
once more stresses the functional aspects of language in (re-)producing contexts of 
culture. Consequently, "texts are [...] channels for socially driven changes in the language 
system" (Chouliaraki & Fairclough 1999: 141). 
The notion of change, both on a linguistic and on a socio-cultural level is taken up 
by Kress (1989: 32), who claims that "being the sites of struggle, texts are sites of 
linguistic and cultural change". Meshing with this function of texts are issues of power 
relations as "language may be used to challenge, to subvert [...], and to alter 
distributions of power" (1989: 52). On the other hand, language can also be employed 
as "an instrument for consolidating [...] concepts and relationships in the area of power" 
(Fowler 1985: 61).41 Critical Linguistics conceives of language as a social practice, i.e. 
"an intervention in the social and economic order" (Fowler 1987 [1996]: 3). It can help to 
achieve hegemonic ends by "continuously articulat[ing] ideology" (Fowler 1985: 64). 
The concept of hegemony dates back to Gramsci. According to him, hegemony 
supplements the "theory of state-as-force" (2000: 195) that secures power by means of 
violence. In a hegemonic setting, existing power asymmetries between dominant and 
less dominant groups are instead based on the consent of the marginalized group. To 
                                                                                                                                                 
40 The objection of an unidentified "spokesman" to the WAR metaphor (1996: par.30) is not taken up at all by 
the other participants. 
41 This dual potential of language was already acknowledged by Halliday (1978: 186). 
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manufacture consent, "a certain compromise equilibrium should be formed" (2000: 211), 
meaning that the dominant group grants the dominated group some advantages – never 
enough, however, to threaten the existing order. Power is thus secured by co-opting 
delegates of the marginalized, potentially subversive group so that the asymmetry 
appears to be "supported by the consent of the majority" (2000: 261). Hegemony is but 
a more or less stable equilibrium, "a problematic momentary consensus" (Habermas 
1981.1: 180, trans. VK),42 and thus less a static form of subordination than a dynamic 
process always prone to change through struggle. Cox (1993: 63) uses a powerful 
metaphorical expression to describe the nature of hegemony:  
Hegemony is like a pillow: it absorbs blows and sooner or later the would-be 
assailant will find it comfortable to rest upon. 
 
Hegemony thrives on ideology as conveyed through discourse. However, ideology 
as a term is ambiguous. Critical Linguistics, far from being homogeneous, does not always 
subscribe to Althusser's concept of ideology as an illusion, a mere allusion if not downright 
misrecognition of reality (1970 [1971]: 162). In Critical Linguistics, ideology also comes to 
be seen as  
a society's implicit theory of what types of objects exist in their world 
(categorisation); of the way that world works (causation); and of the values to be 
assigned to objects and processes (Fowler 1987 [1996]: 11). 
 
Still, not even such a neutral view of ideology in Critical Linguistics precludes that ideology 
can be used to oppressive ends in securing power. Critical Linguistics draws directly on 
Halliday's notion of texts as realized meaning potential and processes of choice when 
stating that "ideological content is expressed in linguistic forms [...] as the sign of 
ideologically determined selections" (Kress 1985: 31). As there is no such thing as 
common sense or inherent meaning of objects, any choice of representation is 
theoretically replaceable with a different choice of different significance (Fowler 1987 
[1996]: 4). As for the specific linguistic form of metaphorical expression and the conceptual 
metaphors it is based on, Lakoff & Johnson (1980: 163) notice something very similar 
when saying that "we make a choice of categories because we have some reason for 
focusing on certain properties and downplaying others".  
                                            
42 "[ein] problematische[r] Augenblickskonsens" 
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However, linguistic forms are not only determined by the ideological purposes they 
serve, but also by the genre represented by the text they appear in. As texts are related to 
more or less formulaic contexts of situation, the "conventionalised forms of the [contexts] 
lead to conventionalised forms of texts, to specific genres" (Kress 1989: 19). Elsewhere, 
genre has been defined as "relatively stable, thematic, compositional, and stylistic types of 
utterances" (Bakhtin 1986: 64). The news show I threw a glance at above can be seen as 
a format mixing genres such as interview, commentary, product presentation etc. 
Discourses, by contrast, are "system[s] of meaning within a culture" and its manifestations, 
i.e. institutions (Fowler 1987 [1996]: 7; see also Kress 1989: 7). The two concepts are 
linked in so far as there are "preferred conjunctions of discourses and genres, and 
prohibitions on other conjunctions" (Kress 1989: 20). The discourse of marketing e.g. is 
heavily determined by the socio-economic formation of a free market economy and finds 
its expressions in genres such as the various forms of advertising (radio and TV 
commercials, personalized email, billboards, pop-up windows etc.), product presentations, 
leaflets and mission statements (Mautner 2000, 2002), to name but a few. In the case of 
media texts on marketing, however, different genres such as feature, analysis, interview 
and editorial prevail.43 Genres in turn determine the linguistic features of texts. As an 
example, metaphorical expressions of war do not feature to the same extent in all genres 
of business discourse (advertisements e.g. show only limited evidence of the WAR 
metaphor; see 4.2). With discourses determining genres and genres determining 
language-in-text, "discourse finds its [ultimate] expression in text" (Kress 1985: 27).  
The above news programme example shows that, depending on how restrictive the 
involved discourses and genres are, the boundaries between particular discourses and 
genres are not entirely fixed. This leaves text producers some creative leeway. In the news 
show, texts from the genre of product presentation were transplanted and thus re-
contextualized in a TV feature. The very dominant linguistic feature of metaphorical 
expressions of war in the ensuing text indicates a mixing of discourses as the metaphor's 
two input spaces are linked to the different discourses of business and war, resp. The 
creative and, theoretically, subversive activity of the text producer forming hybrid genres 
and texts is mirrored in the recipient's cognitive "ability to think critically outside existing 
ideological discourses and representations" (Augoustinos & Walker 1995: 9), as shown by 
their ideological activity of constructing alternative readings. Meaning itself is then but a 
                                            
43 The primary and secondary discourse of marketing merge in the hybrid genre of the advertorial.  
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product of recipients' interaction with the text (Hodge & Kress 1993: 174-175).44 Yet, such 
readings are restricted by three mechanisms. First, any recipient "is discursively equipped 
prior to the encounter with the text" (Fowler 1987 [1996]: 7) and will bring what Bourdieu 
calls a habitus or set of "inculcated, structured, durable, generative and transposable" 
dispositions acquired under particular social conditions (1991: 12) into the reading.45 
Second, Bourdieu (1991: 14) also distinguishes between economic capital (i.e. non-
metaphoric, material wealth), cultural capital (e.g. knowledge and skills) and symbolic 
capital (i.e. accumulated prestige and honour). In a Critical Linguistics perspective, access 
to Bourdieu's cultural capital represented by discourses and linguistic resources is as 
limited as access to economic capital (Kress 1989: 50; Hodge & Kress 1993: 203). And 
finally, a text "constructs its ideal reader by providing a certain 'reading position' from 
where the text seems unproblematic" (Kress 1989: 36). Speaking in terms of intertextuality 
(Kristeva 1986), any producer is simultaneously a reader as s/he draws on "various 
components of a prior intertextual complex" (Hodge & Kress 1993: 175), anticipating ideal 
readings in the process. These three constraints help to push the recipient to process a 
text as "more or less congruent with the ideology which informs the text" (Fowler 1987 
[1996]: 7). Thus, linguistic text features like metaphorical expressions can help to 
"[maintain] the inner coherence of [a] group [with its] boundaries clearly defined" (Fowler 
1985: 66).  
Discourses as systems are by definition organized and structured. In accounting for 
structuring principles, Critical Linguistics focuses on ideology. Discourse not only 
transports ideology by constructing social relations from a particular point of view, but also 
helps to naturalize ideology "by making what is social seem natural" (Kress 1989: 10). The 
notion of naturalized ideology is central not only to critical language study but also to its 
predecessors. In Marxist terminology, "the ruling class strives to impart [an] eternal 
character to the ideological sign" (Vološinov 1929 [1973]: 23). Likewise, Althusser defines 
ideology as "endowed with a structure and a functioning such as to make it a non-historical 
reality" (1970 [1971]: 161; see also 172) – in short, to naturalize it. Effective ideological 
processes promote "a misrecognition of the arbitrary nature of [discourse] and [encourage] 
a recognition of it as legitimate" (Bourdieu 1991: 118). On a similar note, Habermas 
observes that "the confusion of nature and culture [acquires] the meaning of reifying [a 
                                            
44 The idea of the active and potentially subversive reader is rather less prominent in CDA: Recipients 
appear as restricted to "passive control over, e.g., media usage" (van Dijk 2001: 355; see also 1996: 86). 
45 I would add that beyond that, the habits can be seen as inculcated in cognition, which again influences 
discourse. 
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particular] view of the world" (1981.1: 82, trans. VK).46 Such naturalization is often 
supported by identification processes of the "A is B" type, because such a declarative 
identification helps establish a particular view of an issue as naturalized common sense. 
Although A IS B is by no means the only form metaphors can take (see Cameron's [1999: 
15] refutation of the "myth of the nominal metaphor"), it can nevertheless occasionally be 
found in metaphorical expressions. Examples of such reifications of the BUSINESS IS WAR 
metaphor are the following: 
[Change in marketing conditions] means war! (Perez 1997: par.1) 
Microsoft vs. AOL: now it's war (MS FO 20) 
“[Globalized marketing] is war,'' declares Rolf Kunisch, chief executive of the 
Hamburg-based cosmetics company (MS BW 6). 
 
The examples are scarce, though, probably due to the fact that there are subtler means of 
naturalizing ideology (e.g. agent deletion and ergative processes, non-nominal 
metaphorical expressions, deictic construction of in-groups and out-groups etc.).  
Dominant discourses integrate the domain they are linked to by providing a concept 
of that domain and more or less excluding others. In an echo to Bourdieu (1991: 176), 
such a dominant concept of a domain would then "allow no room for thought" (Kress 1989: 
10). On a less pessimistic note, one could say that dominant discourses and the 
(metaphoric) conceptualizations they provide – realized e.g. through particular 
metaphorical expressions – call for subversive endeavours (e.g. by consciously fostering 
alternative metaphors; see e.g. Smith 1997).  
Given the ideologically vested nature of discourse as it manifests itself in texts of 
particular genres and their (linguistic) features, the agenda of Critical Linguistics has been 
defined as "defamiliarisation or consciousness-raising" (Fowler 1987 [1996]: 5). Analyses 
within the framework of Critical Linguistics can be said to focus on the micro-level of 
linguistic signs as "motivated conjuncts of form and meaning" (Hodge & Kress 1993: 205; 
emphasis omitted). Ever since the late 1980s, it "has tended to merge with 'critical 
discourse analysis', which [provides] a broader account of discursive processes" (Hodge & 
Kress 1993: 159). Let us now turn to this development of Critical Linguistics.  
                                            
46 "die Konfusion von Natur und Kultur [gewinnt] die Bedeutung einer Reifikation [eines bestimmten] 
Weltbildes"  
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2.2.2 Critical Discourse Analysis 
In the second part of this sub-section, I will outline some basic principles of CDA as 
developed by e.g. van Dijk (1985a, 1993, 1995, 1997a, 2001) and Fairclough (1989, 1992, 
1995a, 1996; Chiapello & Fairclough 2002; Chouliaraki & Fairclough 1999; Fairclough & 
Wodak 1997). Having thus covered the ground of critical approaches to language, I will go 
on to see how the two theoretical strands of cognitive and critical language study have so 
far been integrated and how that integration could be strengthened. 
Let me start by outlining the basic principles of CDA with the definition of discourse 
within the framework. Fairclough (1996: 71) distinguishes between discourse on the one 
hand and, drawing on Foucault, orders of discourse on the other.47 The former term is 
used "to refer to any spoken or written language use conceived as social practice".48 The 
notion of discourse as social practice expands Critical Linguistics' view of "the linguistic 
sign as simultaneously a semiotic phenomenon and a social fact" (Hodge & Kress 1993: 
204). Similarly, discourse can also be conceived of as a complex event (van Dijk 1985a: 
4). By contrast, an "'order of discourse' [is] the overall configuration of discourse practices 
of a society or one of its institutions", which is "associated with a particular social field" 
(Chouliaraki & Fairclough 1999: 58; see also Fairclough 1992: 194; 1995a: 132). This 
configuration is conventionalized and hence determines discourse (Fairclough 1989: 28). 
On a more Gramscian note, Chouliaraki & Fairclough (1999: 114) define an order of 
discourse as "the discursive aspect of hegemonies open to articulatory struggle and 
change". The structured set of discursive practices which discourse represents is linked to 
a social field such as media or education.49 Actors in the social field are characterized by 
Bourdieu's habitus, forms of capital and, I would add, their mental models, all of which 
form their discursive equipment. I will use "discourse" (rather than "order of discourse") to 
mean the totality of interrelated texts both written and spoken which are produced on a 
                                            
47 Foucault's notion of discourse as an endless string of voices which "lie at the origins of [...] new verbal 
acts, which are reiterated, transformed or discussed" (1972a: 220) strikes one as being reminiscent of 
Bakhtin's dialogy and subsequent notions of intertextuality and interdiscursivity. In a Foucauldian 
perspective, discourse is multi-faceted, representing "categorial networks [which] function within historically 
specific institutional relationships" (Ruttland 1990: 124). 
48 To break down the definition further, social practices are regarded as "relatively stabilized form[s] of social 
activity" (Chiapello & Fairclough 2002: 193), as  
habitualised ways, tied to particular times and places, in which people apply resources (material 
or symbolic) to act together in the world (Chouliaraki & Fairclough 1999: 21).  
49 Compare this FIELD metaphor to Althusser's (1970 [1971]) equally metaphorical ideological state 
apparatuses. Ironically, Althusser, in a classical pre-cognitive fashion, sees the disadvantage of Marx' 
metaphor of SOCIETY AS EDIFICE in it being a metaphor, i.e. descriptive and thus necessarily temporary (1970 
[1971]: 136, 138), but fails to see the metaphoric nature of his own central term.  
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particular domain, referring e.g. to marketing and sales discourse. A discourse determines 
particular genres that in turn give rise to particular text types characterized by (linguistic) 
features. A discourse originates in a discourse domain – equal to the social field quoted 
above – and is structured by the order of discourse prevailing in that domain.  
CDA borrows from Halliday in identifying such discourses as meaning potential, i.e. 
a "particular constrained configuration of possible [...] meanings" (Fairclough 1989: 149; 
see also 1992: 212; Chouliaraki & Fairclough 1999: 119). Halliday's concept of field, tenor 
and mode as determining the ideational, interpersonal and textual functions of language 
has to be cited as another major influence on CDA, reflected in the view of language as 
"simultaneously constitutive of (i) social identities, (ii) social relations and (iii) systems of 
knowledge and belief" (Fairclough 1995a: 131). Fairclough (1989: 22-25; 1992: 213) sees 
discourse as incorporating the three embedded levels of text, interaction in the form of text 
production and interpretation as well as context. These three dimensions he later renamed 
text, discourse practice and sociocultural practice (1995a: 98).50 Text is to be understood 
as an instance of written or spoken language use (or use of any other semiotic system) of 
indeterminate length and needs to be studied in relation to the conditions of its production, 
distribution and reception. According to the claim that recipients actively construct a text's 
meaning, reception coincides with interpretation. Production, distribution and reception of a 
text together represent the situation in which the text occurs and I therefore compare – but 
not equate – the level of discourse practice to Halliday & Hasan's (1985) context of 
situation. (Any linguistic or other semiotic context surrounding the text under scrutiny I will 
refer to as co-text.) Althusser's observation that production also needs to reproduce its 
conditions and the conditions of consumption in order to be sustainable (1970 [1971]: 127-
130), can be applied to discourse practice as well: Text producers interested in preserving 
existing practices will also look to reproduce means of production, distribution and 
reception of text. In a corporate context, this may be relevant both directly, in the 
production of corporate communication (e.g. limiting the number of people entitled to 
speak at meetings or subjecting genres to particular policies of corporate design and 
identity) and indirectly, in influencing production of texts in the media (e.g. by disclosing 
only selected information). As for distribution, only particular journalists may be provided 
with press releases or be granted interviews. Such a privileged group of journalists can 
itself become what Foucault calls "fellowships of discourse", close communities whose role 
it is to preserve, reproduce and distribute discourse in a way as not to lose their own 
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symbolic power (1972a: 225). They are hegemonic groups in the sense of Gramsci, an in-
group influencing discourse practice. Business journalists (re)producing the technical 
jargon of the primary business discourse domain can limit access to this domain at the 
lexical level. In this sense, both the primary and the secondary discourse on business are 
good examples that "one of the most important functions of an expert language is 
exclusion" (Cohn 1987: 149). More subtly, the metaphorical expressions abounding in 
business journalism can also exclude readers who do not share the underlying concepts 
and can thus establish out-groups. Reception of such indirectly produced texts is obviously 
less easy to control by the producers of primary discourse. Yet, pre-selected information 
presented in a collaborative way may to some extent anticipate the reception of media 
texts.  
Discourse practice is in turn positioned in a mutually constitutive relation with more 
broadly defined socio-cultural practices (roughly akin to the context of culture described by 
Halliday & Hasan 1985). By introducing this broad level, CDA develops Habermas' central 
notion of the lifeworld (Lebenswelt). This is defined as being constituted by "more or less 
vague, always unproblematic background convictions" (1981.1: 107, trans. VK).51 These 
interpretations not only constitute but simultaneously restrict the lifeworld (1981.1: 32). The 
lifeworld provides the context against which communicative action takes place, providing 
the necessary presuppositions to make an utterance meaningful (1981.2: 183, 199). A – 
supposedly – shared lifeworld is reproduced by communicative action and thus positions 
interlocutors as part of an in-group (1981.1: 32, 1981.2: 200). Embedded in this context is 
the actual communicative situation (the text), which refers to the complex lifeworld (1981.2: 
188).  
The dimension of socio-cultural practice can be subdivided into a societal, 
institutional and situational level. While the situational level lends itself most easily to 
notions of field, tenor and mode, the outer circles of institutional and societal socio-cultural 
practice can be understood in terms of those Hallidayan notions as well. By virtue of all 
three levels being embedded in and (re-)producing each other (Bourdieu 1991: 2), field, 
tenor and mode are indeed pervasive aspects in the framework.52 This link is already 
                                                                                                                                                 
50 This three-level framework represents an expansion of Bakhtin's "triadic model of communication" 
involving speaker, interlocutor and context (Zavala 1990: 78).  
51 "mehr oder minder diffusen, stets unproblematischen Hintergrundüberzeugungen" 
52 According to Chiapello & Fairclough (2002: 193), field, tenor and mode are present in all social practices 
as every practice includes discourse, as well as "activities [field], subjects and their social relations [tenor], 
instruments, objects, time and place, forms of consciousness, values, discourse (or semiosis)". I would 
maintain that instruments, objects, time and place could be subsumed under field. Moreover, discourse is 
one component of social practice along with field, tenor and mode and is at the same time permeated by it. 
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formulated in Halliday's claim that not only field and tenor but also mode is socially 
structured (1978: 113). Consequently, the three macro-functions of the ideational, 
interpersonal and textual also permeate the structure. The integrated three-level 















Fig. 1. Three-level framework of CDA (adapted from Fairclough 1995a: 98)  
 
To illustrate the concept with an example, consider the meeting of a company's marketing 
department. The meeting (situational level) happens within a corporate structure 
(institutional level), which is in turn determined by a particular economic structure, e.g. a 
free market economy (societal level). The meeting will likely include written and spoken 
forms of multimodal text representing certain genres such as reports in the form of 
computer-animated presentations and discussion.53 These texts will show particular 
features such as aspect of tense (e.g., predecessive or progressive) and transitivity (e.g. 
active or medial) linked to various processes to mark development of sales figures ("We've 
marginally improved our [...] market share in the quality market", "their market share is 
reducing"),54 collocations to express central concepts (market leader, market share, 
                                                                                                                                                 
Note that the authors' claim that every social practice includes discourse or semiosis widens the scope 
considerably and thus supersedes Chouliaraki & Fairclough's (1999: 28) warning not to see all social life as 
discursive.  
53 Indeed, spoken text can be considered multimodal, too, as it includes non-verbal modes of communication 
such as gesture, body posture and facial expression (see Chouliaraki & Fairclough 1999: 38).  
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market segment) and metaphorical expressions ("Aggressive in terms that we fight in the 
market place for [...] clients"). Texts are partly prepared, distributed and received before 
the meeting (e.g. in the form of an email on product development), partly at the meeting 
itself (e.g. spontaneous contributions to a discussion). Field, tenor and mode as well as the 
functions they determine show at the societal level in the sense that the provision and 
consumption of goods and services (field) is carried out by people in the roles of 
entrepreneurs, employees and consumers (tenor). On this level, language is positioned 
e.g. at the interface of provision and consumption, i.e. meeting marketing purposes such 
as personal selling to persuade prospects, polls to determine demand etc. (mode). On the 
institutional level, we again find a hierarchically organized structure including employees, 
middle management and directors (tenor), who are engaged in "running the business" 
(field), making use of corporate communication to do so (mode). At the level of discourse 
practice, there is the activity of text production, distribution and reception (field) as carried 
out by the members of the marketing department (tenor). Status comes into play when 
considering that the executives with more responsibility and power are likely to produce 
and distribute texts while lower-level employees are at the receiving end of text. On the 
discourse practice level, language is the centre around which activities emerge and 
participants act (mode). Finally, on the text level, texts serve to construct cognitive 
representations of and beliefs about social practices (field), relations and identities (tenor) 
with the help of particular linguistic features (mode). Applied to the example of a marketing 
department's meeting, sales figures could, within a certain range, be represented as either 
more favourable or more detrimental for one's own company: The former representation 
could serve to motivate and appraise the sales staff and downgrade the competition, while 
the latter would upgrade the competition and thus threaten the sales staff into working 
harder. Thus we can see that due to the fact that the three levels of socio-cultural practice, 
discourse practice and text are embedded in each other, ideational, interpersonal and 
textual functions – as determined by field, tenor and mode – cut across all dimensions in 
this framework.  
 The framework presented above fleshes out the definition of discourse as social 
practice and actualizes Foucault's definition of critical analysis dealing with "the systems 
enveloping discourse; attempting to […] distinguish the principles of ordering, exclusion 
and rarity in discourse" (1972a: 234). Beyond that, many theorists endorse the notion that  
it is increasingly through texts [...] that social control and social domination are 
exercised (and indeed negotiated and resisted) (Fairclough 1992: 212). 
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This "discursification" of social relations is inherent in Halliday's concept of language as 
social semiotic, i.e. language constructing reality by realizing meaning potential. In an 
anticipation of what has since become known as the "knowledge society", he states that 
"the exchange of information tends to replace the exchange of goods-and-services as the 
primary mode of social action" (1978: 191).55 In a similar strain, Gumperz & Cook-
Gumperz (1983: 4) observe that 
the role communicative skills play has [...] been radically altered [...] the ability 
to manage or adapt to diverse communicative situations has become essential 
[...] to acquiring even a small measure of [...] social control. 
 
The growing importance of access to cultural and consequently symbolic capital has 
subsequently led to a "technologisation of discourse" (Fairclough 1996; see also 1995a: 
102-111), a "metadiscourse concerning the conditions of use of discourse" (Bourdieu 
1991: 71). One example would be using metaphor as a tool in consulting (Boland & 
Greenberg 1988; Brink 1993; Cleary & Packard 1992; Palmer & Dunford 1996; Pondy 
1983; Sackmann 1989) or mediation (Smith 2001).  
The interrelations of discourse and socio-cultural practices also show in discourse 
being determined by particular activities and the relations and status of the participants 
engaged in them. In addition to that, discourse also serves to position participants by 
casting them in particular roles in relation to each other in the first place. The relations 
emphasized by CDA are relations of power, more specifically power asymmetry between 
participants and its possible negative consequence, power abuse (van Dijk 1997a: 24). 
Power as the ability to influence or control others' actions and minds (van Dijk 1996: 84) 
can result either from someone's expertise and/or position in an institution or from group 
membership (van Dijk 1993: 260). (It should be noted that power in this context denotes 
social power of groups rather than individual power in particular situations. Due to cross-
membership in various groups, individual power can indeed vary quite significantly.) Power 
as discursively constructed can take a hegemonic form, so that those exposed to 
discourses such as education or the media endorse the ideology those discourses 
transport and subsequently act in the interest of discourse producers as if it was of their 
own free will. Power abuse is thus collaboratively and consensually sustained (van Dijk 
                                            
55 Note that while CDA and its predecessors draw heavily on the Marxist tradition elsewhere, the claim that 
discourse replaces other means of exchange is diametrically opposed to both Vološinov's claim that "[a]ny 
consumer good can [...] be made an ideological sign" (1929 [1973]: 10) and Habermas' notion of money and 
power substituting language (1981.1: 458; 1981.2: 232). In my view, the growing importance of discourse 
has to be seen against the increasing intangibilization of socio-cultural practices (see 4.2).  
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1993: 250, 255; 1997a: 19). Consequently, "hegemonic struggles […] take the form of 
struggles over the articulation of discursive practices" (Chouliaraki & Fairclough 1999: 
123). As for the media, struggle can be witnessed in debates about the textual features it 
gives rise to, e.g. metaphorical expressions or visual representation of women (Bermudez 
2001; Finney 1998).  
The notion that hegemony is closely related to usually naturalized or denied 
ideology also found its way into CDA (van Dijk 1993: 263). In that approach, ideologies 
feature as "[discursive] constructions of practices from particular perspectives" 
(Chouliaraki & Fairclough 1999: 26) or as "a system of ideas, values and beliefs oriented 
to [...] legitimizing existing [...] power relations and preserving group identities" (Chiapello & 
Fairclough 2002: 187). Again, it can be seen as the cement holding groups together and 
serving to "coordinate social practices within the group [and] social interaction with 
members of other groups" (van Dijk 1997a: 26). Group membership is thus determined by 
"recognition of the same truths and the acceptance of a certain rule […] of conformity with 
validated discourse" (Foucault 1972a: 226). However, groups are only more or less 
homogeneous. Obviously, "members of dominant groups may become dissidents and side 
with dominated groups, and vice versa" (van Dijk 2001: 364n.) Examples are pro-feminist 
men or businesswomen identifying with male corporate power elites. As noted above, 
hegemony is but an unstable, momentary equilibrium and as such "an open system, which 
is put at risk by what happens in actual interactions" (Chiapello & Fairclough 2002: 194).  
What actually happens is often marked by hybridity; indeed, "hybridity is an 
irreducible characteristic of complex modern discourse" (Chouliaraki & Fairclough 1999: 
59). This is due to the fact that negotiating common definitions of situations against the 
backdrop of the lifeworld (Habermas 1981.1: 142; see also 1981.2: 184) becomes 
increasingly difficult in post-traditional societies. Increasing rationalization and 
problematization of the lifeworld leads to a growing need for negotiation and interpretation 
and ultimately to a higher risk of dissent (1981.2: 272). Such dissent can then manifest 
itself in hybrid discourses. The degree of hybridity in a text or discourse is inversely 
proportional to the degree of homogeneity in the group which produces and/or receives the 
text:  
How texts are produced and interpreted, and therefore how genres and 
discourses are drawn upon and combined, depends upon the nature of the 
social context. Thus a relatively stable social domain and set of social relations 
and identities would [manifest] itself in texts which are relatively semantically 
homogeneous (Fairclough 1992: 213).  
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Such semantic heterogeneity could e.g. be indicated by metaphor clusters (see 2.3). An 
example would be the expression she did some serious housekeeping and bolstered the 
morale of the troops ("Risky Business" 2001: par.7), which combines the diametrically 
opposed domains of WAR and HOUSEKEEPING within the comparatively small unit of the 
sentence. Such clustering indicates a fluctuating, dissenting discourse; it is apparently no 
longer self-explanatory how women in business should be metaphorically conceptualized. 
While hybridity can vary according to social contexts such as a group's degree of 
homogeneity, it should be kept in mind that "hybridity as such is inherent in all social uses 
of language" (Chouliaraki & Fairclough 1999: 13). Such pervasiveness is due to the 
inherently intertextual nature of all discourse, in its being "organized [...] both backward 
and forward" (van Dijk 1985c: 4), to draw on Bakhtinian notions once more. This two-
directionality of discourse works both synchronically and diachronically (Wodak 1996: 11). 
Intertextuality has text producers incorporate patches of other texts, which can result in 
mixed genres. As the news programme example showed, intertextuality often works by 
recontextualization, which hides particular meaning potentials and highlights others 
(Chouliaraki & Fairclough 1999: 119). In this function, intertextual recontextualization is 
parallel to metaphor, which also highlights and hides meanings by blending them into new 
contexts.56 In CDA, the concept of intertextuality is expanded to also include 
interdiscursivity, the "normal heterogeneity of texts [...] being constituted by combinations 
of diverse genres and discourses" (Fairclough 1995a: 134; see also Chouliaraki & 
Fairclough 1999: 49). I would like to propose that at least those metaphorical expressions 
deriving from complex metaphors can be understood to indicate interdiscursivity as their 
different input spaces are linked to different discourses. 57  
 As pointed out above, hybridity can be used to either subvert or reproduce existing 
power relations, it can be "a strategy for resistance, but it can equally be a strategy for 
domination" (Chouliaraki & Fairclough 1999: 14), depending on who uses it to what ends 
under what circumstances. Circumstances and agents are determined by the access they 
have to different texts, genres and discourses, rendering discourse "not only a means in 
the enactment of power, [...] but at the same time itself a power resource" (van Dijk 1997a: 
20; original emphasis; see also Althusser 1970 [1971]: 147; Foucault 1972a: 216). This 
explains why increasing intertextuality and hybridity do not necessarily translate into 
                                            
56 Note that the parallel I draw between intertextuality and metaphor is different from Chouliaraki & 
Fairclough's (1999: 147), who rather expand Halliday's concept of grammatical metaphor (1985a: 321-345) 
to genre. In Fairclough (1995b: 94), the concept is further applied to discourses.  
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enlarged discursive resources. Power and control active in particular contexts restrict 
hybridity by enabling text producers to mix some texts, genres and discourses but not 
others (Chouliaraki & Fairclough 1999: 119). Foucault observes that discourses are 
subject to both external and internal constraints. External control mechanisms are the 
three basic systems of exclusion, namely prohibition, the identification and exclusion of 
madness and the will to truth, i.e. "the contrast between right and wrong" (Wodak 1996: 
24). It is obvious that especially the last system is highly dependent on historical and 
cultural contexts and therefore negotiable. Also, it can link up with prohibition in the sense 
that to establish what is perceived and/or promoted as truth, more or less open forms of 
prohibition may be at work. According to Foucault, there are moreover three internal 
procedures to canalize discourse. One way of structuring and restraining discourse 
internally is disciplines defining conditions of membership and genres. To illustrate, the 
disciplines of economic or organizational and management theory not only require texts on 
the topic to display certain features, e.g. dominant metaphors (ORGANIZATIONS ARE ARMIES 
and the related EMPLOYEES ARE SOLDIERS),58 they also favour particular genres such as 
academic publications and lectures, or, in their applied form, popular handbooks and 
seminars.59  
These constraints are also at work when it comes to hybridity. Some discourses or 
genres may not be mixed due to prohibition and taboo (e.g. including jokes in a funeral 
speech, conversation during mass or secretaries making more than the most marginal 
comments at boardroom meetings), other discourses may to a large extent be defined by 
the commentary on them. In a Foucauldian framework, commentary is another internal 
constraint on discourse, which "averts the chance element of discourse" (1972a: 221) by 
                                                                                                                                                 
57 Complex metaphors are defined as brought about by blending primary (e.g. event-structure) or 
subsequent complex metaphors (Lakoff & Johnson 1999: 46).  
58 Examples of resulting metaphorical expressions are the following:   
a company that is being bought can [...] feel like a defeated army in an occupied land, and will 
wage guerrilla warfare against a deal (MA EC 27; see 5.2.2) 
[The CEO] is also popular with her troops (MS EC 33). 
On the rich literature on metaphors for organizations, see Boland & Greenberg 1988; Brink 1993; Cleary & 
Packard 1992; Cohen, March & Olsen 1972; Grant & Oswick 1996; Kendall & Kendall 1993; Morgan 1980, 
1981, 1997; Oswick & Grant 1996; Palmer & Dunford 1996; Plsek 1997; Pondy 1983; Robson 1996; 
Sackmann 1989. See Dion 1995 for a critique of the WAR metaphor in the organizational discourse of Total 
Quality Management (Duchesneau 1997; Saylor 1992; Teeter, Eakin & Weller 1994). For analytical accounts 
of (WAR) metaphors in Human Resource Management (HRM), see Dunford & Palmer 1996; Dunn 1990; 
Grant 1996; Levett 1997. For examples of the WAR metaphor in HRM, see Katzenbach & Santamaria 1999; 
"Leadership lessons" 2000. 
59 For a critical comment on popular management handbooks drawing on military metaphors, see Winsor 
(1996). 
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means of interpretation: Commentary constitutes a secondary text which acts as a lens 
through which the primary one is reified and modified at the same time. One form of 
commentary is journalism. As journalism is identified with particular publications 
functioning as corporate authors, I think that the principle of commentary is here linked to 
Foucault's notion of the author as an organizing principle on which diverse texts are 
centred (see also Foucault 1984: 101-120; Barthes 1977: 142-148). Thus, the secondary 
discourse domain of business journalism can be associated with a limited number of 
publications, each of which stands for a particular ideological outlook on the primary 
domain of business.60 Primary discourses are especially defined by the commentary on 
them when access to them is extremely restricted. Examples are cabinet or boardroom 
meetings, about which the public is exclusively informed through the secondary discourse 
of journalism. The fact that corporate discourse is not public is a major power resource for 
its participants. Communication between the inner circle of the corporate elite and more or 
less peripheral constituencies (employees, shareholders, customers, the general public) is 
controlled through channels such as appraisal sessions, annual reports, sales letters and 
magazine articles or interviews.  
As for the last channel, it is important to note that the relation between primary 
corporate discourse and the secondary discourse of business journalism is by no means 
one-sided.61 Corporate elites redouble their economic and political power by having 
preferential access to journalists and being able to control the setting (e.g. press briefing), 
participants (e.g. only journalists accredited by the corporation), turn allocation and 
sequencing (e.g. declining to take more questions) and topics (see van Dijk [1996: 89] for 
these and other criteria of access). Still, journalists can, depending on their relative power, 
decide whom to quote in what context. Then again, they may be restricted even in this 
decision as the resources they have access to have been funnelled already to reflect the 
view of the original text producers. Participants in secondary discourse can thus – more or 
less involuntarily – help in "managing the public image of the other elites" (van Dijk 1997a: 
23; see also 20-21) and thereby betray more or less conscious goals (text production for 
collaboration rather than information purposes) and positions (authority orientation rather 
                                            
60 Although all the four publications of which my corpora are comprised subscribe to the system of a free 
market economy, their style ranges from the relatively conservative stance of The Economist to the highly 
informal attitudes displayed in the language of Fortune (for details, see section 3). It is easy to dismiss such 
formal features as simply catering to different target groups. Still, I would maintain that the linguistic features 
of texts construct the signified from a particular perspective and are thus ultimately ideological. Obviously, 
such matters of ideology also intersect with cultural determinants of British vs. US publications.  
61 To complicate matters further, the relationship between business and media is "partly internal [as] mass 
media increasingly are seen as business" (Fairclough 1995b: 12; see also 42-43; Croteau & Hoynes 2001). 
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than reader orientation). The third group of participants, the recipients of media texts, is 
even further removed from primary corporate discourse. While business journalists have at 
least access to the version provided for them, text recipients see corporate discourse 
through the additional lens of the media. They are positioned mainly as consumers and 
their power is restricted to meaning constructing in reading and "modest forms of counter-
power" (van Dijk 1993: 256) like letters to the editor or phone-in programmes. As a result, 
media communication is monologic rather than dialogic (Fairclough 1995b: 40). Generally 
speaking, the secondary discourse of business journalism – the Foucauldian commentary 
– shows the same three-dimensional structure as the primary discourse. The two are 
related in so far as participants of the secondary discourse re-arrange those parts of the 
primary one they have access to, omitting or only presupposing information and meanings, 
backgrounding or foregrounding content according to their own ideological vantage point 
(Fairclough 1995b: 106). Yet, their success in persuading readers to share their view point 
will obviously not only rely on the form of recontextualization or the linguistic features 
employed, but also on the authority the recipients ascribe to a particular magazine or 
programme (van Dijk 1993: 268).  
The study of media discourse, especially of television but also of the print media, 
calls for an analysis which takes the visual into account as well. Accordingly, CDA has 
developed in the direction of social semiotics, "a broader study of all semiotic systems 
involved in the construction and circulation of meaning" (Hodge & Kress 1993: 159). The 
social semiotics approach is spelled out in Chouliaraki & Fairclough (1999: 38): 
We shall use the term 'discourse' to refer to semiotic elements of social 
practices. Discourse therefore includes language (written and spoken and in 
combination with other semiotics, for example, with music in singing),62 
nonverbal communication (facial expressions, body movements, gestures, etc.) 
and visual images (for instance, photographs, film).  
 
The definition of orders of discourse shifts accordingly, to one in which orders of discourse 
come to be seen as the social structuring of semiotic difference (Chiapello & Fairclough 
2002: 194). It is with this extension in mind that I want to conclude this sub-section by 
summarizing the eight basic tenets of CDA:  
· CDA addresses social problems 
· power relations are discursive 
                                            
62 See van Leeuwen (1999). 
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· discourse constitutes society and culture 
· discourse does ideological work 
· discourse is historical 
· the link between text and society is mediated 
· discourse analysis is interpretative and explanatory 
· discourse is a form of social action 
(Fairclough & Wodak 1997: 271-279; Wodak 1996: 17-20). 
2.3 A cognitive, critical framework for metaphor research 
In this sub-section I will propose a theoretical approach to metaphor which takes both its 
socio-cultural and its cognitive function into account. Before I do so, however, I would like 
to demonstrate the marginal integration of cognitive semantics and critical language study, 
a gap I hope to fill with my integrated framework.63  
Although recent developments in cognitive metaphor theory make it seem 
anathema to critical language awareness, a focus on the socio-cultural repercussions of 
metaphor was very much present in the early days of cognitive metaphor theory. I agree 
with Eubanks (2000: 25) that the "connection between the cognitive and the cultural is the 
greatest strength of cognitive metaphor theory". However, it is also "an area that warrants 
much greater exploration", as I will show in the following. To begin with, Lakoff & Johnson 
(1980) observe that  
metaphors […] highlight and make coherent certain aspects of our experience 
[…] metaphors may create realities for us, especially social realities. A 
metaphor may thus be a guide for future action […] this will, in turn, reinforce 
the power of the metaphor to make experience coherent. In this sense 
metaphors can be self-fulfilling prophecies (1980: 156).  
 
To begin with, the above quotation does nothing short of applying one of the central claims 
of CDA to metaphor. As discourse is embedded in socio-cultural practice, it constructs this 
context from a particular perspective and is in turn constructed by it. The same holds true 
for the instantiations of discourse in texts and the specific genres and linguistic features 
they draw upon, e.g. metaphorical expressions. Following the above quotation, Lakoff & 
Johnson (1980) take a rather critical position in the sense that they do not readily 
                                            
63 A somewhat different account of the socio-cultural function of metaphor is Goatley (1997), who integrates 
Sperber & Wilson's (1986) relevance theory into CDA (in particular, Fairclough 1989).  
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subscribe to a purely physical explanation of metaphor. Although especially spatial 
concepts derive from physical interaction with the environment, the authors hold that even 
"'direct physical experience' [...] takes place within a vast background of cultural 
presuppositions" (1980: 57). They even go one step further in stating that  
all experience is cultural through and through, [...] we experience our "world" in 
such a way that our culture is already present in the very experience itself 
(1980: 57). 
 
Experience, even physical experience, is thus never non-cultural but only shows various 
degrees of being embedded in culture. The authors also stress that although abstract 
domains are often metaphorically conceptualized in terms of the physical (take the case of 
BUSINESS IS WAR, in which the highly complex reality of modern business is ultimately 
reduced to the domain of physical fight), "physical experience is in [no] way more basic 
than other kinds of experience" (1980: 59). While they thus maintain that "some of our 
categories emerge directly from our experience, given the way our bodies are" (1980: 
162), they also draw attention to the fact that (metaphoric) categorization always involves 
"highlighting certain properties, downplaying others, and hiding still others" (1980: 163). 
This selective representation constitutes the persuasive power of metaphor (Lakoff & 
Turner 1989: 63). Further, Lakoff & Johnson state that such selective representation is 
motivated by intentions. This rather vague notion is clarified in the statement that "people 
in power get to impose their metaphors" (1980: 157). If we consider discourse and, by 
extension, metaphor as constitutive of socio-cultural relations, one of the clearest 
manifestations of power is the power to control discourse and hence cognition, e.g. by "a 
coherent network of [metaphoric] entailments that highlight some features of reality and 
hide others" (1980: 157; see also 160). Thus, Lakoff & Johnson are actually very close to 
Critical Linguistics, which was developed around the time of Metaphors We Live By.64 As 
shown above (2.2.2), CDA incorporated and further elaborated many of the tenets of 
Critical Linguistics, and it should therefore come as no surprise that Lakoff & Johnson's 
claim about metaphor's "central role in the construction of social and political reality" 
(1980: 159) is mirrored in Fairclough (1995a: 74) citing metaphor as a feature of "language 
and discourse [which] may be ideologically invested".  
                                            
64 Note, however, that the authors implicitly disregard the notion of power as an aspect of socio-cultural 
reality when stating that  
most metaphors have evolved in our culture over a long period, but many are imposed upon us 
by people in power (1980: 159-160; emphasis added). 
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Lakoff & Johnson's (1980) rather critical approach to metaphor and social reality 
triggered a debate about the relation between metaphor and cultural models. This 
discussion on the question whether metaphors constitute cultural models or vice versa 
actually mirrors Whorf's (1956) classical hypothesis about any culture's linguistically 
constructed view of the world. Among the different standpoints taken, Kövecses is closest 
in applying Whorf to metaphor as he claims that "a number of abstract concepts can only 
emerge metaphorically" (1999: 187). He thus refutes Quinn, who maintains that, as a rule, 
"metaphors […] are […] selected to fit a preexisting and culturally shared model" (1991: 
60). She draws on psychoanalytic models to explain her example, the concept of marriage 
in the US (1991: 67), but fails to provide a more general answer to how cultural models 
come into being in the first place. Emanatian (1999) shifts the debate into a slightly 
different direction. She defines metaphor not only as a distinct model but, in some cases, 
as part of a larger cultural model that also includes non-linguistic conceptual mappings. In 
the latter case, the congruence between different kinds of mapping is a matter of degree, 
depending on how general the model is. Incongruence would be the case if a model shows 
almost none or almost only metaphoric content. Finally, Lakoff & Johnson (1999) 
themselves rather lean towards the view that metaphors influence cultural models and 
institutions. The example they give is the TIME IS A RESOURCE metaphor and its extension 
TIME IS MONEY, Which is reified in institutions such as payment by time, appointment books, 
time clocks, business hours and deadlines (1999: 165).  
 Apart from this debate, however, critical views on socio-cultural aspects of 
metaphor seem to have weakened significantly in cognitive semantics. Lakoff (1987: 12) 
repeats his and Johnson's earlier claim that  
the properties of certain categories are a consequence of the nature of human 
biological capacities and of the experience of functioning in a physical and 
social environment. 
 
He thus opposes the "myth of objectivism" (Lakoff & Johnson 1980: 195) and its notion of 
absolute inherent truth and meaning by setting forth an experientialist strategy (1987: 266-
268).65 Such experientialist realism, as it is also called,  
characterizes meaning in terms of embodiment, that is, in terms of our collective 
biological capacities and our physical and social experiences as beings 
functioning in our environment (1987: 267).  
                                            
65 The notion of absolute meaning is also refuted by Kittay. However, she uses a different line of 
argumentation centring on the ability of language to shape concepts rather than on socio-cultural factors and 
embodiment (1987: 19). 
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While Lakoff in the two above quotations still takes the social factor into account, his 
subsequent case study of the metaphoric concept of anger stresses its embodied nature 
by quoting research on the human nervous system (1987: 406-408; see also Lakoff & 
Kövecses 1983; Kövecses 1986, 2000).66 Embodiment is also very much at the centre of 
Johnson's work (1987). To sum up we can say that although the notion of metaphor being 
at least socio-culturally grounded never quite disappears,67 it seems to be pushed to the 
background. This development continues in more recent cognitive accounts of metaphor. 
While Lakoff & Johnson (1980) still elaborate on the reasons why metaphors are used for 
selective representation (1980: 156-163), Grady, Oakley & Coulson (1999: par.33) only 
state that  
what started out […] as some individual's […] conceptual achievement has 
become a shared, entrenched conceptualization, presumably because the 
blend proved successful for some purpose.  
 
Yet, what exactly that purpose might be is not included in their summary of cognitive 
metaphor theory's agenda (1999: par.72).68 While I consider blending theory an enormous 
enrichment of cognitive metaphor theory, I still think that investigating the origins and 
structures of metaphor but not the effects and purposes of metaphor usage is only half the 
story. The same holds true for neurobiological approaches to metaphor as evidenced in 
Lakoff & Johnson (1999). While neural theories of metaphor are certainly tremendous 
achievements in so far as they explain origin and structure of primary metaphors and 
hence much of the human conceptual system (Grady 1997), they run the risk of 
reductionism when applied to blending and using complex metaphors. The liberty in using 
primary metaphors may indeed be severely restricted by physical factors (Lakoff & 
Johnson 1999: 47, 128).69 Yet I doubt that even complex metaphoric concepts should be 
                                            
66 In stressing the embodied grounds of, e.g., emotions, cognitive metaphor theory opposes Searle's rather 
weakly corroborated claim that "temperature metaphors for emotional [...] traits are [...] quite common and 
[...] not derived from any underlying literal similarities" (1979 [1993]: 98). 
67 See e.g. Lakoff & Turner (1989: 66), who state that "we acquire cognitive models [...] by our own direct 
experience and through our culture". 
68 Such a purpose can e.g. be found in the example of jail bait provided by Turner & Fauconnier (1995: 
pars.37-42). Used to denote an under-age girl whom an older man finds sexually attractive, this metaphoric 
blend is achieved by drawing on particular social models highlighting particular features (1995: par.42). 
Thus, jail bait as a concept is constructed from a male perspective which presupposes an intention on part of 
the girl, thereby shifting the blame for sexual exploitation away from the perpetrator.  
69 However, Lakoff & Johnson (1980) propose that even basic CONTAINER metaphors are culture-bound: 
"Relative to our purposes, we can conceive of things […] as being containers or not" (1980: 161; emphasis 
added).  
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inevitable entailments of embodied primary metaphors. I would maintain that socio-cultural 
constraints on blending complex metaphors should be taken into account as well.70 
Another crucial question is that of how much freedom text producers have when it comes 
to metaphor usage. Lakoff & Johnson's (1999) example does not tackle this question 
either. The potential for ideological critique held by cognitive metaphor theory (Jäkel 1997: 
39n.) is thus not realized. In my opinion, the focus in Lakoff & Johnson's later work signals 
a broader paradigm shift towards the natural sciences and away from the critical approach 
of their earlier framework.  
 This earlier account of the social and political effects of and motivation for metaphor 
reflects some tenets of Critical Linguistics, which was developed around the time of 
Metaphors We Live By. The influence was not unidirectional, however, as Critical 
Linguistics to some extent included metaphor in its research as well. This was done most 
notably by Kress, who defines metaphor as  
a potent factor in ideological contention, a means to bring an area into one 
rather than another ideological domain (1989: 70).  
 
Further still, Kress also states that  
metaphorical activity occurs at sites of difference, in struggles over power, […] 
whenever an attempt is made to assimilate an event into one ideological system 
rather than another (1989: 71).  
 
The above statement is elaborated in my claim that any metaphorical expression drawing 
on complex metaphor is itself indicative of a hybrid discourse (see 2.2.2). Finally, Kress is 
among the few to acknowledge that metaphor is ubiquitous and essential in both linguistic 
and cognitive activity (1989: 72).  
 Still, Kress' account of metaphor represents an exception rather than the rule. 
Although Lakoff & Johnson (1980) sketched how metaphor might lend itself to a critical 
study, metaphor has featured only marginally in critical approaches to language. More 
important still, the cognitive nature of metaphor has all too often gone if not unnoticed, 
then at least unmentioned. Fowler's (1987 [1996]: 11) stance on metaphor is a case in 
point. In a proposal to enrich Critical Linguistics in an interdisciplinary way, he suggests 
drawing on schema theory developed in cognitive psychology, the notion of prototypes 
                                            
70 This view is similar to Kövecses' (2000: 183-186) notion of "body-based constructionism". However, while 
his focus is on the perceived physical constraints on cultural models, I reverse the argument by stressing the 
socio-cultural influences on originally embodied concepts.  
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originating in cognitive semantics and metaphor as an object of research in literary 
criticism. It is hard to see why, given the immediate context of cognitive semantics, 
metaphor is confined to literary criticism – the more so as Fowler only shortly afterwards 
(1987 [1996]: 12) observes that metaphors betray "general and normative paradigms used 
as referential bases [in discourse]".  
 Fairclough's account of metaphor, although parsimonious and not explicitly referring 
to metaphor's cognitive nature, is somewhat more amenable to an integrated theory of 
metaphor in discourse. As metaphor can be attached to ideology (1989: 119; 1995a: 74; 
1995b: 94), the "relationship between alternative metaphors […] is of particular interest" 
(1989: 119). This statement is very much in line with Kress' (1989) notion of metaphor as 
an indicator of discursive and, by extension, socio-cultural struggle. Consequently, 
dominant metaphors construct domains "in a way which helps to marginalize other 
constructions from the perspective of oppositional groups" (Fairclough 1995b: 71-72). The 
BUSINESS IS WAR metaphor is an almost classical example; its predominance in both 
primary and secondary business discourse leads to its perpetuation in intertextual chains, 
making it hard for proponents of alternative metaphors like MARKETS ARE CONVERSATIONS 
(Levine et al. 2000) to firmly root their metaphors in business discourse. (In a cognitive 
perspective, alternative metaphors are at a further disadvantage as they are schema-
inconsistent and thus less likely to be processed and reproduced [Augoustinos & Walker 
1995: 44].) Fairclough's observation that "metaphor is used […] as a vehicle for achieving 
reclassification" (1992: 207) could include cognitive reclassification on a discourse level. 
Yet, the announcement to focus on "relatively superficial linguistic features of vocabulary 
and metaphor" (1995b: 70) in an instance of text analysis seems to indicate that 
Fairclough, too, emphasizes the linguistic realization of metaphor rather than its cognitive 
force. 
 Although theoretical integration of metaphor into critical approaches to discourse 
and vice versa is rather marginal and often incomplete, headway has been made in 
empirical analyses of metaphor in medical, political and economics discourse.71 While 
some of the research is more cognitively oriented (Frauenberger 2001; Gibbs 2001; 
Henderson 1994; Read et al. 1990; White 1997), other work focuses on the ideological 
and socio-cultural function of metaphor (Akioye 1994; Browne & Quinn 1999; Fleischmann 
                                            
71 The role of metaphor in medical discourse is also addressed by Foucault, who observes that  
from the nineteenth century onwards, a proposition was no longer medical [...] if it employed 
metaphorical [...] terms or notions of essence; in return, [...] it had to appeal to equally 
metaphorical notions, though constructed according to a different [...] model (1972a: 223). 
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2001: 483-489; Howe 1988; Kyratzis 2001; Montgomery, Tolson & Garton 1989; Wilson 
1992; Wolf 1996). Still other contributions employ the cognitive theory of metaphor to 
unravel ideological implications (Boers 2000; Chilton 1987; Chilton & Ilyin 1993; Chilton & 
Lakoff 1995; Lakoff 1992; Nelson 1995). It is this last approach which I intend to enrich by 
proposing a framework in which the ideological function of metaphor is seen as both a 
cognitive and a social phenomenon.  
 This model combines elements of both cognitive semantics and CDA. From the 
former, I take up the notion that primary metaphors are embodied during the conflation 
phase (Johnson 1999; see 2.1.2.2). In doing so, I acknowledge van Dijk's (1997: 10) 
demand that  
in the analysis of discourse as action, we need to assume some level of […] 
basic actions, below which linguistic and mental activity is no longer intentional 
but more or less automatic. 
 
The notion of embodied primary metaphors contradicts radical constructivist claims like 
Fairclough's that "any aspect of experience can be represented in terms of any number of 
metaphors" (1989: 119). Such a view seems unsuitable when researching metaphor as it 
would preclude the possibility of primary metaphors and subsequently complex metaphoric 
blends altogether. One of metaphor's main functions is to explain the abstract in terms of 
the concrete. If, however, the concrete is seen as constructed, too, we would end up in a 
metaphoric chain without any beginning. This is what Hodge & Kress seem to propose 
when saying that  
there is no 'pure' act of perception, no seeing without thinking. We all interpret 
the flux of experience through means of interpretative schemata, initial 
expectations about the world, and priorities of interest (1993: 5).  
 
Such perceptual funnelling brought about by cognitive and socio-cultural constraints 
presupposes pre-existing schemata, i.e. "mental structure[s] which contain general 
expectations and knowledge of the world" (Augoustinos & Walker 1995: 32) and which can 
act as filters in the first place. This filtering process is undoubtedly very prominent as a 
secondary mechanism once those cognitive schemata and ideological interests have 
taken hold and certainly does influence the blending and usage of complex metaphors. 
Yet, it does not account for the formation of primary metaphors, which form the basis for 
later metaphoric conceptualizations.  
  63 
 I further subscribe to the notion that complex metaphors are gained by blending 
primary ones. In this, they prove to be a special case of  
schema development [which] proceeds from an initial learning of a number of 
independent and unintegrated components to a single and integrated schematic 
unit with strong associative links between the components. These associative 
links become strengthened through experience and use (Augoustinos & Walker 
1995: 52).72 
 
The pool of complex metaphors thus achieved is the cognitive counterpart to a more 
discourse-oriented "interpretative repertoire" (Potter & Wetherell 1987) and as such a 
resource text producers can draw upon. This pool can be enlarged by adding new complex 
metaphors. Moreover, the ones already in it can be recombined in secondary and further 
blending processes. This recombination can also take the form of blending previously 
neglected semantic components. The notion that "input spaces are themselves often 
blends, often with an elaborate conceptual history" (Turner & Fauconnier 1995: par.21; see 
also Grady, Oakley & Coulson 1999: par.23) is exemplified by the BUSINESS IS WAR 
metaphor. Not only does it represent a blend with two asymmetric input spaces, namely 
the originally embodied concept of FIGHT and its sophistication as STRATEGY (the generic 
space drawing on a FORCE schema "construing the world in terms of entities interacting 
with respect to force" [Talmy 1988: 49; see also Johnson 1987: 126]).73 In a second step, 
the WAR blend is moreover blended with the BUSINESS space, a highly complex blend itself.  
 However, I do not regard the blending of primary into complex metaphors or any 
subsequent combinations of complex metaphors through blending as free of constraints. 
Nor do I believe that text producers have unlimited access to their pools of complex 
metaphors. Restrictions on these processes of blending, recombining and selecting are 
captured by van Dijk's concept of social cognition.74 Starting from the assumption that 
hegemonic power often takes the form of controlling people's minds (1993: 254; 1997: 17), 
social cognition refers to the mental models structuring ideologies.75 Such models are 
                                            
72 As my emphasis is on how dynamic cognitive models like metaphors interact with their socio-cultural 
environment in the form of discourse, I view metaphor, strictly speaking, not so much as a social schema but 
as a social representation (Moscovici 2000).  
73 Clausewitz (1832 [1952]): 178) regards the relation between the fight and strategy aspects of war as one 
of sequence rather than blending when he traces the development of war from medieval fist-fights to armed 
conflicts between states.  
74 Although quite a few metaphorical expressions are triggered by the topic of the text in which they occur 
(e.g. Opel takes unusual marketing route [MS FT 4], Cadbury-Schweppes has a nibble at some salty snacks 
[MA FT 9]), I will not deal with those cases here. 
75 An early hint at the cognitive aspects of discourse is Vološinov's observation that  
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acquired and (re-)produced through social practices such as discourses (1993: 254, 257; 
1995: 21, 33) and interact with the personal cognition of group members (1995: 19-21; 
2001: 354). Cognitively structured ideologies provide group cohesion by defining 
membership in a group as well as its tasks/activities, goals, norms/values, position and 
resources (1995: 18, 32; 1998: 25). These different schemata are often metaphorically 
structured. For instance, membership with its entailing notion of in-groups and out-groups 
is conceptualized by means of the CONTAINER metaphor (see Hodge, Kress & Jones 1979 
for examples like the people that fall outside the line). Both tasks/activities and goals can 
be represented as trajectories (business school graduates [...] have been heading for 
dotcoms [MA FT 42]), while position may be defined by a number of different spatial 
metaphors (two of the world's drug titans are facing off in a war for dominance [MS FO 6]). 
The RESOURCES schema is ambiguous as it can conceptualize both literal (i.e. natural) 
resources as well as metaphoric ones (i.e. cultural resources such as access to discourse 
and influence on discourse practices or symbolic resources such as authority). Metaphoric 
resources are then conceptualized in the form of CONTAINER metaphors (the banks that 
own Tradepoint have it in their power to make it [...] profitable [MA FT 9]). Norms/values 
ties in with Lakoff & Johnson's (1999: 290-334) analysis of moral concepts as based on a 
relatively small set of embodied primary metaphors (healthy, pure, light, balanced etc.). 
While any moral concept or set of norms/values may be the result of blending such 
primary metaphors, what is regarded as morally sound can obviously differ vastly from 
culture to culture, even from group to group. Such group schemata are reflected in and 
reproduced through discourse and text. By learning a group's language, even members of 
a very different group can to some extent adopt their cognitive schemata, as demonstrated 
by Cohn's (1987:54) account of a pacifist feminist learning to speak and consequently 
think like male defence intellectuals.  
 Ideology also makes groups coherent by controlling their members' actions, 
including their discursive actions as text producers and recipients (van Dijk 1995: 21, 32). 
Thus, participants in the discourse domain of business will have particular cognitive 
models of, say, their group's tasks/activities and goals. These models may be 
                                                                                                                                                 
each of the distinguishable [...] elements of an utterance [...] are translated in our minds into 
another, active and responsive, context (1929 [1973]: 102).  
 
See also Gramsci's reasoning that if  
every language contains the [...] conception of the world [...], [then] from anyone's language one 
can assess [...] his conception of the world (2000: 326). 
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metaphorically structured in terms of war. While this metaphoric structure can ultimately be 
traced back to primary metaphors informed by a FORCE schema, the purpose of blending 
the WAR metaphor with the BUSINESS space is ideologically motivated. While the FORCE 
schema rests on a universal experience, the ensuing concept of fight is already highly 
gendered, i.e. masculinized (Enloe 1983 [1988]: 12). Thus, WAR metaphors draw on 
task/activity concepts of men as a group. Consequently, the propagation of WAR metaphors 
in business discourse provides this discourse with a masculinized conceptual structuring 
and serves to establish women as an out-group. (Note that in this process, 
businesswomen's ascribed gender roles are combined with their achieved occupational 
roles.) Exposure to a discourse thus characterized will (re-)produce the discourse 
participants' mental models of their task/activities and goals. The ideal reader would share 
the concept either prior to his or her reception of the text or come to share it while 
processing the text – if it blends with previous concepts. Thus, readers who, due to their 
cognitive, discursive and social make-up already conceptualize much of their world in 
terms of, say, sports, are more likely to blend those concepts with the WAR metaphor. By 
contrast, a person conceptualizing his or her world in terms of dancing or talking is likely to 
feel alienated by abounding evidence of the WAR metaphor. As noted above, such 
predispositions are obviously highly gendered (Tannen 1994: 121). The former reader 
would then be part of the in-group while the latter would soon find him or herself refined to 
an out-group. Moreover, group schemata will influence the participants' actions, increasing 
the likelihood of them reproducing the WAR metaphor in text production. In the secondary 
domain of journalism, this could mean that  
reporters bring [particular metaphoric models] to bear in interpreting events and 
source texts, models which [they] try to convey to audiences in the way they 
write (Fairclough 1995b: 30). 
 
In a circular fashion, these texts will serve as the starting point for new intertextual chains, 
each reifying and conventionalizing the WAR metaphor. Given the particular production 
practices in media discourse, conventionalized metaphors are also more likely to be used 
in "quickly produced newspaper prose" (Eubanks 2000: 44).  
It should also be noted that the cognitive inculcation of social practices continues to 
have its effects even when those practices are no longer enacted. Thus, war keeps 
functioning as constitutive of male identity even in prolonged periods of peace (Schmölzer 
1996: 164). Likewise, employing the WAR metaphor is not conditioned by having any literal 
experience of war as WAR metaphors are part of a culture's pool of complex metaphors 
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(Lakoff & Johnson 1980: 62-64; see also n.3). Depending on the socio-cultural conditions, 
metaphors can thus gain hegemonic status.  
The WAR metaphor is a particular case as it also serves to sustain hegemonic 
masculinity. It was Connell (1987, 1995) who applied Gramsci's notion of hegemony to 
gender relations. Since hegemonic masculinity "is always constructed in relation to various 
subordinated masculinities as well as in relation to women" (1987: 183) it is those two 
groups with whom a consensus has to be achieved.76 This can be accomplished by a 
combined naturalization of patriarchal gender constructs and the promise of benefits. 
Connell maintains that "[t]he forms of femininity and masculinity constituted at [the societal] 
level are stylized and impoverished", mere social stereotypes (see below). As hegemony is 
always negotiable,  
those men who have a stake in hegemonic masculinity must constantly reassert 
their symbolic opposition to femininity in order to confirm their own sense of 
masculinity (Johnson 1997: 22).  
 
One way of doing so is employing the WAR metaphor, and one way of doing so most 
effectively is applying the WAR metaphor to business, as both military and corporate elites 
are highly masculinized. Accordingly, Connell (1998) identifies multinational corporate 
executives as representatives of hegemonic masculinity in late capitalism. He sets out to 
define a global gender order as  
the structure of relationships that interconnect the gender regimes of 
institutions, and the gender orders of local society, on a world scale (1998: 7).  
 
Global markets are but one site of such a global gender order and the global hegemonic 
masculinity that accompanies it. The same holds true for multinational corporations, which 
"in the great majority of cases are culturally masculinized and controlled by men" (1998: 
8). Globalizing institutions and the masculinities embedded in them leads to the 
emergence of a global hegemonic masculinity. In late capitalism, the most influential 
institution to be globalized is the corporation, leading to the ascent of a hegemonic  
transnational business masculinity [...] marked by increasing egocentrism, very 
conditional loyalties [...], and a declining sense of responsibility for others (1998: 
16).  
                                            
76 One form of such subordinated masculinities is e.g. represented by gay men; the fact that both non-
hegemonic masculinities and femininity are subordinated in patriarchal societies shows the structural link 
between homophobia and misogyny.  
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It is this new form of hegemonic masculinity that has all but replaced the "rigid, control-
oriented masculinity of the military" (1998: 17). The global executive has become a virtual 
"ersatz soldier"; through him, the military has been backgrounded as a constituent of male 
identity.77 Fasching observes that  
the military ideal is the soldier who is ready to communicate and awake at all 
times; who, permanently linked to headquarters, can react to any change in the 
ongoing battle [and who] thus does not very much differ from the businessman 
linked to global information networks through mobile and fax, who is in a 
permanent state of war himself (n.d.: 12, trans. VK). 78 
 
Given those parallels between soldiers and executives, it comes as no surprise that the 
connections between those two discursive and conceptual models of hegemonic 
masculinity should be reflected in discourse and cognition as well.  
One of the most obvious reflections is the presence of WAR metaphors in business 
discourse. Through blending the WAR with the BUSINESS input space, WAR metaphors help 
to convey and implement a combination of the two most powerful images of hegemonic 
masculinity. Out-group members are likely to adapt this central metaphor to themselves in 
the hope of becoming part of the dominant discourse and thus the power elite. In this case, 
women as members of a negatively evaluated group would try to de facto leave their 
ascribed role through their linguistic behaviour, although "the markers of the original group 
membership persist" (Augoustinos & Walker 1995: 114). Indeed, self-descriptions of 
corporate women do occasionally betray the same machismo running riot (Koller 2002a). 
 Given the seemingly endless cyclical process of hegemony sketched above, the 
question arises in how far individuals can resist cognitive and hence discursive control, 
especially from text producers endowed with much symbolic capital, like e.g. a business 
journal considered "leading" in its field. One corrective can be personal cognition, which is 
constituted by individual values, ideologies, attitudes and knowledge deriving from specific 
biographical experience. This personal cognition can reflect and reproduce, but also 
contrast or even subvert social cognition. For instance, if the ideology embraced by a 
business journal depicts a company's aggressive acquisition policy in terms of 
                                            
77 Private communication with Peter Döge (Institute for Application-oriented Innovation and Future Research, 
Berlin), 30 June 2000.  
78 "Das militärische Ideal ist der allzeit kommunikationsbereite und wache Soldat, der permanent mit der 
Befehlszentrale, [sic] auf jede Veränderung des Kampfgeschehens reagieren kann. Damit unterscheidet er 
sich nicht wesentlich von dem mit Handy und Fax an weltweite Informationsnetze angeschlossenen 
Geschäftsmann, der sich ja selbst in einem permanenten Kriegszustand befindet." 
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metaphorical expressions of war in a positively connoted context, an individual recipient's 
personal cognition may still make him or her reject such a belligerent approach. If that 
person is found to employ metaphorical expressions of war, it is likely that the metaphor is 
ascribed to others to discredit their position rather than being claimed by the person 
(Eubanks 2000: 27-28).  
Another factor influencing the strength of social cognition is discourse access, e.g. 
in the form of access to a variety of business publications representing the same corporate 
behaviour by drawing on different (metaphoric) models. However, discourse participants 
may find themselves in a situation in which they do not have access to either alternative 
discourses which show "the knowledge and beliefs needed to challenge the discourses [...] 
they are [otherwise] exposed to" (van Dijk 2001: 357) or "the mental resources to oppose 
[...] persuasive messages" (van Dijk 1996: 85). Such a situation will then lead to the 
emergence of preferred models. If social cognition controls mental models through 
discourse, widely shared preferred (i.e. hegemonic) models lend cohesion to a group's 
beliefs and thus help to predict group members' actions. Further, such ideological mental 
models also have a social function in that they support existing power relations, which are 
often asymmetric in nature. As outlined above (2.2), power is best secured by naturalizing 
the very ideology it rests upon, i.e. by eliminating internal contradictions in models. In this 
context, the notion of Idealized Cognitive Models (ICMs) is relevant (Lakoff 1987). It is 
according to them that prototypes, i.e., most representative members of a category, are 
distinguished (Rosch 1975, 1978). So-called prototype effects arise when there is 
asymmetry between more and less representative members, with the latter being on the 
mostly fuzzy boundaries of a category and thus deviating from the ICM. But even 
members clearly located within the category can be differentiated. Thus, we find typical 
cases, ideal cases and social stereotypes. Typical cases help to "draw inferences about 
category members in the absence of any special contextual information" (Lakoff & 
Johnson 1999: 19). As categorization, being a largely theory-driven process, is based on 
pre-existing assumptions,79 a category member, unless marked for some untypical feature, 
will be taken to show the typical traits of the unmarked default value (Lakoff 1987: 61, 
116). Such inference works from centre to periphery (Lakoff 1987: 86-87), i.e. 
characteristics of prototypical members are transferred to less typical members and so on 
according to a scale of typicality. Prototypes are "cognitive deployments of social 
knowledge" (Eubanks 2000: 80) and as such an important conceptual structuring device. 
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Ratings of the extent of prototypicality, however, are culture-specific (White 1998: 35). To 
illustrate, categories of soldiers in many cultures show male soldiers as prototypes. 
Further, soldiers are also conceptualized as aggressive. Consequently, unless a soldier is 
explicitly marked as female, even untypical (e.g. soft-spoken and peace-loving) soldiers 
are presupposed to be male. In addition to typical cases, ICMs also inform ideal cases. To 
elaborate on the example, the ideal Western soldier would be brave and courageous 
(features like patriotism or belief in authority might also come into play). Finally, an ideal 
case can develop into a social stereotype, a "schema which [not only] organize[s] 
information and knowledge about people from different social categories" (Augoustinos & 
Walker 1995: 39) but comes to represent those categories as a whole (Lakoff 1987: 85-
86). Those three types work accordingly for dynamic prototype scenarios.  
 All three types – typical cases, ideal cases and social stereotypes – may inform the 
input space (I1) of a metaphoric blend.80 If the second input space (I2) shows 
characteristics which are peripheral to the category represented by I1, the more typical 
characteristics of I1 will be projected onto I2 in the blend. This modification of I2 is reinforced 
by the fact that, although characteristics of the source input space tend to be more salient 
(Eubanks 2000: 76), inferences are still drawn from the blend back to the target input 
space. A metaphorical expression like foot soldiers such as Ms Knapp ("On a wing": 64), 
for instance, thus serves to masculinize the portrayed executive and hence to 
hegemonically co-opt her into a dominant paradigm. Such examples show how metaphors 
drawing on prototypes do ideological work. Still, I do not take issue with the description of 
prototypes as "a neural structure that permits us to do some sort of inferential [...] task 
relative to a category" (Lakoff & Johnson 1999: 19). Rather, the fact that ideology can be 
inculcated neurobiologically makes it all the more powerful.81 My focus is on the reasons 
why some models and subsequent metaphoric blends are favoured over others in 
discourse and what effects this has on cognition, discourse and socio-cultural practice.  
                                                                                                                                                 
79 But see Augoustinos & Walker (1995: 45-47) for a discussion of circumstances favouring data-driven 
categorization. 
80 In the terminology of classical cognitive metaphor theory, "conceptual metaphors [...] map onto a part of 
the prototypical scenario" (Kövecses 1986: 111).  
81 While ideology is in part determined by physically grounded cognition, it can vice versa also be reflected in 
bodily behaviour. According to Althusser's claim that ideology manifests itself in ritual-governed material 
practices (1970 [1971]: 170), ideologically vested metaphors can have material manifestations, too. The 
BUSINESS IS WAR METAPHOR e.g. is materially realized by company presentations being held on battleships 
(MS FT 30), vintage WWII tanks and fake cannons being employed in product presentations ("Richard 
Branson": 18), CEOs playing videos clips of boxing fights to motivate employees (Greene 2002: 45; see 
Fauconnier & Turner 1998b: 277; 2002: 127-128 for a visual blend of boxing CEOs) or, less spectacular, 
managers throwing punches when interviewed about the competition (Rawsthorn 1996). (The last two 
examples show a focus on the physical fight component of the WAR blend.) 
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 In accordance with the claim that "it is [...] metaphors rather than statements which 
determine most of our [...] convictions" (Rorty 1979: 12), I regard metaphor as particularly 
salient in the context of social cognition. Metaphorical expressions as instantiations of 
underlying conceptual metaphors are a valuable starting point to study cognitive and 
ideological determinants of discourse.82 Thanks to the ubiquity of conceptual metaphors, 
they account for much of the cognitive construction of social relations. What is more, their 
function of highlighting and hiding particular semantic features makes it possible to trace 
ideologically vested choices in blending using complex metaphors. Metaphor thus not only 
proves to be an interface between the cognitive structure underlying a discourse on the 
one hand and the ideology permeating it on the other. In addition, metaphor, as it is 
realized in surface-level metaphorical expressions, also links discourse and its 
manifestation in text. It follows that any discourse is cognitively structured by the 
metaphors prevailing in the respective discourse domain. On the micro-level, texts are 
linguistically/semiotically structured by the metaphorical expressions deriving from those 
prevailing metaphors. As such, metaphorical expressions may help to reify cognitive 
models governing discourse, and underlying metaphors may partly determine the surface 
structure of text. From such a perspective, one can only analyze metaphor if  
at the same time analyzing the discourses that catalyze it and shape each 
metaphoric utterance and the patterns these utterances form (Eubanks 2000: 
4). 
 
 It is two aspects of metaphor in particular I want to highlight, namely syncopation 
and clustering.83 As elaborated in 2.1.2.2, syncopation denotes the compression of vital 
relations like time, space, cause-effect, change or part-whole as a feature of blending 
processes (Fauconnier & Turner 2002: 114). While syncopation is a frequent feature of 
any blending process, metaphoric blends are syncopated by definition. Metaphor always 
draws on only a set of semantic features in its formation, omitting all but a few central 
                                            
82 This particular quality of metaphor is also acknowledged by van Dijk (1993: 259; 1995: 29-30; 1997: 22; 
see also 1998: 31). Note, however, that he does not distinguish between metaphor and metaphorical 
expression, using only the former term. "Metaphor" is sometimes employed to denote a rhetorical figure of 
speech (1997: 2; 1998: 45) and at other times to refer to a "semantic 'figure'" (1995: 29). Objectivist beliefs 
concerning metaphor are betrayed by van Dijk's admitting to describe ideologies "metaphorically and hence 
vaguely" (1993: 258).  
83 Note that by "cluster" I do not refer to Lakoff's (1987: 74-76) use of the term as combining models of 
different degrees of prototypicality into one cluster model.  
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characteristics of the input spaces.84 The question is what exactly those characteristics are 
central for. In the context of social cognition, they ultimately serve to reproduce or subvert 
existing social relations. In the BUSINESS IS WAR metaphor e.g. discourse participants 
interested in maintaining the WAR metaphor to foster solidarity among an in-group are likely 
to draw mainly on the positively connoted aspects of the WAR domain, such as courage, 
victory and glory. One strategy for groups seeking to subvert the dominant metaphor, on 
the other hand, could be to focus on the more gruesome aspects of the WAR domain. 
Likewise, integration of such aspects often occurs in descriptive-interpretative media texts 
(just look at the bruising battle shaping up between Barnes & Noble Inc. and Amazon [MS 
BW 24]). In the case that in-group members incorporate the more taboo characteristics in 
the blend, this is often done in the form of a dispositive process denoting what "we" will do 
to "them" ("on any given day, we can beat Morgan Stanley" [MA BW 23]).  
Other ways of subverting a dominant metaphor would be to reject it altogether and 
propose an alternative one (MARKETS ARE CONVERSATIONS instead of MARKETS ARE 
BATTLEFIELDS), to modify the target input space (COMPETITION IS WAR instead of the broader 
MARKETING IS WAR) or to elaborate the whole metaphor in terms of either its static frame 
(EMERGING MARKETS ARE NEW FRONTLINES) or dynamic script (INTRODUCING A PRODUCT IS 
LAUNCHING A WEAPON) (Chilton & Ilyin 1993: 12-13).85 Yet another subversion strategy is 
hybridization. 
It has already (2.2.2) been outlined how discourses and genres can be mixed to 
achieve hybrid and "parodic-ironic" effects (Bakhtin 1986: 80). Further, I have stated that 
any complex metaphor is itself indicative of a hybrid discourse as it blends two distinct 
domains and their discourses with them. Metaphor thus hybridizes two discourses in the 
form of a blend.  
                                            
84 Seen as such, syncopation is blending theory's rephrasing of Lakoff & Johnson's (1980) highlighting and 
hiding function of metaphor, which in turn was preceded by some elements in Black's interaction theory 
(2.1.1.3).  
85 My examples only cover the process of particularization; Chilton & Ilyin also provide instances of 
superordination and hyponymic coordination.  















Fig. 2. Metaphoric hybridization on the level of discourse (D=discourse, C=complex 
metaphor; C/DH=hybrid form) 
 
Apart from such metaphoric hybridization on the interdiscursive level, metaphoric shifts 
may also occur within the boundaries of a discourse. This is made possible by complex 
metaphors being recombined to enlarge the pool of cognitive resources. Vaster cognitive 
resources obviously lead to broadened linguistic resources as well, which in turn bring 
about hybrid genres and texts. Intertextual hybridity can e.g. be realized in hybrid 
metaphorical expressions reflecting hybrid conceptual metaphors. (As pointed out above, 
recontextualization also brings about hybrid forms; however, my focus is on hybridization 
achieved through metaphor.) The upshot is a very complex web of both internal and cross-
boundary metaphoric mixing, active at the level of not only discourse, but also of genre 























Fig. 3. Metaphoric hybridization on the level of genre and text (G=genre, T=Text, 
C=complex metaphor; mex=metaphorical expression, G/T/C/mexH=hybrid form) 
 
In fact, the complexity is such that  
one cannot always predict which features of a specific text [...] will have which 
effects on the mind of specific recipients (van Dijk 2001: 358).  
 
The above figures illustrate that there are theoretically no constraints on what can be mixed: 
"language is an open system [...] which ensure[s] that its meaning-making capacity is 
extendable without limit" (Chouliaraki & Fairclough 1999: 141). However, we have seen that 
in practice, mixing is often restrained by ideology manifested in both cognition as well as in 
discourses and the genres and text features they favour. In the ensuing hybrid forms, 
metaphors can be found to cluster. In extreme cases, clusters can turn into clashes. 
Clashes in metaphorical expressions are often referred to as "mixed metaphors" and chided 
as rhetorical blunders (an example would be amid a rash of corporate weddings, AOL 
Europe still plays the field [Boudette 2000]). While there may be idiosyncratic cases 
coherent only in a producer's personal cognition, it seems likely that most metaphor clusters 
are informed by social cognition. (A similar point is made by Emanatian 2000, who holds 
that the target concepts of metaphor clusters are related in a corresponding cultural model.) 
Thus, clusters like WAR, SPORTS and GAME metaphors in marketing discourse (see 4.1) or 
FIGHTING, MATING and FEEDING metaphors in mergers and acquisitions discourse (see 5.1) 
are seen as brought about by cognitively and socially structured ideologies. In the first case, 
the ideological purpose can be identified as excluding female discourse participants by not 
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only drawing on one masculinized domain (WAR) but reinforcing it by combining it into a 
cluster with yet another equally masculinized one (SPORTS). The GAME metaphor, a blend of 
COMPETITION and PLAYFULNESS, serves the dual function of both reinforcing and attenuating 
the WAR metaphor. The second cluster is slightly more complex as it draws on conceptual 
parallels between three seemingly unrelated domains. Still, these can be subsumed under 
the heading of an EVOLUTION metaphor and I will show that clustering of those domains 
ultimately serves to establish a coherent conceptual system which serves to position women 
as out-group members.  
Developing Richards' notion of tension in metaphor,86 one could say that the further 
a metaphor's input spaces are removed from each other, the more tension the entailing 
hybrid discourse will show. In a critical cognitive perspective, increased heterogeneity 
additionally signals struggle about conceptualizations. However, while clusters certainly 
indicate hybridity, not every co-occurrence of different metaphors necessarily signals 
conflicting discourses and struggle. Different metaphors can show complex coherence and 
thus reinforce a particular concept. An example are ORGANISM metaphors (and, by 
extension, either GARDENING and DOCTORING metaphors) which show features of physical 
brutality rather than nurturing and thus support aspects of the WAR metaphor (Ford has 
slashed Mazda's payroll by 7% [...] and taken an ax to its subsidiaries [MA BW 21], see 
5.2). Even if metaphor clusters are not conceptually linked but represent real alternatives 
they need by no means be counter-discursive. It is questionable whether "women [...] 
using metaphors from cooking, birthing, and sewing along with those from war" (Tannen 
1994: 121) do not rather reproduce stereotypes and thus help to sustain an asymmetric 
gender paradigm. After all,  
the idea that females are inherently nurturing and loving [...] fits depressingly 
well into the military ideology about the role and purpose of women (Chapkis 
1988: 107; see also Rumpf 1992: 7; Strange 1989: 122).87 
 
This of course begs the question whether there can be ungendered metaphors at all, an 
issue which I will deal with in more detail below (4.2, 5.2). As pointed out before, however, 
the change in the cognitive models is brought about in discourse, e.g. by metaphoric 
                                            
86 Richards elaborates on the degree of tension between tenor and vehicle as follows: 
If we cannot distinguish tenor from vehicle then we may provisionally take the word to be literal 
[...] as the two things put together are more remote, the tension created is [...] greater (1936 
[2001]: 80, 84). 
87 A feminist example of the essentialist notion of women's perceived inherent peacefulness is Reardon 
(1985 [1996]: 91-92). For a modified essentialist view, see Smith (1999: 68-69). 
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hybridization and clustering. In addition, it also influences future text production and 
comprehension. By making "current conceptualizations undergo transformations" (Kittay 
1987: 4), metaphoric processes thus serve an important function in spreading ideology. 
By virtue of ideology's double – social and cognitive – function, it can be considered  
the 'interface' between the cognitive representations and processes underlying 
discourse and action, on the one hand, and the societal position and interests of 
social groups, on the other hand (van Dijk 1995: 18; see also 1997: 28-29).  
 
Any account of discourse and its features, e.g. metaphor, therefore needs to integrate the 
two functions.88 Contrary to the view of "discourse idealism" criticized by Chouliaraki & 
Fairclough (1999: 28), social life is not a product of discourse but rather a product of 
cognition, which is in turn reflected in discourse. It follows that the study of discourse 
alone, albeit indispensable to a critical approach, will not suffice to fully explain the 
workings of ideology. After all,  
recognizing that ideologies are socially shared [...] does not mean that they [...] 
should not also be described in cognitive terms (van Dijk 1998: 22; original 
emphasis).  
 
On the other hand, looking at the cognitive aspects of ideology as conveyed in discourse 
should not result in a disregard for its social functions. Regarding discourses as a central 
form of social practice, I subscribe to the claim phrased by Augoustinos & Walker that "the 
study of cognition should take place within its [...] context of interaction and 
communication" (1995: 166). A balanced framework will account for ideology  
also, but not exclusively, in terms of mental representations and eventually in 
terms of the neurobiological structures of the brain (van Dijk 1998: 22; original 
emphasis; see also 1997: 29). 
 
Both the cognitive and the social functions of ideology indeed deserve equal attention, as 
neither of them is more material or objective (Lakoff & Johnson 1980: 59; van Dijk 1998: 
22; see also Connell 1995: 52 and 81). Likewise, its scope should not only account for the 
micro-structures of social cognition but also look at how such social cognition influences 
                                            
88 The demand that CDA should incorporate the study of the cognitive determinants of discourse (van Dijk 
1985a: 6; 1985c: 10) is not met with universal approval. Chouliaraki & Fairclough, albeit supporting the idea 
that "social life [is] produced in thought" (1999: 28), claim that since cognitive phenomena cannot be studied 
directly, any account would necessarily be mediated. Yet, while researchers should be aware of the fact that 
all research on cognitive models is represented in the form of new cognitive models – just as all writing on 
ideology is itself ideologically vested – this fact should not be taken to preclude any further research.  
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discourse practices and hence wider socio-cultural shifts (Fairclough 1995b: 29). My aim in 
analyzing metaphor is to contribute to such an integrated account of ideology. By drawing 
on blending theory, the focus on the dual structure of metaphor that has been prevailing 
since Aristotle (Eubanks 2000: 14-15) is replaced by an emphasis on interrelated 
metaphoric networks. In addition, a framework incorporating social cognition locates 
metaphor at the interface between the cognitive and the social and explores its origins in 
and effects on both. In short, such an approach acknowledges that "conceptual metaphor 
is a shared cognitive, cultural resource" (Eubanks 2000: 21).  
To sum up, what I am proposing is that primary metaphors are embodied and 
blended into complex metaphors which may be recombined through further blending 
processes (hybridization and clustering) and semantic re-accentuation (e.g. syncopation). 
Each individual has a dynamic pool of shifting complex metaphors and according 
metaphorical expressions at his or her disposal. However, access to that pool and possible 
recombinations within it are restrained by the interplay of social and personal cognition. 
Cognition informs ideology in the form of (metaphoric) mental models which are drawn 
upon in discourse production. Through discourse and text production, particular metaphors 
can rise to hegemonic prominence to establish, reify or challenge social relations. As such, 
metaphorical expressions in discourse have repercussions on conceptual metaphors at 
the cognitive level (Boers 2000: 139). In this cyclical process, ideology as manifested in 
metaphor is inculcated both socially and cognitively, with metaphor functioning to convey 
"suggestive illustration" (Beneke 1988: 204, trans.VK).89 So it may well be true that due to 
their neurobiological make-up, individuals have only limited "control over how [they] 
conceptualize situations and reasons about them" (Lakoff & Johnson 1999: 556). 
However, the cognitive restraints on their freedom are not the result of some quasi-
automatic process set in motion during the conflation phase. Rather, social cognition in the 
form of ideology is at work at every stage after the formation of primary metaphors.  
This, in short, is the theory I work with. Let us now see how such a theory translates 
into method.  
                                            
89 "suggestive Veranschaulichung" 
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3 METHOD 
I wade through the filth of mighty  
metaphors  
meta, meta, meta by metre. 
(Einstürzende Neubauten 1993)  
 
The method section translates the above integrated theoretical framework into a tripartite 
research paradigm. The practical approach to metaphor study is based on two text 
corpora, the first one of which is a collection of magazine and newspaper articles on 
marketing and sales, while the second represents a cross-section of media discourse on 
mergers and acquisitions (M&A). Those corpora as a whole will be subject to quantitative 
analysis, whereas qualitative analysis will be used on selected texts from them. Those 
analyses then give rise to a strategy for discussing the ideological impacts of metaphor on 
both discourse and cognition. Generally speaking, I look at metaphor in the language use 
of groups in order to arrive at assumptions about the related conceptual system. As 
spelled out in the previous section, I do not regard language use as a mere derivative of 
the conceptual system but rather conceive of the two as being in a mutually constitutive 
relation, with ideology as the interface between them.  
The two corpora mentioned above were specifically compiled for the project. As 
such, they are machine-readable, consisting of texts published between 1996 and 2001, 
which were taken from four different business publications (Business Week, The 
Economist, Fortune, Financial Times). Each corpus contains approximately 160,000 words 
(159,664 and 164,509 words, resp.). The fact that the corpora include three magazines 
and a daily newspaper (Financial Times) accounts for a marked difference in average 
article length, as newspapers as a format are characterized by short news items usually 
absent from magazines. Accordingly, the Financial Times shows the shortest articles by 
far (an average of 413 words in the marketing and sales and of 628 words in the mergers 
and acquisitions corpus). Tables 2 and 3 as well as Figures 4 and 5 below provide details 
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Table 2  










number of words 
average article 
length 










1997-2001 42 (20%) 39,205 (24.55%) 933 words 
3 Fortune (FO) 
bi-weekly 
magazine (US) 






1997-2001 98 (46.67%) 40,518 (25.64%) 413 words 
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Table 3  
























1998-2000 49 (29.88%) 41,363 (25.14%) 844 words 
3 Fortune (FO) 
bi-weekly 
magazine (US) 






1997-2000 64 (39.02%) 40,168 (24.42%) 628 words 





Fig. 5. Number of articles per publication in mergers and acquisitions corpus 
 
To make up for this bias, a larger number of articles was included so that each 
publication contributes roughly a quarter of all words to the corpora.  
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Fig. 6. Percentage of words per publication in marketing and sales corpus 
 
Fig. 7. Percentage of words per publication in mergers and acquisitions corpus 
 
To provide the reader with some insight into the publications drawn upon, I will 
briefly portray them in terms of circulation, reader profile and mission. The original US 
edition of Business Week was established in 1929. Today, the magazine operates on a 
global scale, with a circulation of 1,155,785 copies world wide in 2000. Of these, 8.74% or 
101,055 copies are accounted for by the European edition, which served as the basis for 
the texts in the corpus (Business Week 2002b). The subscriber profile for that edition 
shows that an astounding 90% of the readership is male, with just over three quarters 
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(76%) in the 25-54 age bracket. In terms of education and profession, 86% hold a 
university degree and 63% have a top management position. The latter fact in particular 
explains the readers' average household income of $207,000 in 1999 (Business Week 
2002a). In their mission statement, the publishers define their task as follows: 
BusinessWeek [sic!] gives professionals worldwide the insight, information, and 
inspiration they need to make smarter decisions about business, finance, and 
careers. [...] BusinessWeek takes [...] readers [...] inside the minds of CEOs and 
corporate boards. [...] We influence the people who make the decisions that 
drive the business and financial worlds. We empower people who are serious 
about business to take action and achieve their goals by delivering crucial 
information in a lively manner (Business Week 2002c: pars.1-2 and 7-8).  
 
To proceed, The Economist, established in Britain in 1843, is the oldest of the four 
publications included. Its world wide circulation amounted to 838,080 copies in the first half 
of 2002, with 17% accounted for by the UK and another 21% by Continental Europe. The 
readership is again almost exclusively male, with women accounting for a meagre 9% 
only. The majority of readers (52%) is between 35 and 54 years of age, and another 33% 
is older than 55. Similar to the Business Week readership, 93% of Economist readers are 
university graduates, which translates into an average household income of $186,000 (The 
Economist 2002). The Economist is very outspoken about its political standpoint, stating 
that  
The Economist remains [...] true to the principles of its founder. James Wilson 
[...] believed in free trade, internationalism and minimum interference by 
government, especially in the affairs of the market. [...] the newspaper has lived 
on, never abandoning its commitment to the classical 19th-century Liberal ideas 
of its founder (The Economist n.d. a: par.9). 
 
The Economist differs from the other publications in the corpora – with the possible 
exception of the Financial Times – in that it does not put its focus on finance and 
economics alone but devotes half of the magazine to political issues. More important for 
my purposes, it is unique in yet another respect: It is the only one of the four publications 
to elaborate on its style of writing in the form of a style guide. Apart from the general 
statement that "The Economist believes in plain language" (The Economist n.d. a: par.8), it 
more specifically advises writers to "use all metaphors, dead or alive, sparingly" (The 
Economist n.d. b: par.3). As far as metaphor frequency in the marketing and sales corpus 
is concerned, the anonymous journalists writing for the magazine seem to take this 
recommendation to heart: As can be seen from Table 12 (Appendix), 17.12% of all 
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metaphorical expressions occur in The Economist, which indeed represents the lowest 
figure among the publications contained in the corpus. However, this does not hold true for 
the mergers and acquisitions texts; here, The Economist ranks second with 28.83%.90 The 
publishers' aim of metaphoric scarcity does not square with researchers' and readers' 
perception of its style either. While the former rather regard it as "journalistic writing 
designed to exploit [...] metaphor to its fullest in order to capture [...] attention" (Henderson 
2000: 169), the latter note that "colourful comparisons always were irresistible to The 
Economist" (Merry 2000: 4). Apart from the few figures provided here, the following 
sections will take a closer look at metaphor usage in that magazine as well.  
 The third publication included in the corpora, the US magazine Fortune, was 
founded in 1930. In the first half of 2002, circulation figures stood at 103,032, with the UK 
market accounting for 22,824 copies. Its international readership was 90% male in 1997 
(most recent data available), with a median age of 45.9 years. In terms of education, 84% 
of international readers are university graduates with an average household income of 
$280,400 (Time Inc. Fortune® 1998: 5-6).91 Ironically, Fortune's mission statement itself 
opens with examples of the WAR metaphor:  
Launched in 1930, Fortune has been on the forefront of change for the past 72 
years. In times of great economic strength and – even more importantly – in 
times of economic turbulence, the sharpest minds in business have turned to 
Fortune for the knowledge and information they needed to answer the questions 
of their time. [...] Fortune's award-winning journalists are poised to provide the 
necessary information to best understand and adapt to the changes around us. 
[...] As always, we here at Fortune are committed to remaining flexible in the 
face of evolving communication needs (Fortune n.d.: pars.1-2 and 4; emphasis 
and capitalization omitted). 
 
Finally, the British newspaper Financial Times was first published in 1888. In the 
first half of 2002, its world circulation stood at 486,463 copies, 308,403 or 63.4% of which 
were recorded in Europe. The UK edition, from which I took the corpus texts, accounted 
for 167,298 copies in circulation alone. The reader profile shows that the average age of 
the FT reader is 48 and 38% are board level directors. Consequently, their personal 
income averages £104,000 ($164,250). (Unfortunately, no figures were available for 
average household income, gender or education.) Apart from the paper's global focus, the 
                                            
90 This relatively high number can be traced back to the magazine's love of the MATING metaphor; of its 138 
occurrences, 43.48% appear in The Economist (see Table 15 in the Appendix and 5.1.2). 
91 I am grateful to Heike Brodersen, International Sales Fortune Europe, for providing me with this 
information.  
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mission statement issued by the Financial Times is a typical representative of the text type 
as it unsurprisingly centres on the satisfaction and delight of their readers as well as 
excellence and innovation in the areas of content and analysis.92 
Before outlining how I extracted data from the two corpora I built from the 
publications just portrayed, I would like to point out a number of caveats. First, culture-
specific aspects of metaphor usage arising from the British or US origin of the texts were 
not dealt with systematically. This is despite the fact that with some metaphorical 
expressions, cultural phenomena could well be drawn upon for interpretation, e.g. the 
strikingly higher number of metaphorical expressions from the domain of KINGSHIP in the 
US magazine Fortune (see Table 17 in the Appendix) and its slightly exotic and hence 
distancing and attenuating effect. While the difference between publications from different 
cultural backgrounds will be discussed in cases where it seems very pronounced, such 
discussion is limited to individual findings. I decided to save a systematic study of culture-
specific differences for future research. Likewise, while data on the different genres 
comprised in the corpora are provided in Tables 4 and 5 below, the findings are not 
systematically analyzed for that parameter either. (In Tables 4-7 below, absolute figures 
are added across both lines and columns, whereas percentages are – with the exception 
of the totals line – calculated for columns only.) Again, I decided to postpone a full-blown 
genre analysis to a separate project to avoid "trading off resolution for scope" (Seidel 
1991: 112).  
 
Table 4 
Genres in marketing and sales corpus  








commentary 8 (23.53%) 0 (0%) 0 (0%) 3 (3.06%) 11 (5.24%) 
book review 0 (0%) 0 (0%) 1 (2.78%) 0 (0%) 1 (0.48%) 
cover/front page 
story 6 (17.65%) 0 (0%) 0 (0%) 0 (0%) 6 (2.86%) 
editorial 1 (2.94%) 0 (0%) 0 (0%) 0 (0%) 1 (0.48%) 
general 16 (47.06%) 29 (69.05%) 33 (91.67%) 82 (83.67%) 160 (76.19%) 
interview 0 (0%) 0 (0%) 0 (0%) 0 (0%) 0 (0%) 
portrait 0 (0%) 7 (16.67%) 0 (0%) 1 (1.02%) 8 (3.81%) 
report/survey 3 (8.82%) 6 (14.28%) 2 (5.56%) 12 (12.24%) 23 (10.95%) 
TOTAL 34 (16.19%) 42 (20%) 36 (17.14%) 98 (46.67%) 210 (100%) 
 
                                            
92 Information on circulation, reader profile and mission were kindly put at my disposal by Sarah Griffiths, 
Advertising FT newspaper UK edition.  





Genres in mergers and acquisitions corpus  









6 (20.69) 0 (0%) 0 (0%) 4 (6.25%) 10 (6.06%) 
b ok r view 0 (0%) 0 (0%) 0 (0%) 0 (0%) 0 (0%) 
cover/front page 
story 
3 (10.34%) 2 (4.08%) 2 (8.69%) 4 (6.25%) 11 (6.67%) 
editorial 0 (0%) 3 (6.12%) 0 (0%) 1 (1.56%)  4 (2.42%) 
general 17 (58.62%) 39 (79.59%) 18 (78.26%) 42 (65.62%) 116 (70.3%) 
interview 1 (3.45%) 0 (0%) 0 (0%) 0 (0%) 1 (0.61%) 
portrait 2 (6.9%) 0 (0%) 1 (4.35%) 0 (0%) 3 (1.82%) 
report/survey 0 (0%) 5 (10.2%) 2 (8.69%) 13 (20.31%) 20 (12.12%) 
TOTAL 29 (17.57%) 49 (29.8%) 23 (13.94%)93 64 (38.79%) 165 (100%) 
 
Finally, the hardest decision concerning a possible research question was related to 
the issue of authorship and gender. I had originally tagged my corpora for the authors' 
gender as this parameter suggests itself to any researcher interested in the ideological 
aspect of metaphor (see Tables 6 and 7 below).  
 
Table 6  
Gender of authors in marketing and sales corpus 







female 19 (55.88%) 0 (0%) 10 (27.78%) 40 (40.82%) 69 (32.86%) 
male 11 (32.35%) 0 (0%) 21 (58.33%) 41 (41.84%) 73 (34.76%) 
mixed-gender co-
authorship 3 (8.82%) 0 (0%) 1 (2.78%) 1 (1.02%) 5 (2.38%) 
anonymous 1 (2.94%) 42 (100%) 4 (11.11%) 16 (16.33%) 63 (30%) 
TOTAL 34 (16.19%) 42 (20%) 36 (17.14%) 98 (46.67%) 210 (100%) 
 
                                            
93 The total for genres in Fortune exceeds the 22 Fortune articles, as MA FO 17 was cross-classified as both 
cover story and portrait.  
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Table 7 
Gender of authors in mergers and acquisitions corpus 







female 12 (41.38%) 0 (0%) 11 (50%) 11 (17.19%) 34 (20.73%) 
male 12 (41.38%) 0 (0%) 10 (45.45%) 33 (51.56%) 55 (33.54%) 
mixed-gender co-
authorship 
5 (17.24%) 0 (0%) 1 (4.54%) 4 (6.25%) 10 (6.1%) 
anonymous 0 (0%) 49 (100%) 0 (0%) 16 (25%) 65 (39.63%) 
TOTAL 29 (17.68%) 49 (29.88%) 22 (13.41%) 64 (39.02%) 164 (100%) 
 
I then started analyzing the data on gender and authorship yielded by a computer-based 
search of the relevant tags. However, I soon recognized considerable obstacles to a 
serious study of how gender influences metaphor usage in my data. First, there is the high 
percentage of anonymous articles (30% in the marketing and sales corpus and 39.63% in 
the mergers and acquisitions corpus).94 In addition, the total of 246 articles marked for 
authorship matches only 173 different authors, raising questions of idiosyncratic rather 
than gender-specific metaphor usage. In view of such hurdles, the gender of the authors 
was eventually not taken into account. Yet, the question remains an intriguing one and 
future research may well start out from a different set of data clearly marked for the text 
producers' gender (a first attempt on a modest scale is Koller 2002a).  
After I had made the decision to exclude systematic analysis of culture-specific 
phenomena, genre issues and the authors' gender, I was left with the question of how to 
ascertain clusters of dominant metaphors as well as alternative metaphors in the two 
corpora. Clusters are defined as a set of metaphors the realizations of which tend to co-
occur frequently in any given discourse, e.g. hostile takeover and corporate marriage co-
occurring as instantiations of the WAR and the MATING metaphor, resp., in texts on mergers 
and acquisitions. In going about this task, I first defined a lexical field which captures 35 
lemmas each from three clustering domains, amounting to 105 lemmas for both marketing 
and sales as well as mergers and acquisitions.95 Accordingly, the lexical field for the 
alternative domain contains 35 lemmas as well. In the case of marketing and sales, the 
dominant clusters are WAR, SPORTS and GAMES, with ROMANCE serving as an alternative 
                                            
94 The high percentages of anonymous articles are mostly accounted for by The Economist, the editorial 
policy of which is to put content before people (The Economist n.d. a: par.5).  
95 A short note on terminology seems helpful in this place: Contrary to Crystal's use of the term lemma 
("Lemma"), I employ the term to mean a headword (e.g. prey) which can split up into several lexemes, 
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target domain. For mergers and acquisitions (M&A), the lexical field is that of evolution, 
containing types from the domains of FIGHTING, MATING and FEEDING, while DANCING 
functions as the example of an alternative metaphor in M&A discourse. As the domains 
differ vastly in terms of their relevance for business media discourse, it was e.g. harder to 
decide on lemmas from the domain of dancing than it was for the domain of war. Based on 
my previous knowledge of business media discourse, I could have come up with 
substantially more than 35 lemmas for a lexical field of war; on the other hand, deciding on 
the same number of dancing terms proved to be quite a challenge. Nevertheless, it 
seemed important that all lexical fields contain the same number of lemmas so that I could 
compare them on the same basis. Hence, I decided on a mean of 35 lemmas per field. It 
should be noted that, while there is a field "war" and "romance" for marketing and sales, 
which matches "fighting" and "mating" in M&A discourse, the two fields do not fully 
converge in either case. Rather, all the three fields identified for M&A discourse are 
subsumed under an umbrella EVOLUTION metaphor. Apart from that, the lexical field of 
war/fighting in each case includes five flexible lemmas which I, again drawing on my 
previous knowledge of marketing and sales as well as M&A media texts, identified as 
typical of the respective discourse domains. These "wildcards" are blitz, campaign, cut-
throat, field, launch for marketing and sales and defence, hostility, raid, victim, vulnerability 
in the case of M&A. Moreover, the two fields of romance/mating differ in three instances: 
Whereas the "romance" field in the case of marketing and sales discourse is extended into 
the more general domain of private relationships by incorporating family, friend and heart, 
the respective field for M&A discourse includes maiden, (to) rape and relationship (for a 
further elaboration on the reasons for these differences, see sections 4.1.1. and 5.1.1).  
While I am aware that the selection process cannot be fully operationalized I will still 
try to outline how I arrived at the eight lexical fields (three fields plus one alternative field 
for each discourse). As mentioned above, I started out by drawing on my previous 
knowledge of the two discourses and, in the case of possible alternative metaphors, on 
anecdotal evidence from individual media texts. After jotting down relevant lemmas 
collected from individual articles, I turned to thesauri and glossaries on the respective 
topics to corroborate the lemmas' membership in the respective source domain (Ammer 
1999; Ballroomdancers.com 1997; CBS n.d. a, n.d. b; First Base Sports 2001; "Gambling 
Glossary"; Hickok 1999-2002; Jones 1994; Kanzen 2000-2002; Sommer & Weiss 1996; 
Sydney Storm 1998; U.S. Department of Defense 1988; Wilkinson 1993). For fields such 
                                                                                                                                                 
including phrasal ones (e.g. prey, to prey [up]on). These lexemes in turn comprise various word forms (e.g. 
preying, preys, preyed) (see also Lipka [1992: 73-74]).  
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as that of dancing, which proved to be difficult to arrive at, those thesauri and glossaries 
also provided additional lemmas not ascertained by anecdotal evidence. Having drawn up 
fields of 35 lemmas each, I then checked the fields for word class distribution. It soon 
became clear that my orginal aim of including an equal number of nouns, verbs and 
adjectives/adverbs in each field could not be met. This is partly due to the fact that with 
some lemmas, a particular word class seemed to be outside the metaphoric spectrum, 
corroborating Low's observation that sometimes  
where two words exist which are [...] semantically related but of a different 
grammatical class, one may have a metaphorical use which is not extended to 
the other (1988: 131).  
 
Hence, I included consummation or to consummate in the lexical fields of romance/mating, 
since these collocate with marriage (external reference data from the Bank of English), but 
not the adjective consummate. Another example is suitor as opposed to to sue. However, I 
calibrated and revised the fields in some cases to lessen the nominal bias that emerged. 
What is more, this imbalance is adjusted by calculating relative rather than absolute 
frequencies for word classes. As a final remark on word classes, it should be noted that 
prepositions have been omitted from the lexical fields. Although they undoubtedly play a 
crucial role for spatial metaphors (e.g. entry into the traditional ad market [MS FO 15]), 
"their noun/verb colligates are too general to yield any imagery or to make manifest any 
specific schemata" (Goatly 1997: 91). Given this overly general nature of prepositions and 
the fact that my study does not focus on spatial metaphors, I decided to disregard 
prepositions as they seemed irrelevant for my research question. Adjectives/adverbs, 
however, were included, notwithstanding the fact that they, unless in predicative position, 
mostly occur in relation to nouns or verbs as well. Yet, not being mere function words they 
evoke metaphoric models more readily than do prepositions.  
Another issue concerns so-called "dead" metaphors, here defined as expressions 
the origin of which is opaque to language users and which are not recognized as 
metaphoric anymore either. While instances such as campaign – being derived from Latin 
campus or (battle)field – certainly function as metaphors in the diachronic system of the 
language, it is arguable whether they can still be regarded as having a metaphoric effect in 
the synchronic system and hence in language use. To determine this question, one has to 
look at whether the blending process that gave rise to the expression is still transparent to 
text producers and recipients in the discourse community at hand and/or whether those 
discourse participants still perceive a contrast between literal and metaphoric sense 
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(Gibbs & Steen 2002). I have not included field research in metaphor processing as that 
question seemed to be beyond the scope of this project; however, a look at the core 
meanings given in small dictionaries still serves as an indicator of how encroached a 
metaphoric meaning is. Taking the case of campaign, the Collins Cobuild Dictionary 
(19951), the Concise Oxford Dictionary (19959) and the Longman Dictionary of 
Contemporary English (19953) list the following entries: 
1 A campaign is a planned set of activities that people carry out over a period 
of time in order to achieve something such as social or political change […] 
3 In a war, a campaign is a series of planned movements carried out by 
armed forces ("Campaign" a). 
1 an organized course of action for a particular purpose, esp. to arouse 
public interest (e.g. before a political election) 
2 a series of military operations in a definite area or to achieve a particular 
objective ("Campaign" b). 
1 a series of actions intended to achieve a particular result, especially in 
politics or business 
2 a series of battles, attacks etc. intended to achieve a particular result in war 
("Campaign" c). 
 
While the metaphoric meaning is always listed first and therefore clearly predominant here, 
the picture is more complex in the case of launch. All three dictionaries list the nautical, 
military and business meaning of the lemma, with the third always being given only after 
the other two. However, the LDCE alone grants first-entry status to the military meaning 
("Launch"). In view of the fact that the metaphoric meaning of target is encroached in both 
my corpora and the two reference corpora (i.e. used exclusively or, in the case of the Bank 
of English and the British National Corpus, predominantly; see 4.1.2), it comes as a 
surprise that all three dictionaries actually first give the sense of "something at which 
someone is aiming a weapon" ("Target").  
In view of the above, I would maintain that on a scale of transparency, terms such 
as campaign and launch are rather located, if not at the extreme end of complete 
opaqueness, then certainly heading that way. Still, I would propose that the very dominant 
presence of such terms from the military domain in business discourse is by no means a 
coincidence. While the lexemes in question are perhaps not consciously employed by all 
text producers in every single instance, I consider their presence significant as it ties in 
perfectly with that of other lemmas from the war domain that are perceived as more 
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metaphoric, e.g. blitz or battle. To discard some technical metaphors (i.e. those restricted 
to a particular discourse domain) due to their admittedly questionable status in the 
synchronic system would therefore, in my opinion, impoverish the data.96  
The contents of the fields I finally decided on are sketched in Figures 8-11 (section 
4.1.1) as well as 13-14 (section 5.1.1), with Figures 8-11 and 14 also providing their 
internal structure in terms of antonymy, hyponymy and synonymy.97 (A complete list of all 
lemmas can also be found in Tables 12, 13, 15 and 16 in the Appendix.) Having thus 
established the lexical fields, I searched each corpus for the 105 lemmas they comprise, 
accounting for spelling variants (e.g. home run vs. home-run or homerun, maneuver vs. 
manoeuvre) in doing so. Although the search was lemma-based, the various emerging 
lexemes were taken into account as well because "if only the base form is studied, some 
metaphorical uses may be missed" (Deignan 1999: 189). While the search itself was 
enabled by the concordancing function of the WordSmith Tools program, I obviously had 
to manually rework the data to filter out non-metaphoric instances and irrelevant 
metaphoric occurrences.98 Irrelevant metaphorical occurrences are those which do not 
represent realizations of the conceptual metaphors I identified, e.g. embrace from the 
domain of MATING in M&A discourse, which does occur in the corpus as the collocation to 
embrace the idea (MA BW 12), but not as a metaphor for corporate mergers. The same 
holds true for all surface-level realisations of the metaphor ARGUMENT IS WAR, like e.g. she 
                                            
96 Boundaries between active and inactive metaphorical expressions are very much blurred in any 
synchronic language system and consequently, I have to admit some inconsistencies on my part. Thus I did 
include campaign, launch and target but not slogan, which should diachronically be seen as derived from the 
WAR metaphor as well: Etymologically, the unit comprises Gaelic sluagh "army" and ghairm "cry", denoting a 
war cry of the old Highland clans (Ammer 1999: 225; Wilkinson 1993: 44), with this military sense persisting 
until 1879 ("Slogan"). As a technical term in marketing, it can be found seven times in the corpus.  
97 The question whether such lexical relations are maintained in metaphoric usage is not tackled in this 
study, as it seemed peripheral to my hypothesis. However, see Deignan (1999: 190-195) for a pilot study in 
which lexical relations between literal senses inform metaphoric meaning but not exhaustively so. 
98 Kittay's (1987: 9) concern whether "metaphor can be given a computable realization" has occupied 
researchers in Artificial Intelligence (AI) for quite some time. Both metaphor understanding and metaphor 
generation have been subject to attempts at automatization. Solutions draw on a variety of theoretical 
frameworks, from notions of prototype (Lemmens 2001) and categorization (Thomas & Mareschal 2001) to 
discourse markers (Prince & Ferrari 1996). Many projects in the field work on the assumption that metaphor 
first and foremost constitutes a violation of literal meaning (Martin 1990, 1994; Schulte 1997) and 
subsequently take lexical ambiguity and semantic relations as their starting point (Fass 1997). An overview 
of different approaches in the by now quite substantial area of metaphor and AI is provided by Mason (2002: 
3-5). An anthology covering recent developments is Barnden & Lee (2001). The interest in computational 
models of metaphor seems to be growing, constituting perhaps another indication of the shift towards a more 
natural science-oriented paradigm in metaphor research, as problematized in the Theory section. Still, AI 
research should, in my opinion, not forget altogether about Lakoff's caveat that image schemas are by 
definition not amenable to algorithmic processes (1993: 249; see also Lakoff & Johnson 1999: 251-261) and 
Eubanks' additional reservation that rule-governed computational models cannot account for the social 
dimension of metaphor (2000: 132). On a more practical note, despite the headway it has made, AI research 
has yet to produce and market an off-the-shelf software for metaphor researchers.  
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shot back (MA BW 17, MA FO 17 and 21) or he attacked reports [...] as "simply not true" 
(MA FT 30). While ARGUMENT IS WAR is certainly ancillary in creating a discourse marked 
for its belligerence, the metaphor does not really square with my focal point of interest, 
namely the BUSINESS IS WAR metaphor. After such exceptions had been cleared, the 
procedure outlined above yielded the following results:  
· absolute frequencies of metaphorical expressions and metaphor density in the two 
corpora, with the latter being arrived at by calculating an average per 1000 words  
· in the case of metaphor clusters, relative frequency of metaphorical expressions 
across the three domains 
· relative frequency of metaphorical expressions across word classes and domains. 
 
In their simplest form,  
counting techniques can offer a means to survey the whole corpus of data and 
to gain a sense of the flavour of the data (Silverman 1993: 163).  
 
Beyond that, the above findings not only show how many of the 35 types from the lexical 
fields are actually realized but also how frequently the respective types occur. This type-
token ratio in fact differs vastly, with e.g. launch showing 127 occurrences (ratio 0.008) as 
opposed to defeat with only one occurrence or a ratio of 100, to give examples of two 
single types and not a whole field (both examples occurring in the marketing and sales 
corpus). Such numbers of lemmas selected from whole fields and of specific types in 
discourse goes some way to indicate how active the underlying mental models or parts of 
them actually are. In addition, quantitative results serve as a starting point to discuss how 
relevant for particular ends discourse participants consider those models. Further, the 
results tell which conceptual metaphor from a cluster is most dominant in quantitative 
terms. This dominant metaphor is then hypothesized to be cognitively supported by other 
metaphors in the cluster. Again, such a dominant metaphor could be both especially vivid 
as a mental model and particularly relevant to the higher-level socio-cultural ends of the 
text producer. In addition, the quantitative evidence is broken down into word classes to 
see whether a particular metaphoric type may be based on a prominent nominal-static, 
verbal-dynamic or adjectival-descriptive model. Deduction of such models is then taken as 
a first indication of the schemata prevailing in the group the metaphor producer belongs to 
(van Dijk 1998). Alternatively, the models could also reflect on the group schemata the 
writer refers to, i.e. businesspeople. As can be seen from the reader profiles of the four 
publications, the group written about is largely convergent with the group written for; 
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readers are obviously meant to recognize themselves in the journals' and paper's 
description.  
Despite the above insights being gained by quantitative analysis, tackling semantic 
issues by means of quantitative corpus analysis is anything but straightforward. To start, 
as metaphor generation programs are not readily available to end users (see n.98), corpus 
research into metaphor necessarily has to begin with attested linguistic expressions (Jäkel 
1997: 145n.). While this corpus-based approach is in line with post-hoc research focusing 
on metaphor in text and interaction (Cameron & Low 1999a: 79),99 any concordance 
program obviously only shows the more or less decontextualized chunk of text the 
researcher has been looking for. In my case, this chunk shows one token of the 35 types 
of each lexical field I defined, with five words to the right and to the left of the node. 
Although the fields are comprehensive, they are obviously not exhaustive and some 
potential metaphorical expressions may well be missed and can only be retrieved by 
looking at longer stretches of text. Moreover, identifying what counts as an instance of 
metaphoric usage as well as deciding on the underlying conceptual metaphor can all too 
easily run the risk of subjectivism. Identifying a complex conceptual or even primary 
metaphor furthermore broadens the scope at the expense of specificity.  Granted, some 
metaphorical expressions can be identified quite easily as they only occur in semi-fixed 
collocational phrases (e.g. launch a campaign, target audience; see Deignan 1999: 197)100 
or because their very occurrence in a text with a particular topic suggests metaphorical 
usage (e.g. members of the lexical field of dancing in a corpus on corporate restructuring). 
Still, metaphor identification will at least to some extent always rely on "informed intuition" 
(Deignan 1999: 180). Such subjectivity may be reinforced by the researcher's sensitivity to 
metaphors in general and his/her familiarity with certain discourse domains in particular 
(Low 1999: 50-51). To counter random inference of underlying conceptual metaphors, Low 
(1999: 64) proposes a checklist I have adapted and fleshed out with examples:101  
                                            
99 For a copus-driven approach, see Berber Sardinha 2002. 
100 Data from the Bank of English sample, subcorpus of media texts. 
101 Another route from surface-level metaphorical expressions to deep-level conceptual metaphor is the five-
step propositional analysis developed by Steen (1999a, 1999b). This method, although resting on intuition 
again, explicates the single steps in the deduction of underlying conceptual metaphor and thus offers more 
control over the process. However, I did not draw on his approach in my work as it seems rather too 
mechanistic to fit my focus on the ideological function of metaphor.  
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· Are conventional metaphors extended creatively? (For instance, shotgun courtship 
["Shotgun Courtship"] instead of the collocation shotgun wedding found in the Bank 
of English sample corpus used as reference).102 
· Are other people's conventional metaphors extended creatively as well? (Example: 
"We're the infantry on the beach,'' says [E*Trade's CEO] [...] It's unclear whether 
these initiatives will keep E*Trade ahead of the advancing troops [MS BW 15]).  
· Do text producers make explicit that they conceive of a topic in the form of a 
particular metaphor? (Example: "I view you like an equity investment" [MA FO 17]).  
· Do text producers discuss what semantic features are transferred? (Example: Like 
football and trench warfare, [trying to gain market share in the consumer products 
market ] is a contest of sweat, mud, and inches [MS FO 4; see 4.2.3]).  
· Do text producers challenge others whose use of phrases differs with regard to 
semantic or metaphoric overtones? (Should investors fear indigestion? "We don't 
digest [corporate cultures]; we integrate them," says CFO Muller [MA FO 2; see 
5.2.3]).  
The above points represent a valuable help in deducing conceptual metaphor from 
surface-level metaphorical expressions and thus filter out idiosyncratic metaphor usage 
that is not part of the conceptual map informing the discourse. However, it is obvious 
that a single researcher cannot, within a reasonable time frame, apply them to each of 
the 1,608 occurrences of metaphorical expressions in the two corpora. Even checking 
the 71 instances of alternative metaphors against them will prove very time-consuming 
indeed. Hence, the above criteria will only be applied to those metaphorical expressions 
in the sample texts which are not accounted for by the domains I established and which 
thus need testing. Yet, despite such operationalization, it should be kept in mind that 
"arbitrary decisions seem to be unavoidable" (Cameron 1999: 27), or, as Charteris-
Black puts it very pointedly: "Ultimately, judgements of metaphoricity may be subjective: 
this is a real problem!" (quoted in Barnden 2001).  
From the above it can be seen that computer-generated results require quite 
extensive manual reworking. Still, metaphor research can indeed gain from corpus 
analysis. One benefit is the latter's potential to reveal the use of metaphorical 
                                            
102 There is one marked instance of shotgun marriage in the Bank of English; however, this is itself an 
example of a metaphor from mergers and acquisitions discourse. The respective concordance line runs as 
follows:  
. . . mind, amongst them the idea of a "shotgun marriage" between companies if . . . 
Note also that the marked metaphorical expression is hedged by means of quotation marks.  
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expressions across word classes, an issue neglected all too often in cognitive linguistic 
theory focusing on NOUN A IS NOUN B type metaphors. Given my hypothesis that 
prevailing word classes point to the nature of underlying cognitive models, it is indeed 
vital to  
discriminate between types of metaphor embodying specific configurations of 
metaphor features [and to this end] corpus research is crucial (Steen 1999b: 
81).  
 
Moreover, if metaphor is regarded as a phenomenon of social cognition, it has to be 
ascertained whether a particular metaphor is really shared intertextually between a 
number of text producers. By analyzing texts from various sources compiled into a whole, 
corpus linguistics can be helpful in deciding which metaphors are likely to be discourse 
characteristics and which could rather be idiosyncratic. In addition to such qualitative 
benefits, it is one of the hallmarks of corpus analysis that it allows for the investigation of 
large amounts of data, thus broadening the empirical basis for testing hypotheses. Seen 
as such, corpus linguistics can accommodate the often voiced criticism that cognitive 
metaphor research following Lakoff & Johnson "relies on idealized cases, disconnected 
from the context of actual use in natural discourse" (Quinn 1991: 91; see also Eubanks 
2000: 18; Goatly 1997: 5; Norrick 2001: 78).  
 Despite the fact that corpus analysis is undoubtedly helpful in investigating actual 
metaphor usage on a broad scale, a study relying too exclusively on concordances runs 
the risk of again isolating the results. In metaphor research, such isolation could mean an 
exclusive focus on lexical metaphors at the expense of phrasal and higher-level ones. It is 
in view of this risk that Widdowson (2000: 7) recognizes mere concordance lines as "a 
static abstraction [and] decontextualized language". Due to this fact, single findings need 
to be recontextualized in order to advance from text to discourse. This is especially true of 
critical approaches to metaphor and their focus on its discursive impact. Hence, I regard 
quantitative corpus analysis as a valuable starting point granting a sound empirical basis 
to subsequent claims about the metaphoric features of the cognition and discourse 
prevailing in a particular domain. Although "quantitative evidence of any kind rarely speaks 
for itself" (Mautner 1995: 24), it can, if recontextualized, support qualitative analyses of 
particular texts (see also Chouliaraki & Fairclough 1999: 152).  
 Hence, the attested metaphoric tokens were, in a second step, linked back to their 
textual environment for qualitative analysis. Recontextualization on the paragraph level 
can be done with the help of the WordSmith Tools concordancer itself, as the program not 
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only provides the immediate co-text of up to 25 words left and right of the search word but 
can also display maximized co-text of approximately 400 words for single concordance 
lines. In doing so, the researcher can heed Hodge & Kress' demand that  
the minimal unit for analysis is not a single form or text in isolation, but a 
reading of a sequence in context, containing prior or later forms in text (1993: 
181). 
 
However, more complex metaphoric chains across texts, which convey the structure of the 
underlying conceptual map, are still not easily detected and processed this way. I therefore 
manually tagged the texts for the attested metaphorical expressions derived from the 
different lexical fields and ran a second search for those tags to see where high density of 
metaphor clusters occurs.103 Next, one text showing such density was taken from each of 
the four publications, resulting in a sample of four texts for each discourse, or a total of 
eight texts singled out for qualitative analysis.  
 Before starting work on the data, I defined the following questions to be answered 
by such an analysis: First, I was interested in where in the text clustering occurs and if it 
serves the same function in different positions. The same proceedings were employed in 
the case of alternative metaphors, the only exception being that a single metaphor's 
position rather than a cluster's was analyzed. If one regards journalistic texts as implicitly 
argumentative, metaphor clusters or alternative metaphors in a text's introduction might 
indicate a defining function ("setting the agenda"), clustering or the occurrence of single 
non-dominant metaphors in the middle could serve argumentative ends and finally, 
clustering or instances of single alternative metaphors towards the end of a text may have 
a persuasive function ("driving a point home"). It would then be interesting to see if 
particular metaphors are linked to particular functions and thus dominate the cluster in 
specific parts of the text. A variation on this is the question if alternative metaphors are 
employed in particular slots for particular purposes. In any case, such a connection would 
point either to a rather dynamic metaphoric cluster model which can be differently 
accentuated in the process of text production and reception. Alternatively, dominant and 
alternative models could interact to achieve different ends as a text is being produced or 
processed. Should one function prevail in the texts, inferences could be drawn for the 
respective discourse as a whole as being characterized by e.g. persuasion rather than 
                                            
103 For another, multi-level method of tagging texts for metaphor, see Semino & Steen (2001).  
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explanation. This would in turn reveal the text producer's and recipient's primary role in the 
discourse and the relations between them.  
 Again, the WordSmith Tools concordancing program can help find out where in the 
text the clusters or single metaphors are to be found. Its dispersion plot function provides a 
graphic representation of how the metaphoric tags that have been searched for are spread 
across the whole text. Comparing the graphs for all three metaphors in the cluster yielded 
a specific picture of where clusters occur and which metaphors are predominant in the 
various occurrences. In a second step, these cluster graphs were also compared to the 
ones for alternative metaphors. Beyond that, I related the computer-generated results back 
to the actual texts to see what role the specific metaphors had within or in relation to the 
respective clusters.  
With regard to possible roles and functions, I first looked at whether the 
metaphorical expressions in question represent quotations from primary business 
discourse participants or whether they constitute original products of the secondary 
discourse of business journalism. This question ties in with the query whether the 
metaphor is ascribed to an out-group or claimed by an in-group (Eubanks 2000). 
Obviously, the in-group can either be journalists ascribing the metaphor to businesspeople 
by quoting them on it or businesspeople themselves ascribing the metaphor to other 
participants in the primary discourse or to journalists. I will furthermore look at whether 
metaphor producers feel the need to attenuate the more taboo aspects of the WAR 
metaphor or whether they use it in an unbridled fashion. Attenuating may be present in the 
form of textual clues, particularly hedging markers (like, sort of) indicating the "tuning 
devices to […] ton[e] down the potential strength of a metaphor" (Deignan & Cameron 
2001). Other means of attenuation are explicit lexical markers (metaphorically speaking), 
morphological devices (suffixes like –ly, -ish) or typographic indicators like inverted 
commas (Prince & Ferrari 1996: 221, 223). Ironically, explicit lexical markers indicating a 
metaphor may serve to spoil its effect (Goatly 1997: 174; Speranza quoted in Barnden 
2001). Vice versa, lexical markers explicitly refuting a metaphoric reading, e.g. literally, can 
paradoxically enhance metaphor (Major League Baseball's embattled marketing chief [...] 
is getting kicked out of his office – literally [MS BW 21]; see Goatly 1997: 173-174). A final 
means by which producers can attenuate potentially problematic models such as the WAR 
metaphor is by drawing on its historic rather than contemporary aspect, e.g. referring to a 
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metaphorical sword rather than a tank (Eubanks 2000: 47).104 The issue whether 
metaphors stem from primary or secondary discourse, whether they are ascribed or 
claimed and whether or not they are attenuated is vital as it helps to reveal in-group 
schemata.  
A final question in this context is whether metaphors constitute metaphoric links or 
chains, again either within or, in the case of alternative metaphors, in relation to the 
cluster. This question, which extends the issue of where in the text the metaphorical 
expressions occur in the first place, is not so much about the textual function of metaphor 
as a device used to achieve text cohesion (Goatly 1997: 166). Rather, ascertaining 
metaphoric chains across the text helps determine the relevance and vividness of the 
respective metaphors within or outside the cluster beyond their mere quantitative 
frequency. The most relevant and vivid metaphors would then attain the status of a motif 
(Steen 1999b: 95) or frame (Entman 1993; Fillmore 1977), possibly not only in a particular 
sample text but in a whole discourse as well (the collocation hostile take-over being a case 
in point). In addition, relations between the cluster metaphors and between cluster and 
alternative metaphors can also be investigated, such as metaphors extending, elaborating, 
exemplifying, generalizing or questioning each other (Kyratzis 1997). Within the cluster, 
especially the last function would indicate a cognitively rather heterogeneous model, 
whereas a cluster combining different metaphors which elaborate on each other could be 
seen as a more homogeneous model. This would then allow for a discussion of how hybrid 
the discourse conveying such a model actually is. As far as the relation between metaphor 
clusters and non-dominant metaphors is concerned, it is particularly intriguing to see 
whether alternative metaphors do indeed, as one may expect, question dominant 
metaphors or whether they rather extend and thus covertly support them. Again, this will 
tell us something about the level of hybridity and struggle in the discourse at hand. 
Moreover, the functions within metaphoric chains can also corroborate assumptions about 
whether the underlying metaphoric models are – as hypothesized on the basis of the 
quantitative data – static, dynamic or descriptive, conveying particular group schemata. 
In terms of methodology, both the questions of the roles and functions of the 
attested metaphorical expressions and of metaphoric chains across the texts make use of 
a functional grammar framework (Beaugrande 1997). I decided to employ functional 
grammar as the quantitative analysis of word classes soon revealed that a purely formal 
approach is inadequate. This can be seen from the fact that the attested dominance of 
                                            
104 It stands to reason that attenuation through historic distance may not only be achieved by employing 
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nominal expressions is to some extent relativized by the phenomenon of hidden 
adjectivity. Thus, both compound nouns (e.g. target group) as well as participles (e.g. 
bruising) show adjectival function.105 The formal approach thus has to be complemented 
by a functional paradigm, an observation which dates back to the early days of critical 
language studies and which has developed into something of a tradition in that field by 
now (Fairclough 1989: 13-14). Like critical approaches to language, the taxonomy I am 
going to present below has its roots in Halliday's (1985) seminal work. Indeed, analyzing 
the co-text of metaphorical expressions in the sample texts along the lines of functional 
grammar can link those expressions back to the three Hallidayan macro-functions of 
language (see 2.2.1) as  
it becomes clear how every clause in a text [...] is seen as grammatically 
constituted simultaneously as semiotic production (textual function) which 
constructs the world (ideational function) while enacting social relations 
between its producers and others who inhabit that world ([interpersonal] 
function) (Chouliaraki & Fairclough 1999: 140). 
 
For instance, if a metaphorical expression is embedded in a clause showing pejorative 
attitude, this might indicate that the text producer rejects the metaphor, thus perhaps 
textually providing cohesion by negating an earlier metaphor, interpersonally distancing 
him/herself from speakers using that metaphor with ameliorative attitude and ideationally 
constructing the topic at hand by means of a different metaphor. The taxonomy of process 




Aspect (adapted from Beaugrande 1997: 198) 
Polarity Tense/Aspect Transitivity Status/Mood 
positive Past active declarative 
negative present passive performative 
 future reflexive conditional 
 predecessive reciprocal contrafactual 
 progressive medial optative 
 successive  imperative 
   interrogative 
                                                                                                                                                 
historic denotations but also by including older word forms (Steen 1999b: 93). 
105 Participles may of course also be nominalized, as e.g. bruising in the idiom cruising for a bruising 
(reference data from the British National Corpus).  
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Polarity Tense/Aspect Transitivity Status/Mood 
   exclamatory 





certain ameliorative inchoative narrative 
necessary pejorative completive descriptive 
obligatory diminutive tentative expository/explanatory 
possible augmentative intensive instructional 
capable  durative argumentative 
permissible  punctative  
impossible  frequentive  
incapable    
impermissible    
 
The above table requires some clarifications, which will link this specific part of my 
methodology back to the theory it is based upon. Firstly, polarity refers to the presence or 
absence of negation in an utterance (negative/positive polarity), with negation as the more 
marked choice which can, depending on what is negated, be associated with either 
ameliorative or pejorative attitude (e.g. "We don't digest them, we integrate them" [MA FO 
2; see 5.2.3] vs But many projects […] went nowhere [MA BW 19]). As such, polarity partly 
overlaps with attitude. To proceed, tense/aspect is a somewhat ambiguous concept. In 
order to avoid confusion, it should be noted that the term "aspect" is here used both as an 
umbrella term for the categories in Table 8 (the title of which I took over from Beaugrande 
1997) as well as in a narrower sense, i.e. referring to the grammaticalized marker for a 
type of activity denoted by a verb or verb phrase ("Aspect"; "Aspekt"). In this latter 
meaning, aspect forms part of a triad of aspect, tense and mood. Thus, while the first three 
entries under the category of tense/aspect – past, present and future – embody tense, the 
remaining three – predecessive, progressive, successive – rather represent aspect.106 The 
third classical grammatical category to describe verbs, mood, is realized in both status and 
                                            
106 Future tense is actually a borderline case as, in English, it is formed by deploying modal auxiliaries and 
thus approximates mood ("Tense"). As for the forms of aspect, predecessive provides information about a 
relative temporal aspect, namely one process happening before another, e.g. The two met in the early 
Seventies after Malone had moved through jobs at Bell Labs and McKinsey & Co (MA FO 8). Successive 
aspect denotes the opposite, i.e. a process happening after another one, as in novel therapies used to enjoy 
years on the market before competitors arrived (MA BW 1). Finally, progressive aspect refers to processes 
going on for an extended period of time and as such is often coupled with durative trajectory (see below for 
an example from MS BW 10).  
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belief in Table 8.107 As such, mood forms a link between the two categories as it embodies 
the "attitude on part of the speaker towards the factual content of the utterance" ("Mood"). 
Formally speaking, mood can be realized both morphologically through inflection (to label 
flights they operate as if they were a through flight [MS EC 21]) and with the help of modal 
auxiliaries ("It might backfire if readers think the chief executive is having to appear" [MS 
FT 4]) ("Modus"). Apart from reflecting mood, the status category also ties in with the 
notion of speech acts (Austin 1962; Cole & Morgan 1975), in particular their illocutionary 
force: Although dubbed "performative", the concept actually reflects the illocutionary force 
of a declarative speech act such as opening a meeting. Further, imperative status may be 
realized in directive speech acts such as commanding. To conclude the discussion of 
status, I would like to point out that I regard including the syntactic notion of subordination 
in that category as somewhat incomprehensible; it was mainly for the sake of 
completeness that I reproduced it in Table 8.  
 As I consider both belief/mood and attitude to be self-explanatory I shall proceed 
with trajectory/manner of action. Aspect, which I discussed above in connection with tense, 
is closely linked to manner of action; in fact, manner of action determines aspect. (Verbs 
denoting a state, for instance, cannot form progressives: *I am knowing ["Aktionsart"].) 
According to Vendler (1967), manner of action can be subdivided into processes and 
states, with the former comprising activity (a dynamic, not necessarily goal-oriented 
process, e.g. retail salespeople work on-site [MS FT 86]), accomplishment (a durative and 
goal-oriented or "telic" process, e.g. Online brokers [are] building up their brands [MS BW 
10]) and achievement (a punctative process happening at a specific point in time, like local 
bankers immediately began offering customers cut-rate mortgages [MS BW 29]). Another 
manner of action is frequentive, exemplified by phrases such as Acting Commissioner 
Allan H. (Bud) Selig will keep running the game from Milwaukee (MS BW 21), which 
conveys a repeated process ("Aktionsart"). In Beaugrande's (1997) taxonomy, manner of 
action appears under the heading of trajectory. Since I have already mentioned and 
exemplified durative, punctative, and frequentive trajectory, I would only like to add that 
intensive refers to a process involving much effort (Goldman needs to woo retail 
customers in a big way [MA BW 12]). Please note that in most of the four examples, the 
manner of action is realized through lexemes and their semantic content (building, began, 
in a big way). However, the category can also be instantiated by means of tense/aspect, 
                                            
107 A few clarifications of the sub-divisions of the status category seem required: While contrafactual status 
indicates a hypothetical or fictional process (If Warner had not done all that, J.P. Morgan would surely have 
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as in the example of frequentive trajectory provided above (will keep running). Further 
means of formally realizing trajectory or manner of action are word formation (e.g. the 
inflection at work in the tentative I wish I could fast-forward through commercials on the 
radio [MS FO 1]) and specific syntactic constructions, most notably object selection (e.g. 
broadcasters have been watching the consolidation in the American market over the past 
five years [MA EC 33] vs. Both have been watching this week's events with interest [MA 
EC 8], both of which are completive, with the former example also being durative) 
("Aktionsart"). A final means of conveying trajectory are adverbs, e.g. One reason is […] 
the impression that they try hard (MA EC 26), which combines intensive and tentative 
manner of action.  
 Since I regard perspective as another relatively unproblematic category, I would 
only like to point out that it ties in well with all three functions of metaphorical expressions 
in text: While their textual function in providing cohesion is related to argumentative 
perspective, their interpersonal function in organizing the subject positions of and relations 
between text producer and recipient are linked to expository and instructional perspective. 
Further, the ideational function of metaphorical expressions in constructing a topic from a 
particular vantage point is mirrored in the descriptive sub-division of perspective. Also, 
different perspectives are theorized to tie in with the location of metaphorical expressions 
in text as elaborated earlier in this section.  
 To conclude my discussion of Beuagrande's model of aspect (in the broader 
sense), let me finally turn to the notion of transitivity, which has proved a very fruitful 
concept for critical approaches to language. Passivization e.g. omits agents, foregrounds 
affected entities and "raises" subordinate clauses to the main clause (Fowler et al. 1979: 
209). An example is  
other companies, thought to include Oxford Biomedica, are understood to have 
had informal discussions with Peptide in the past but are not believed to be in 
talks at present (MA FT 60).  
 
By veiling the agent and thus the ultimate responsibility for the process, transitivity is very 
often ideologically loaded. This is true not only for passive but also for medial transitivity. 
The latter is also known as intransitivity or non-transactive model (Hodge & Kress 1993: 
8), named thus because "the Main Participant in Subject position is the 'Medium' through 
which the Process takes place" (Beaugrande 1997: 200; original capitalization). An 
                                                                                                                                                 
been easy meat in a takeover battle [MA BW 23]), optative status is used to refer to a more or less fictional 
wish (If only you could shut the whole thing down for a while and start it up again [MA FO 21]). 
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example is the following: Homestore.com Chief Executive Officer Stuart H. Wolff thinks 
that [those] business models [...] will not survive (MS BW 31). In obscuring agents, medial 
and passive transitivity resemble nominalization, an instance of Hallidayan grammatical 
metaphor or a grammatical "metaphorical step [...] built into the English language" 
(Halliday & Hasan 1985: 19). Passivization and nominalization, albeit not always equally 
important for critical analysis, both "permit deletion of both agency and modality" (Fowler 
1985: 69).  
 After this discussion of the first part of the adapted functional grammar paradigm, 
the second part concerning process types can be found below in Table 9:  
 
Table 9 
Process Types (adapted from Beaugrande 1997: 196) 




(doing sth to sth/sb, 
making sth/sb do sth,  



































To account for this second part, let us briefly recall Vendler's (1967) classification of 
manners of action. Although all four categories are summed up under the heading of 
process types, representative states actually reflect Vendler's notion of states while 
endocentric, exocentric and expressive process types are processes in his understanding 
as well (with the possible exception of the cognitive process type of knowing, which is 
rather static). As for the sub-divison of Vendlerian processes into activities, 
accomplishments and achievements, it can be observed that Beaugrande's approach very 
much mixes the sub-types. For instance, the single perceptive process type combines an 
achievement (seeing) and an activity (watching). As far as exocentric process types are 
concerned, it will be seen in the analyses of sample texts (4.2.1-4 and 5.2.1-4) that 
dispositive and enactive processes tend to dominate the texts. With reference to the two 
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process types, it should be noted that they can be cross-classified as both activity and 
accomplishment. Beaugrande (1997) regards the former as involving disposer and 
disposed entity, a reduction of the classical actor-action-goal model. As mentioned before, 
representative process types are states, whereas expressive process types can be 
considered activities in Vendler's sense.  
 However, manner of action is not the only link between aspect and process type. 
Moreover, particular process types clearly favour particular forms of aspect. Thus, 
volitional process type, for instance, ties in with optative status (see n.107). More generally 
speaking, all process types representing durative accomplishments (finding out as a 
cognitive process type, possibly dispositive, productive and enactive process types as well 
as developmental ones) will more often than not be linked to durative trajectory while 
punctative achievements (seeing as a perceptive process type and possibly dispositive 
and productive types) are theorized to favour punctative trajectory. In addition, specific 
types of aspect also co-occur frequently, e.g. declarative status with belief of obligation (he 
has to nurture his luxury marques [MS EC 17]) or durative trajectory with progressive 
tense (he discovered physicians were getting bombarded by pitches from his rivals [MS 
BW 4]).  
 Although critical linguists agree on employing a functional approach, the question to 
what extent they should do so is less obvious. Despite Fowler's belief that  
critical linguists get a very high mileage out of a small selection of linguistic 
concepts such as transitivity and nominalisation (1987: 8), 
 
I will draw, if not on all, then on more than just one or two of the categories listed above to 
analyze the co-text of a particular metaphorical expression in the sample texts. On the part 
of aspect (in the broader sense), tense/aspect, status/mood and belief/mood, 
trajectory/manner of action as well as perspective will be of particular relevance. 
Tense/aspect and trajectory/manner of action are regarded as important as they promise 
to provide insights into how dynamic or static the model assumed to underly the attested 
metaphorical expression actually is. In relation to that, representative process types 
equalling Vendler's status are opposed to exocentric types and will hence also be 
investigated. Exocentric processes are of additional interest as they may combine 
metaphoric personalization with the notion of hidden agents. An example is profits jumped 
16%, to $3.2 billion (MS BW 4), which on the surface level has profits as the enactor of the 
movement while on the deep level, the profits' metaphorical jump is of course caused by 
human agents (see Fowler et al. [1979: 199] for non-metaphoric examples of hidden 
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agency).108 Status/mood and belief/mood seem promising in that they could show how 
firmly a text producer tries to implement a particular metaphor, with a combination of the 
respective metaphorical expression with belief of certainty or obligation indicating one end 
of the scale. An example of a metaphorical expression of war reinforced through belief of 
obligation would be "Every sale will have to be a conquest sale" (MS EC 17). (Note that 
belief is here realized through a modal auxiliary – have to –, although lexical-semantic 
realizations are also possible, e.g. the battle will likely be won [MA BW 4].) Finally, I will 
focus on perspective since, as mentioned above, it will be helpful in revealing the text 
producer's position vis-à-vis the reader as well as tie in with the location of metaphorical 
expressions in text.  
 In a nutshell, the study at hand focuses on process types and participants in 
processes as well as on which kinds of aspect (in the broad sense) are conceptualized 
metaphorically. Observing and describing metaphor on the level of language by means of 
the above taxonomy will enable me to analyze the group schemata prevailing for 
participants in secondary business discourse (i.e. journalists and their audiences). Another 
object of analysis is the relations between discourse particpants, comprising both the 
relations between text producers and recipients in secondary discourse and, to a lesser 
extent, the secondary discourse participants' relation to participants of primary discourse. 
These relations are seen as conveyed by the text producers' specific usage of metaphor 
clusters and alternative metaphors. Deducting discourse roles and identities through 
metaphor usage will, if necessary, be supported by looking at the way text producers 
employ personal pronouns, especially we and you, to construct participants (Fairclough 
1995b: 203; Fowler et al. 1979: 201-204). However, in order not to spread the analysis too 
thin, adding other parameters will be a rather random affair and is not meant to serve as 
systematic evidence. 
 While the quantitative analysis is meant to yield initial results about the productivity 
of particular metaphors and their prominence and perceived relevance in the discourses at 
hand, recontextualizing the attested frequencies in sample texts paves the way for 
assumptions about what underlying conceptual models influence those discourses. I will 
present the findings from this qualitative part of the empirical study in graphic form, 
showing how the interplay among the metaphoric blends in the clusters as well as the 
relations between them and alternative metaphors may form complex cognitive models 
                                            
108 On the other hand, the example above could be read as an expression of processes in globalized 
markets becoming more and more agentless and anonymized. Seen as such, medial transitivity would not 
be a conscious choice to veil agents but an appropriate picture of economic reality.  
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(Figures 12 and 15 in sub-sections 4.3 and 5.3, resp.). Relations within and between such 
schematic representations have traditionally been  
theorized to be hierarchically structured with more abstract and general 
categories of information at the top of a pyramid structure and more specific 
categories at the bottom (Augoustinos & Walker 1995: 49; see also 74). 
 
However, in my graphic representation, I follow, albeit somewhat loosely, Abric's (1984) 
notion of representations as containing interdependent elements organized around a core. 
In Figures 12 and 15, hierarchy decreases with the distance from that core. The local 
systematicity metaphor chains and their various functions cause in sample texts is 
extended by those conceptual models, since they show the emergent metaphoric 
systematicity on the level of discourse (Cameron 1999: 16).  
 This concise discussion of results will be followed by a more macroscopic look at 
both the discourse and the socio-economic practice the conceptual models help to 
(re)produce. In the case of alternative metaphors, another issue in this context is whether 
alternative metaphors actually subvert those practices. In short, my methodology 
combines the framework proposed by CDA (see Figure 1 in the Theory section; Fairclough 
1995a: 98) and the three-level analysis of ideology and discourse as put forth by van Dijk 
(1995: 20). Both methodologies include descriptive text analysis of a wide variety of 
features (Fairclough 1995b: 202-203; van Dijk 1993: 265 and 273-277; 1996: 89). The 
method and perspective I apply, i.e. electronic corpus analysis and functional grammar, 
accounts for both quantitative text description as well as qualitative text analysis. As for the 
discourse level of analysis, Fairclough focuses on an interpretative analysis of how 
discourse practice, i.e. production, distribution and reception/interpretation of texts, is 
enacted. Van Dijk, on the other hand, stresses the need for analysis along the lines of 
personal and social cognition to assess what values, ideologies, attitudes and types of 
knowledge inform a text. Both theorists find common ground again in broadening the 
scope to the explanation of socio-cultural practice including identities and relations in 
groups on the situational, institutional and societal level. By summarizing my results in the 
form of conceptual models and discussing the impact of such cognition on text, discourse 
and socio-economic practice, I aim to verify the claim that only an integrated "study of [...] 
cognitive and social dimensions [...] enables us to fully understand the relations between 
discourse and society" (van Dijk 1997a: 35).  
 I shall now show how the method outlined in this section can be applied to concrete 
empirical data.  
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4 MARKETING AND SALES DISCOURSE 
[The marketing people's] war vocabulary betrays them:  
They talk about campaigns, targets, strategies, impact.  
They plan targets, a first wave, a second wave. They are afraid of  
cannibalisation, refuse to have themselves vampirised. [...]  
These are the soldiers about to fight WWIII.  
(Beigbeder 2000: 32; trans. VK; original emphasis)109  
 
In this first empirical section, I will analyse the dominant cluster of WAR, SPORTS and GAMES 
metaphors to be found in media discourse on marketing and sales. Additionally, I will 
investigate alternative metaphors, most notably the ROMANCE metaphor as emerging in the 
sub-discourse of Relationship Marketing (Sheth & Parvatiyar 2000), and its interaction with 
the prevailing metaphor cluster. As mentioned in the previous Method section, the initial 
quantitative analysis of the corpus, based on pre-defined lexical fields, will be 
complemented by a more in-depth qualitative analysis of four sample texts. Having carried 
out this two-fold analysis, I will round off the chapter by sketching the possible conceptual 
map underlying contemporary marketing discourse and discussing its socio-cognitive 
impact on and origins in the broader social formation this discourse is embedded in.  
 First, however, let us turn to quantitative findings, starting with the lexical fields they 
are based upon.  
4.1 Quantitative analysis 
4.1.1 Lexical fields 
My previous knowledge of media discourse on marketing made me identify WAR, SPORTS 
and GAMES as the dominant metaphors in that domain. In order to better demarcate those 
rather vast fields, I decided on 35 lemmas for each field to be included in quantitative 
analysis. As explicated in the Method section, I started from anecdotal evidence from 
single articles as well as my previous knowledge of business media discourse, which I 
checked against special thesauri and glossary to arrive at eight lexical fields including an 
equal number of lemmas. Those lemmas are spread across the three word classes of 
nouns, verbs and adjectives/adverbs and incorporate relations of antonymy, hyperonymy 
and synonymy. While the word classes are lumped together in the figures below, 
                                            
109 "Leur vocabulaire belliqueux les trahit: ils parlent de campagnes, de cibles, de stratégies, d'impact. Ils 
planifient des objectifs, une première vague, une deuxième vague. Ils craignent la cannibalisation, refusent 
de se faire vampiriser. [...] Ce sont des militaires, tout bonnement, en train de mener la Troisième Guerre 
mondiale".  
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antonymy is represented by two-way arrows between lexical units, hyperonymy is 
indicated vertically, with the lemma of the highest order appearing on top of the chart, and 
(near) synonymy is referred to by grouping several items in one box. Colour is functional in 
the charts, with red being used for the highest level of hyperonymy and subsequent levels 
being represented in blue, green and yellow. The four levels on the vertical axis of 
hyperonymy which we thus find are differently weighed, with the second or third being 
most prominent. An example from Figure 10 is game, to gamble (in red), a hyperonym 
which yields casino (blue). This in turn shows roulette as a hyponym (green), which again 
functions as a hyperonym for chip (yellow).  
According to the blended nature of war itself – combining archaic physical fight with 
more sophisticated strategy –, the first lexical field contains items relating to physical 
violence (blood, to bleed, bloody; bruise, to bruise; cut-throat; killer, to kill) as well as those 
stemming from military science (to beleaguer; campaign, to campaign; launch, to launch; 
target/targeting, to target; maneuver/manoeuvre, to maneuver/manoeuvre).110 A detailed 
graphic representation of the field is presented in Figure 8.  
                                            
110 While launch also has nautical collocations, corpus research has shown that its most frequent usage is 
with abstract nouns involving military plans (Stubbs 2001: 307). 


























Fig. 8. Lexical field "war"111 
 
The field contains 35 lemmas or headwords, which can be split up into 79 lexemes (the 
lemma battle e.g. comprises the lexemes battle, battlefield, battleground, to battle). Of 
these lexemes, a majority of 43 or 54.43% are nouns, while 26 or 32.91% are verbs and 
only ten or 12.66% are in fact adjectives. As word-class distribution is skewed, the 
                                            
111 Please note that field comprises battlefield as well. Strictly speaking, the units soldier on the one hand 
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quantitative findings will have to be interpreted in relative instead of absolute terms. The 

























Fig. 9. Lexical field "sports"112 
 
In this second field in the cluster, the 35 lemmas comprise 62 different lexemes. While 
nouns again feature most prominently (31 or 50%), I managed to render the relation 
                                            
112 While it could be argued that shot, to shoot is already a metaphor in a sports context, its inclusion in all 
ball game glossaries I relied on (First Base Sports 2001; Sydney Storm 1998) suggests that it is lexicalized 
up to a point where it can be considered a technical, if not "dead", metaphor (see also Method section). 
Although of no synchronic relevance, it should still be noted that the term match is a first hint at the cognitive 
model relating romance and aggression (see section 5). Having it origins in the Indo-European root *mag-, 
"to knead, to fit together", it later came to mean "spouse" (cf. the expression a perfect match). The notion of 
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between them and adjectives (12 or 19.35%) slightly more balanced than in the lexical 
field of war. Verbs show almost the same figures as in the previous chart (19 or 30.64%). 
As can be seen, the types of sports drawn upon to compose the lexical field include the 
ones most popular not only in Britain and the US – i.e. football, soccer, basketball and 
baseball – as those are most likely to be used metaphorically.113 Apart from those contact 
sports, additional lexical items were taken from auto and horse racing (pack, pole position, 
race, turf) to account for the field of racing, while tennis terms play only a minor role (grand 
slam, volley).114 The field of sports, in contrast to the war field, lacks the most generic term 
– sports –, which cannot be found in metaphoric usage in the corpus either. Still, the 
lexical field consists of four levels as well, with levels two and three containing the largest 
number of items in both cases.  
 The observation that sports, especially contact and/or team sports, can function as 
a sublimation of war is reflected in the overlap between the two lexical fields, as reflected 
in frequent polysemy (Küster 1978: 82; see also Jansen & Sabo [1994: 3] for the military 
terminology of football coverage). Among the "pervasive, colourful metaphors of war used 
for [...] sport" (Malszecki 1995: 8) are the technical metaphor shot, to shoot (see n.112) as 
well as the item field, which can refer to both a battlefield or a playing field. Less obviously, 
champion also ties in with war terminology, as it is etymologically related to campaign, 
both of which derive from the Latin word for field, campus. Originally, the champion was 
the last gladiator to persist in the arena or field (Malszecki 1995: 12). While this etymology 
is hardly of synchronic importance, it nevertheless reveals the conceptual links between 
war and sports leading to diachronic semantic change. War and sports do indeed form a 
conceptual model defined by the "compression of opposites in [an] extreme state of 
excitement" (Malszecki 1995: 91). As can be seen from the third lexical field, this model 
can furthermore be enlarged by the domain of games.  
                                            
113 Bryson (1990: 174) identifies football as a key sport, in which 81% of Australian males and 61% of 
Australian women over 16 years of age declare to be interested. Similarly, Messner (1992: 8) lists football, 
basketball and baseball as among "the U.S. 'major sports'".  
114 Due to its lack of wide-spread popularity, the type of sport closest to war, i.e. boxing, is missing from both 
the lexical field and, as a metaphorical expression, from the corpus. However, anecdotal evidence suggests 
that related concepts are occasionally drawn upon in business discourse, as in the following example: 
"'We've got WorldCom on the mat. Now it's time to kick them,' boasts one sales rep" (Haddad & Foust 2002: 
41). 
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The above lexical field comprises 51 lexemes and is the one most biased for nouns, which 
account for 33 lexemes or 64.7%. In contrast to those two thirds, only just over a quarter 
(14 or 27.45%) of all lexemes are verbal ones. Adjectives, of which there are four (7.84%), 
lag far behind, once more necessitating a discussion of relative rather than absolute 
frequencies.  
 While the field of sports showed a number of similarities with that of war, the domain 
of games is in turn related to sports. This is most clearly conveyed by the fact that the two 
lexical fields actually share one top-level item, namely the lemmas play and game. 
However, in terms of lexemes, to gamble and playful have been added, the latter focusing 
on the fun rather than the contest aspect of games. The third common lexical unit, ball, 
here appears on the lowest level, as roulette equipment, rather than on the second level 
as a hyperonym for different ball games. I decided to omit that sub-field as it seemed too 
close to sports. A final connection to the previous field of sports is represented by the item 
bet, to bet as betting is done in races. The conceptual links between sports and games are 
obviously quite tight, so tight in fact that Eubanks (2000: 51-54) discusses the TRADE IS A 
GAME metaphor as one showing "considerable variation [...], including most prominently 
metaphors of cards, chess, and football" (2000: 53). By contrast, I chose to distinguish 
between sports and games despite the apparent cognitive proximity of the two. The reason 
for this lies in my view of the former as foregrounding a competitive contest aspect 
whereas the latter rather highlights a collaborative fun aspect. Still, "game metaphors have 
a hologramic quality" (Eubanks 2000: 128) in that they can be either attenuated to display 
the notion of peaceful leisure activity or be intensified to approximate the WAR metaphor. 
Eubanks (2000: 129) quotes poker as an example of games taking on a belligerent quality. 
Another one is chess, "itself a war metaphor" (Eubanks 2000: 41; see also Green 1982: 
342, who quotes chess champion Bobby Fisher characterizing his game as "limited 
warfare").115 Finally, the lexeme rip-off, to rip off also betrays the idea of physical 
aggressiveness, if not violence, and thus constitutes a metaphorical expression itself.  
 Even before checking which of the units from the lexical fields occur in metaphorical 
expressions in the corpus and how often and in what word forms they do so, or where and 
in what functions they occur within a single text, we can see that the war-sports-games 
cluster is obviously very tightly-knit. To conclude this presentation of the lexical fields on 
which the following corpus analysis is based, I would now like to turn to a – seemingly, at 
                                            
115 Chess not only provides a link between games and war but also between games and sports, as it is 
officially classified as a sports discipline.  
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least – quite different field, namely that of romance, which serves as the foundation from 



























Fig. 11. Lexical field "romance" 
 
The field represented in Figure 11 is unique in that among the 68 word forms, adjectives 
show a higher number and percentage than verbs (16 or 23.35% as opposed to only 14 or 
20.59%), making them rank second behind nouns (38 items or 55.88%). As the possible 
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alternative metaphor in marketing and sales was chosen with regard to the framework of 
Relationship Marketing, the field also features the lexemes family and friend/friendship, 
friendly, although these denote non-romantic private relationships. Still, I decided to 
represent the majority of lemmas and retain the label "romance". It can be noted that a 
number of lexemes – such as dalliance, to dally; suitor; courtship, to court, courtly and 
nuptials, nuptial – are actually marked as old-fashioned, which indicates that the ROMANCE 
metaphor may be attenuated by drawing on historical rather than contemporary 
expressions of love and relationships.  
 Having thus established the basis for corpus-driven analysis, I would now like to 
present and discuss the quantitative findings.  
4.1.2 Absolute and relative frequencies 
As discussed in the Method section, this sub-section will detail the absolute frequencies of 
metaphorical expression in the marketing and sales corpus and, following from those 
figures, its overall metaphor density. Further, the metaphor cluster will be broken down into 
relative frequencies. Relative frequency is also at stake when it comes to identifying the 
spread of metaphorical expression across word classes. As for the metaphor cluster, this 
final analysis will be further specified by crossing it with figures for the word class 
frequencies of the three metaphors. All those quantitative results will enable me to make 
first assumptions on the nature of the underlying conceptual map in terms of its structure 
(word classes, lemmas selected for metaphoric usage from the lexical field) as well as its 
relevance as perceived by discourse participants using the respective metaphors. 
 From Tables 12 and 13 in the Appendix it can be seen that 847 metaphorical 
expressions have been found in the corpus, equalling a metaphor density of an average 
5.3 metaphorical expressions per 1,000 words. Apart from that, the first most obvious 
finding is that the lexical field of war is the one of which most lemmas are realized as 
metaphorical expressions. Of the overall 35 lemmas, 33 or as much as 94.28% are indeed 
realized in the form of expressions derived from the WAR metaphor. Lemmas from the field 
of sports come in second, with 25 out of 35 (71.43%) occurring metaphorically. The field of 
games finally shows 18 items (51.43%) in metaphorical expressions and thus ranks third. 
This order is also reflected in the number the three metaphors account for among the 847 
attested metaphorical expressions in the marketing and sales corpus:116 While the WAR 
                                            
116 Due to cross-classification of the lemmas play, game, shoot, field and ball, the number of tokens for the 
three domains totals 918, thus exceeding the number of 847 metaphorical expressions given in Tables 12 
and 13 (Appendix).  
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metaphor contributes more than two thirds (589 tokens or 69.54%), the SPORTS metaphor 
represents a quarter (216 tokens or 25.5%), with the GAMES metaphor amounting to a 
mere 113 tokens (13.34%). A final, related indicator of the vast differences in number of 
lemmas selected for metaphoric usage are the respective type-token ratios, which, based 
on the metaphoric types actually realized, are 0.056 for the WAR metaphor, 0.116 for the 
SPORTS metaphor and 0.159 for the GAMES metaphor. It can thus be seen that the more 
lemmas are selected from a particular lexical field, the greater the variety of the related 
conceptual metaphor in the form of metaphorical expressions in the corpus.  
 However, while expressions based on the WAR metaphor are varied, some of them 
are also rather conventionalized. This can be observed in the fact that the three top slots 
are occupied by the lemmas campaign and launch as well as target. Together, they show 
369 tokens and thus make up almost half of all the 847 metaphorical expressions in the 
corpus as a whole (43.56%) and even nearly two thirds (62.65%) of all metaphorical 
expressions of WAR.117 As corroborated by both the 100-million-word British National 
Corpus (BNC) as well the 450-million-word Bank of English (BoE), campaign and launch, 
the two most frequent types, collocate with each other, a fact which explains their similar 
frequencies. As for the third most frequent type, target, a look at the single concordance 
lines conveys that the metaphoric form is the only one to occur, i.e. the metaphorical 
meaning is the exclusive one in the corpus (see Charteris-Black & Ennis 2001: 254 for a 
parallel in financial reporting). This conventionalization is not restricted to marketing 
discourse, however, as reflected in the two reference corpora: In a random sample of 100 
lines, there were but seven instances of a literal target in the BNC and 16 in the BoE.118  
 To sum up, we can say that judging from the number of metaphorical expressions it 
generates in the corpus, the conceptual metaphor MARKETING IS WAR is highly entrenched, 
which relativizes the numbers quite sharply. Although it gives rise to very conventionalized 
expressions such as Coca-Cola is to launch a global advertising campaign this weekend 
(MS FT 51) or firms are having to target potential customers more precisely (MS EC 18), 
there are also a number of relatively unconventional or even new expressions, e.g. by 
being first [to go public], "you get blood on your spear [...]," he says (MS BW 15) or even 
                                            
117 Although remarkable in terms of numbers, it comes as no surprise that authors writing for the Financial 
Times should betray a very pronounced tendency to use highly conventionalized metaphorical expressions. 
It is most probably the particular conditions of high-pressure newspaper production that make the three most 
frequent expressions account for a stunning 70% (69.6%, to be precise) of all metaphorical expressions 
searched for in that publication.  
118 However, users of the metaphor seem to be aware of it being a metaphor, as evidenced by visual 
representations like the one in Greene (2002), which consists of a collage showing a Microsoft top executive 
aiming at targets with a bow and arrow.  
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Dell's efficiency jihad (Park & Burrows 2001: par.9). Another case in point is the notion of 
guerrilla marketing (MS EC 15), which can be regarded as less prototypical than 
expressions metaphorizing fights between armies (Eubanks 2000: 60; see also Reardon 
[1985 [1996]: 48] for the "feminine" nature of guerrilla warfare). It is those less entrenched 
metaphorical expressions which convey the underlying metaphor's productivity (Clausner 
& Croft 1997). When it comes to productivity, the two other metaphors in the cluster, 
SPORTS and GAMES, pale in comparison. Further, the lexical fields have shown that the 
concept of war also permeates the other two domains but not vice versa, corroborating 
Desmond's observation that "war [...] can embrace and subsume other topics with little 
reciprocal effect" (1997: 341). The question whether this one-way transfer of war features 
to other areas can also be observed in the concept's metaphoric usage will be one of the 
key issues driving the qualitative analysis. For the time being, I would like to claim that the 
greater productivity of the WAR metaphor reduces the other two metaphors in the cluster to 
an ancillary status.  
 The question remains, however, why text producers draw so heavily on the WAR 
metaphor, making it almost paradigmatic for media discourse on marketing. The obvious 
answer relates to the gendered, i.e. masculinized, nature of war and hence the WAR 
metaphor. One of the consequences of the fact that "cultural conceptions of war 
specifically exclude the 'feminine'" (Desmond 1997: 338) is that their wide-spread use in 
marketing discourse in the form of metaphorical expressions helps to maintain the social 
domain of marketing as a male arena. Seen as such, the abundant metaphorical 
expressions of WAR in the corpus would serve their producers' – probably largely 
unconscious – aim to reify a discourse community characterized by masculinity. The sheer 
numbers seem to indicate that  
conceptions of warfare have traditionally acted to maintain the dominance of 
male over female interests in society and [...] marketing has largely aided and 
abetted this process (Desmond 1997: 338).  
 
Moreover, high frequency and hence dominance of the WAR metaphor as used for those 
particular ends would not only impact on the nature of a specific discourse but also on the 
socio-cognitive models underlying that discourse. Still, the quantitative analysis alone does 
not suffice to theorize about such models; the analysis of how often the metaphor is used 
will have to be complemented by an investigation into how it is employed. However, before 
doing so, a look at word class distribution is intended to shed some more light on the 
nature of any basic conceptual model. 
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 As stated in 4.1.1, all lexical fields show a more or less prominent nominal bias. To 
see if a particular word class is over or underrepresented, we therefore need to compare 
the results in Tables 10 (below) and 13 (Appendix) to the percentages of word classes 
across all three fields in the cluster.  
 
Table 10 
Relative frequencies of word classes in marketing and sales cluster119 
 noun Verb adj/adv TOTAL 












































































Even a cursory glance at Table 10 reveals that compared to their percentages in all three 
lexical fields (Figures 8-11 in 4.1.1), both nouns and verbs are over-represented when 
used metaphorically. In contrast, adjectives/adverbs are remarkably under-represented, 
being more than twice as frequent in the lexical fields as in metaphoric usage. When 
looking at the separate metaphors, the same tendencies can be observed in intensified 
form in the case of the WAR metaphor. Although this seems to contradict the view of war as 
a process rather than as a state (see Theory section), it should be noted that the strong 
nominal bias is largely accounted for by the most frequent and highly conventionalized 
lemma, campaign. Hence, that nominal bias need not indicate a static conceptual model. 
Another search word showing notably more nominal than verbal forms is war itself. A 
broader picture of the word forms war and warfare reveals that they most often show up as 
an object affected by some process, i.e. as a disposed entity (these companies have a 
better chance of surviving the online price wars [MS BW 31]), totalling six of their 23 
occurrences. An equal number of occurrences is accounted for by war/-fare functioning as 
a predicative in a phrase with declarative status (e.g. AOL vs. Microsoft: Now It's War [MS 
FO 20]), an extremely static way of using the word forms. Ranking second are examples in 
                                            
119 Please note that the numbers in both lines and columns have been added, whereas percentages have 
been calculated across lines only. Due to cross-classifications of the lemmas play, game, shoot, field and 
ball, figures in Table 10 differ from those in Table 13 (Appendix) in three cases: the total number of nominal 
metaphorical expressions, the total number of verbal metaphorical expressions and, consequently, the 
overall number of metaphorical expressions in the corpus.  
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which the forms act as a circumstance, as in Merck's Vioxx will trump Pfizer's Celebrex in 
the painkiller wars (MS FO 6).120 This usage occurs in four out of 23 instances. Apart from 
three miscellaneous cases, in which war is further defined by featuring as the second part 
of a compound noun (store wars [MS EC 37], branding wars [MS FT 20], consumer 
marketing wars [MS BW 4]), the type can also be found as the first part of a compound 
noun (war chest [twice in MS BW 27], war zone [MS BW 15]). Perhaps the most 
remarkable fact is that the forms war/-fare occur only once in an enactive process (with 
price wars breaking out in this category daily [MS BW 31]). This anticipatory qualitative 
glimpse at the functions of two particular lexemes suggests that WAR might be a more 
static concept than I had originally assumed. Yet, more in-depth qualitative analysis is 
needed to show if such a static nature is maintained when metaphorical expressions of 
war interact with other metaphors in the sample texts.  
 The SPORTS metaphor could well modify this relatively static nature brought into the 
cluster by the WAR metaphor. While the GAMES metaphor mirrors the overall trend of 
nominal and verbal over-representation as opposed to adjectival under-representation, the 
second metaphor in the cluster shows only a slightly lower percentage of 
adjectives/adverbs. In addition, its 17.13% of adjectives/adverbs is far above the average 
attested for the three clusters. This relatively strong adjectival nature is largely brought 
about by the forms (un)fair, fast and tired/tireless/tiresome, which, although classified as 
instantiations of the SPORTS metaphor here, appear in general contexts as well. More 
important, however, the SPORTS metaphor shows an untypical under-representation of 
nominal forms. The verb-heavy course is set by the lemmas which were split up into a 
nominal and a verbal form, namely catch, to catch; jump, to jump; kick-off, to kick off; 
play/player, to play; punch, to punch; race/to race; run/runner, to run; score, to score; 
speed, to speed; throw, to throw. Of these ten lemmas, only two – punch and race – show 
more nominal than verbal forms. It is quite remarkable in this context that play shows 
almost as many verbal as nominal forms (17 as compared to 19), although I searched for 
two different nominal lexemes (play/player) but for only one verbal form (to play). The 
same nominal bias in lexemes can be seen with run, which nevertheless occurs in as 
many verbal as nominal instances. The remaining lexemes convey a clear tendency to be 
used as verbal rather than nominal metaphorical expressions, making the SPORTS 
metaphor a rather dynamic one. While this is rather unsurprising given the movement-
centred model of sports, it is still interesting to note that two related fields – war and sports 
                                            
120 Note that in this example, the WAR metaphor is crossed with the GAMES metaphor.  
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– can obviously be structured quite differently when employed metaphorically. In the 
Method section, I pointed out that the choice of metaphoric models could be an at least 
partial reflection of the in-group schema embraced by the metaphor producers (i.e. 
journalists). Alternatively, the structure of the selected conceptual metaphors could also 
reveal what participants of a secondary media discourse perceive as the group schemata 
prevailing in the domain they refer to (i.e. the schemata held by marketing people). In 
either case, the schemata would be rather contradictory – including both static and 
dynamic elements – if based on the quantitative evidence of word class assignment alone. 
Again, it remains to be seen how the two differently structured metaphors tie in with each 
other when recontextualized, and what qualitative part the less dominant GAMES metaphor 
will play in the texts.  
 Before addressing that issue, however, I will conclude the quantitative section by 
analysing the frequency patterns of the alternative ROMANCE metaphor (Table 14 in the 
Appendix). First, it is notably less frequent than even the least frequent cluster metaphor. 
Where the GAMES metaphor showed at least 113 occurrences, the ROMANCE metaphor has 
only 50 instantiations. Likewise, of the 35 lexical units in the field, only 15 or 42.86% are 
used in metaphorical expressions, accounting for a type-token ratio of 0.3.121 Due to those 
low numbers, it is impossible to ascertain from the corpus whether the ROMANCE metaphor 
is really, as hypothesized above, attenuated through old-fashioned or historical lexical 
units. Being an alternative metaphor, it is obviously not particularly entrenched in 
secondary marketing discourse. Neither is it particularly productive in the sense of 
motivating novel metaphorical expressions; the most frequent lemmas betray only very 
conventional expressions along the lines of it has attracted those Nike lovers (MS FO 19), 
Citicorp [...] are setting up separate offices to woo investors (MS BW 22) or that's 
appealing to the desired twentysomethings (MS BW 17). Even if one concedes that the 
most frequent metaphors may also be the most conventionalized ones and therefore looks 
at less frequent realizations of the ROMANCE metaphor, the picture remains the same. 
Among the very few novel expressions, we find the claim "Peace Love Linux" (MS BW 17). 
It is no coincidence that this one example should be quoted from the primary discourse of 
advertising. As I show elsewhere (Koller 2002b), advertising for particular product 
categories is indeed rife with metaphorical expressions of private relationships in general 
and romantic partnerships in particular. The fact remains, however, that as a feature of 
                                            
121 If one adds the 50 occurrences of the ROMANCE metaphor to the number of metaphorical expressions 
deriving from one of the cluster metaphors, metaphor density in the marketing and sales corpus rises to 
5.61.  
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media discourse on marketing, the ROMANCE metaphor is not entrenched and 
consequently not productive either. I would thus infer that, in contrast to marketers 
themselves, participants in secondary marketing discourse do not ascribe any great 
importance to this alternative metaphor. As the notions of romance and war are – at least 
on the surface – diametrically opposed (see Heilbrunn 1989 for an example of such bi-
polar usage), it should come as no surprise that their respective frequency patterns in 
discourse are reciprocally proportional. While the qualitative analysis will elaborate on this 
inverse link between WAR and ROMANCE metaphors, the fact remains that both are certainly 
highly gendered, in fact sustaining a fairly strict gender dichotomy.  
In terms of their spread over word classes, the alternative metaphorical expressions 
show a behaviour very similar to that of the cluster metaphors (with the exception of 
nominal forms being slightly under-represented). Verbal forms are over-represented while 
adjectival ones are under-represented when compared to their percentage in the lexical 
fields. The original lexical field was remarkable in that it is the only one to include a higher 
percentage of adjectives than verbs (23.53% compared to 20.59%). Yet, this structure 
does not translate into a similar pattern of metaphoric usage. On the contrary, while there 
are more than twice as many verbal metaphorical expressions than there are verbal forms 
in the lexical field (40% and 20.59% respectively), the percentage of adjectives and 
adverbs plummets to one-digit levels in metaphoric usage (6% as opposed to 23.53%). As 
for the inferences to be drawn from these data, the sample seems rather too small to 
generalize about the structure of the underlying conceptual metaphor, let alone its link to 
group schemata. Suffice it to say at this point that, although nouns are the one most 
prominent group among the metaphorical expressions, the metaphor shows a tendency to 
favour verbal realizations. The question remains whether this strong emphasis on verbs at 
the expense of adjectives is specific to the ROMANCE metaphor and thus speaks of a 
dynamic underlying model or whether it is yet another example of the sparseness of 
adjectival metaphors.  
To sum up the quantitative results, it can be seen that in media discourse on 
marketing and sales, the WAR metaphor is most frequent and most entrenched and that the 
highest number of lexemes is selected from the lexical field to realize the metaphor. Within 
the cluster, it is followed by the SPORTS metaphor and, ranking third, the GAMES metaphor, 
making it dominant and likely to be supported by the other two metaphors. The obvious 
explanation why discourse participants so much focus on the WAR metaphor lies in its 
masculinized nature: Emphasis on that metaphor characterizes marketing discourse as a 
male arena. While the three concepts in the cluster are closely related – as indicated by 
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overlaps in both lexical fields and metaphoric usage –, they nevertheless show different 
patterns when it comes to word classes. Although nominal metaphorical expressions are 
the most frequent realizations of all three metaphors, relative word class frequencies differ 
with regard to the three metaphors, leading to the inference that the WAR metaphor might 
have a more static structure than the verb-heavy SPORTS metaphor. It is an interesting 
finding that the nominal bias of the lexical fields should transfer to the attested 
metaphorical expressions. While it is certainly possible that underlying conceptual 
metaphors "may be more common [as verb metaphors] than nominal metaphors" 
(Cameron 1999: 15), things are quite different when it comes to the surface-level 
realization of metaphor. Here, nominal metaphorical expressions dominate, at least in my 
data. This fact is in line with Goatly's claim that nominal metaphorical expressions "are 
either more recognizable as [metaphorical expressions] or yield richer interpretations than 
[metaphorical expressions] from other word-classes" (1997: 83). He bases this statement 
on the property of nouns as referring to things and thus being "referring expressions in the 
strictest sense [revealing] very strongly the clashes between conventional and 
unconventional reference" (1997: 83). According to Goatly, things as referenda 
furthermore evoke whole bundles of semantic components, thus making for more vivid 
images. My findings for business media discourse seem to corroborate his claim.  
So far, however, I have looked at cluster metaphors only. What then about the 
alternative ROMANCE metaphor? This is the least frequent metaphor to have been 
investigated and it does not seem to be entrenched and productive in media discourse on 
marketing either. Its word class pattern corroborates the nominal bias in metaphor usage 
and shows remarkable discrepancies between percentages in lexical fields as opposed to 
metaphoric occurrences in terms of verbs and adjectives/adverbs. However, further data 
are needed to draw conclusions about the structure and significance of the alternative 
metaphor. These will be provided in the following section. 
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4.2 Qualitative analysis 
In the following, I will analyze one sample text from each of the four publications in the 
corpus. The texts selected not only show a high frequency of the metaphors in question 
but also clustering of those metaphors. All four texts share common characteristics, such 
as being in written form and including other surface structures not represented in their 
"semiotically impoverished" (Mautner 1995: 6-7) text-only electronic form, e.g. graphs and 
illustrations. Although target readerships differ from one publication to the other, 
participants to the text (journalists and readers) as well as the purpose of their interaction 
(i.e. conveying/obtaining information, providing/granting diversion and, on part of the text 
producers, also transporting a particular view on the topic at hand) are comparable for all 
four texts. Finally, all samples of course deal with the topic of marketing in one way or 
another. Here, however, similarities end. It is not only the demographics of the various 
publications' audiences which differ, but also their scope in terms of circulation (van Dijk 
1996: 89; see Method section). The following analysis is poised to determine if and in how 
far the texts differ in terms of "models, that is, [...] ideologically controlled representations 
of the situation" (van Dijk 1995: 26).  
4.2.1 Sample text Business Week (BW) 
The marketing and sales text selected from Business Week is MS BW 7, which is 
reproduced below. Metaphoric realizations of lexemes from the lexical fileds have been 
colour-coded to provide a better overview of where and how often they occur (red for 
metaphorical expressions drawing on the WAR metaphor, blue for SPORTS and green for 
GAMES, with alternative expressions deriving from the ROMANCE metaphor in yellow). 
Wherever a word in colour is also set in italics, it belongs to the respective domain but was 
not included in the lexical field.  
Portal Combat  1 
In Asia, a bruising battle for cyberturf  2 
Mary Ong, the CEO of newly formed Lycos Asia Pte Ltd. (LCOS), is the first to admit 3 
that her operation isn't up to speed yet. Since U.S. Internet powerhouse CMGI, which 4 
owns the Lycos Web portal, announced in September a joint venture with Singapore 5 
Telecommunications to set up customized versions of Lycos in 10 Asian cities, Ong 6 
has been scrambling to hire staff, find office space, and get the business started – 7 
pronto. Lycos launched its Singapore site in December, when it also announced 8 
plans to go online in Malaysia and the Philippines. With rivals such as Yahoo! Inc. 9 
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already well established, Ong knows that Lycos can't afford to lose any more time. 10 
''We are late,'' she says. ''We have a big challenge catching up.'' 11 
It doesn't make Ong's task any easier that other U.S. Internet companies are 12 
targeting Asia, too. America Online (AOL), AT&T (T), Microsoft (MSFT) – some of the 13 
biggest names in cyberspace are stepping up their Asian operations, forming new 14 
subsidiaries, joint ventures, and alliances to take advantage of the world's fastest-15 
growing Internet markets. ''U.S. companies have become unbelievably more 16 
aggressive,'' says analyst Rajeev Gupta of Goldman, Sachs & Co. in Hong Kong. 17 
And with the November deal between Washington and Beijing on China's entry into 18 
the World Trade Organization, the pace is sure to increase as the Chinese phase out 19 
restrictions on foreign ownership of local Internet companies. 20 
Why the flurry now? Sheer numbers. International Data Corp. estimates that online 21 
spending in non-Japan Asia will double from $2.2 billion in 1999, to $5.5 billion by 22 
yearend. That's still small by American standards – the U.S. is expected to spend 23 
$133 billion on Internet commerce this year – but the trend is clear. By 2002, 24 
estimates IDC, 60 million Asians will be hopping on the Net, spending some $30 25 
billion on purchases. ''The year 2000 will be the year that the global e-commerce 26 
players (players) invade Asia,'' says David C. Michael, a vice-president at Boston 27 
Consulting Group in Hong Kong. 28 
DEEP POCKETS. Already, three front-runners have emerged. At the head of the 29 
pack is Yahoo (YHOO), backed by Japan's Softbank Corp., which is recreating in its 30 
Asian backyard the successful investment strategy it used in the U.S., buying stakes 31 
in a wide range of Net startups. CMGI (CMGI), which owns Lycos, is behind a rival 32 
group. The third main contender is AOL, which has launched its service in several 33 
markets and is a key shareholder in Hong Kong-based Chinadotcom Corp. 34 
But their front-row places may be in jeopardy. Homegrown portals are not simply 35 
rolling over for the Americans. Some are playing (playing) up their local roots to 36 
appeal to nationalist customers, while others are introducing new services before the 37 
foreigners do. To attract users to its portal, for example, South Korea's Serome 38 
Technology Inc. on Jan. 5 started offering free local phone calls using the Internet, 39 
and promises free calls to the U.S. later this month. 40 
The newcomers have one big advantage: deep pockets. As more portals, both 41 
foreign and domestic, target the region, the competition for good content is becoming 42 
heated - and expensive. Unlike the U.S., Asia does not yet have an abundance of 43 
interesting Web sites. That's driving up costs. ''Because there are not that many 44 
content providers, everything will be more expensive,'' says Savio Chow, head of 45 
Yahoo's Asian operations in Hong Kong. 46 
Especially if rivals want to catch Yahoo. Following the early popularity of Yahoo! 47 
Japan, started in 1996, Yahoo set up a Korean portal in 1997. Yahoo Korea is now 48 
the market leader, with 30% market share and 23 million page views daily. Yahoo 49 
has Chinese-language sites for Taiwan, Hong Kong, and Singapore, and the 50 
company ranks No. 1 in a survey of popular portals in several Asian countries, 51 
according to Sydney-based researcher www.consult. 52 
Another edge for Yahoo is its Chinese-American founder, Jerry Yang, who can 53 
promote the company and gain media attention in China in a way that many others 54 
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cannot. For instance, during a September visit to Beijing, Yang spent half a day 55 
schmoozing with graduate students at Beijing University, talking in Mandarin about 56 
what it takes to be an Internet entrepreneur. Now, Yahoo is overhauling its Chinese 57 
site and forming a new partnership with Chinese software maker Founder, a powerful 58 
''red chip,'' or state company traded in Hong Kong. 59 
CONNECTIONS. As Yahoo expands, AOL is trying hard to keep pace. It started a 60 
Japanese version in 1997 and launched AOL Hong Kong in September. AOL hopes 61 
that Hong Kong will become a springboard into China. While AOL may not have a 62 
Mandarin-speaking founder, it does have something that may be more valuable in 63 
China: good guanxi, or connections, through its stake in Chinadotcom, a Hong Kong-64 
based portal service and the first Chinese Internet company to go public on Nasdaq, 65 
raising $90 million. 66 
CMGI and Intel (INTC) are counting on guanxi of a different sort. They have teamed 67 
up with Pacific Century CyberWorks founder Richard Li. In September, CMGI formed 68 
a $350 million partnership with Li to develop Web content for the Chinese market. 69 
Meanwhile, Intel has invested $50 million in PCC, which is preparing to launch a 70 
regional high-speed TV and Internet service this year. CMGI is also going for the 71 
glitz. At the introduction of Lycos' Singapore site, the company hired a local artist 72 
known as Tanya to entertain guests. 73 
As the three main contenders push forward, others must move quickly to avoid 74 
becoming also-rans. Microsoft Corp. wants to expand its MSN network. AT&T, 75 
through its Excite@Home (ATHM) subsidiary, plans to launch broadband service in 76 
Japan in early 2000. On Nov. 10, Internet search engine LookSmart Ltd. (LOOK) 77 
announced a $200 million deal with British Telecommunications PLC (BTY) to 78 
develop sites in Asia and Europe. 79 
BUILDING ALLIANCES. In response to the foreign invasion, some local rivals are 80 
trying to ignite nationalist passions. South Korea's Daum Communications Corp., 81 
which is second to Yahoo! Korea, has appealed to anti-Japanese sentiment by 82 
boasting in newspaper ads that it will repel Softbank's invasion just as Koreans 83 
defeated Japanese intruders more than 500 years ago. The newcomers also risk 84 
being associated with an American pop culture seen by some in Asia as too violent 85 
and permissive. 86 
Still, local content providers need to become part of the regional alliances the 87 
Americans are forming. ''We want to lock onto one of those grids so we can expand 88 
our size quickly,'' says Chong Huai Seng, vice-chairman of Panpac Media.com Ltd., a 89 
Singapore magazine publisher. Whether Asians like it or not, the Americans are 90 
coming. 91 
Targeting Asia 92 
Three U.S. companies are taking the lead in developing the Asian Web. Here's how 93 
they stack up: 94 
YAHOO! 95 
With leading sites in Japan and Korea, it is focusing on China through a partnership 96 
with a Chinese red chip, and is looking at India, too. 97 
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AMERICA ONLINE 98 
Developing Hong Kong as a testing ground for China, it is expanding regionally 99 
through its investment in China.com. 100 
CMGI 101 
After forming partnerships with Singapore Telecom and Pacific Century CyberWorks, 102 
it is hoping to make its Lycos portal a regional force. 103 
 
The text, labelled as "general" in terms of genre, consists of the article proper (lines 1-91) 
and a condensed version of its contents (lines 92-103). The sample is representative of 
the corpus in so far as of the 26 metaphorical expressions it contributes to the quantitative 
findings, those emerging from the GAMES metaphor are least frequent (6 or 23.08%), with 
realizations of the SPORTS metaphor ranking second (9 or 34.61%) and metaphorical 
expressions of WAR being most frequent, albeit under-represented when compared to the 
whole corpus (11 or 42.31% as opposed to 69.54%). While there are no metaphoric 
realizations of lexemes from the field of romance, there are six expressions which could 
qualify for a PARTNERSHIP metaphor (lines 38, 58, 69, 81, 96 and 102). The text file's 
dispersion plot shows that clustering is concentrated in the first half of the text, particularly 
at the very beginning. It is clear that metaphoric language is used to establish the 
conceptualization of the article's topic right away and to elaborate on it briefly afterwards in 
order to entrench the dominant metaphor cluster early on. In particular, metaphorical 
expressions of war can be found throughout the text and specifically at the very start of the 
text whereas the SPORTS metaphor shows a sketchier pattern, being most prominent 
towards the middle of the sample. Realizations of the GAMES metaphor are all but patchy. 
The few there are mostly occur right before or slightly after the middle of the text, with one 
appearing towards the end. However, the metaphor's mid-text concentration is too weak to 
indicate any argumentative function, the less so as it is largely reduced to the technical 
expressions stake(s) and red chip.122 It follows that clustering means mainly co-occurrence 
of the WAR and the SPORTS metaphor. Exceptions are the juxtaposition in lines 26-27 ("e-
commerce players invade Asia"), which could, by virtue of the dual nature of players, be 
classified as a three-fold cluster, as well as lines 29-34 immediately afterwards, being the 
only paragraph to incorporate instances of all three cluster metaphors, namely invade as a 
                                            
122 The expression red chip for a Hong Kong state company is in fact an analogical extension of blue chip, 
which of course derives from casino terminology and denotes a big company guaranteeing crisis-proof 
investment. As a novel extension, red chip can be considered more recognizable as a metaphorical 
expression than the rather entrenched blue chip.   
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metaphorical expression of war, front-runners and pack as instantiations of the SPORTS 
metaphor as well as players, which can be cross-classified as belonging to both the 
SPORTS and the GAMES metaphor. In order to decide on any metaphoric chains and the 
functions of the metaphorical expressions in them, let us look at how they evolve in the 
order of the text.  
 The headline, a word play on the collocation mortal combat (reference data from the 
BNC), introduces the WAR metaphor, to be elaborated on and combined with the SPORTS 
metaphor in the sub-title. The elliptic line 2 simultaneously defines the Asian market as a 
racing ground ("cyberturf") and a territory fought over in an alliterative "bruising battle" (see 
also MS BW 24 for the same expression) and is thus a prototypical cross of the two most 
dominant metaphors. In fact, this dual metaphorization corroborates Boers' observation 
that "abstract competition [...] is often structured in terms of RACING [...] or in terms of a 
FIGHT" (1999: 47; see also 2000: 139). Although the verb here functions as an attributive 
participle, it was formally classified as the gerund form of a verbal lexeme in the 
quantitative breakdown, showing the possible mismatches between formal and functional 
classifications. In qualitative terms, its progressive aspect still conveys overtones of 
durative and intensive trajectory. The metaphoric notion of fast, goal-oriented movement is 
taken up again in the first paragraph (lines 3-11). While realizations of the WAR metaphor 
are limited to the technical "launched" (line 8), we find the expression "her operation isn't 
up to speed yet" (line 4) representing the SPORTS metaphor. The company is here 
metonymically equated with its management and metaphorized as a runner in a race. This 
notion is extended in line 11, where the company's CEO is quoted as admitting that they 
have "a big challenge catching up". In this quote, the metaphor is in fact claimed by a 
primary discourse participant; its anaphoric link to line 4 shows that the metaphoric 
concept is shared by secondary discourse members.  
However, the same paragraph also introduces a second form of metaphoric fast 
movement, namely non-goal oriented or uncoordinated movement, which does not 
represent the SPORTS metaphor. The phrase "Ong has been scrambling to hire staff" (lines 
6-7) is echoed in line 21's "why the flurry now?", with the latter omitting the 
durative/intensive trajectory previously conveyed by the progressive tense and the lexical 
choice of "has been scrambling". Rather, the interrogative status of the second instance 
helps to structure the text by both linking back to "scrambling" and by determining the 
following text, which now requires an answer. It seems doubtful to me, however, if a 
conceptual metaphor OPERATING IN A MARKET IS MOVING FAST AND IN AN UNCOORDINATED WAY 
is really entrenched in media discourse on marketing and sales. It not only lacks creative 
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extension, but unconventional usage with different semantic connotations cannot be 
attested either. Moreover, text producers only implicitly convey what semantic features 
they actually transfer, e.g. by naming opposites (Pepsi has no intention of slowing its 
Internet rush [MS BW 25]). And finally, explicit statements about conceiving of a topic in 
metaphoric terms are scarce, too ([the company] also licenses its technology to other 
Internet companies – selling "picks and shovels for the gold-rush", as Vertical One's boss 
[...] puts it). However, the seemingly paradoxical relation between uncoordinated and goal-
oriented movement, which is evidenced in the sample text's first paragraph, could well be 
systematic (cf. changes [...] have left [the company] scrambling to catch up [MS BW 27]).  
 While headline, sub-title and first paragraph define the market as both battlefield 
and racing turf and the companies as fighters and runners, it also starts to metaphorically 
construct the relations between the market participants. In extension of the RACING 
metaphor – itself of course derived from the SPORTS metaphor –, companies operating in 
the market are conceptualized as "rivals" (line 9). The term, located at the borders 
between literal and metaphoric meaning, is modified as an attribute in "a rival group" (lines 
32-33) and repeated in its plural form ("rivals") in lines 47 and 80. The conditional phrase 
"if rivals want to catch Yahoo" (line 47) not only reifies the notion of rivalry introduced in 
the first paragraph but also echoes the quotation about "catching up" in line 11. In the 
second paragraph (lines 12-20), rivals become allies ("alliances", line 15), a term borrowed 
from military strategy and repeated in lines 80 and 87. Goal-oriented movement re-enters 
the scene in line 14, where it is once more expressed through durative/intensive trajectory 
("are stepping up their Asian operations"). It evolves into another instantiation of the 
RACING metaphor in the phrase "the pace is sure to increase" (line 19), in which the goal-
oriented nature of the movement is supported by belief of certainty. The metaphoric pace 
is taken up again in line 60. In the sentence "AOL is trying hard to keep pace" the text's 
overall emphasis on intensive trajectory is explicit.  
 Apart from a reconceptualization of the market as an organism ("the world's fastest-
growing Internet markets" in lines 15-16, see also "homegrown portals" in line 35),123 the 
second paragraph also includes an example of the third most frequent type in the corpus, 
i.e. target. The particular token at hand once more shows progressive aspect (lines 12-13: 
"companies are targeting Asia"). Interestingly, the object of this dispositive process is not 
                                            
123 MARKETS ARE ORGANISMS, although not counted in my statistics, has been well-documented as a 
conceptual metaphor in marketing, see e.g. Hunt & Menon and their claim that "the organism metaphor has 
arguably been the most popular metaphor in marketing theory" (1995: 86). For evidence of that metaphor in 
the neighbouring field of economics, see Charteris-Black & Ennis 1997. For its extension to COMPANIES ARE 
ORGANISMS, see n.58, in particular Morgan 1997: 33-71 and Heiss 1994. 
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the competition – as one could expect, given its previous conceptualizaton as rivals in a 
battle – but the market, i.e. the (prospective) customers. The same metaphor is at work in 
lines 42 ("target the region") and 92 ("targeting Asia"), pointing to a systematic 
metaphorization of customers as objects of aggression. Indeed, it is not only in my 
marketing and sales corpus that target collocates with audience and people; the same 
collocations can be observed in both the BNC (which also shows market as a collocate) 
and the BoE (in the latter, target collocates with audience and group). This finding in fact 
corroborates Michaelson's statement that "the competition is not the target[;] the market is 
the target" (1987: 11).124 
 So far, we could see that the text focuses on metaphoric movement, which, in its 
goal-oriented form, collapses with the SPORTS metaphor (e.g. "three front-runners have 
emerged", line 29, as opposed to "scrambling" in line 7, which does not constitute a 
metaphorical expression of sports). This general emphasis on movement, as conveyed by 
progressive aspect, produces a spill-over effect in the third paragraph (lines 21-28). There, 
we learn that "60 million Asians will be hopping on the Net" (line 25). A similar 
phenomenon can be observed in "portals are not simply rolling over" (lines 35-36) as well 
as in "Hong Kong will become a springboard into China" (line 62). It should be noted that, 
although all these examples denote metaphoric movement, they are not instances of the 
more specific SPORTS metaphor. I have already pointed out the hybrid phrase "e-
commerce players invade Asia" (lines 26-27) as the one example which actually 
juxtaposes all three cluster metaphors. Apart from that, it provides yet another form of 
goal-oriented movement by putting the focus on aggressive movement into the market as 
metaphoric battlefield or territory. While the metaphorical expression is here quoted from a 
"credible source" – a classical way of supporting one's own argumentation (van Dijk 1993: 
235) –, it occurs again in its nominalized form as used by the text producer himself in line 
80 ("in response to the foreign invasion").  
 The fourth paragraph (lines 29-34) has been mentioned above as it shows all three 
cluster metaphors. The WAR metaphor is present in the technical "has launched its service" 
(line 33; see lines 61, 70 and 76) and could, together with the SPORTS metaphor, also be 
reflected in the attributive "a rival group" (line 32-33). Closely linked to the notion of rivalry 
but focusing more on antagonistic forces is the term contender, a metaphorical expression 
of sports which can be found in the identification of line 33. The expression "the third main 
                                            
124 See also Archer Daniels Midland's internal motto that "the competitor is our friend, and the customer is 
our enemy" (quoted in Eubanks 2000: 3 and 145). The hypocrisy in this company's discourse is revealed by 
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contender" is repeated almost verbatim as "the three main contenders" later in the text 
(line 74), at a point when the list of who forms the group of market participants has been 
completed. According to the conceptualization of competition as a race, this group is 
metaphorically referred to as "three front-runners" (line 29) and further characterized by 
means of a circumstantial process ("at the head of the pack is Yahoo", lines 29-30). The 
phrase "three front-runners have emerged" shows another characteristic feature of the 
text: Its predecessive tense together with completive trajectory directs the reader's 
attention to the present (they have done X and now ...) while providing information about 
the past as well (other instances include "companies have become [...] more aggressive" 
in lines 16-17 or "AOL [...] has launched its service" in line 33). As we have seen, the 
present is then predominantly conceptualized in the form of progressive tense (... they are 
doing Y). The two main devices, tense and trajectory, thus work together to achieve 
maximum emphasis on the dynamic present. Apart from that, the sentence "three front 
runners have emerged" is similar to "at the head of the pack is Yahoo" and "the third main 
contender is AOL" as all three show the metaphorical expression in thematic position, thus 
putting the focus on the metaphor's target. Although the expressions do not make the 
metaphor explicit in an A-is-B form (*Yahoo is a runner in race), the rhematic stress on the 
target goes some way to link it to the thematic source.  
 At the beginning of the fifth paragraph (lines 35-40), we find the implicitly 
circumstantial "front-row places" (line 35). By way of the same compounding, the 
expression links back to "front-runners" (line 29), both being implicitly circumstantial. Yet, 
"front-runners", although nominal, is more dynamic than the rather static "front-row 
places". Nevertheless, the stability of the latter is denied immediately as the sentence 
concludes with the possibility that those places "may be in jeopardy" (line 35). The overall 
motif of dynamic movement is thus maintained. However, the fourth paragraph also 
provides the first instance of what could be regarded as a realization of the ROMANCE or 
PARTNERSHIP metaphor. The phrase "to attract users to its portal" (line 38) again positions 
(potential) customers as the object of marketers' activities, the only difference being that 
the action in this case is not aggressive (as in e.g. "target the region", line 42) but rather 
persuasive. A near synonym of attract can be found in the phrase "[it] has appealed to 
anti-Japanese sentiment" (line 82). In this latter case, it is the customers' emotions which 
become the metonymic object of the process.  
                                                                                                                                                 
their mission statement, which includes the hackneyed phrase "our most valuable assets are our people and 
our customers" (ADM n.d.: par.5).  
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 The fifth paragraph also introduces the metaphor COMPETITION IS HEAT, as realized in 
"the competition for good content is becoming heated" (lines 42-43). This metaphor not 
only serves to intensify the movement dynamics in the text at hand. Apart from that local 
function, the domain of temperature is indeed quite productive in the corpus. Creative 
extensions are both produced by the writers themselves (while it's a cold winter indeed for 
other retailers, Kohl's execs insist they can weather any storm [MS BW 8]) and developed 
from instances quoted from others, as in the example of MS BW 14, in which the quote 
"we don't understand why [the brand] is so hot right now" gives rise to not less than six 
elaborations on metaphoric hot throughout the 941-word article. Moreover, metaphoric 
construction of a topic can be quite explicit by providing both source and target (the Ibiza 
season has [...] turned into a marketing hothouse [MS FT 52]). The choice of semantic 
features transferred is also transparent from the context of the metaphorical expressions, 
as in the following example:  
a small number of consumers [...] can turn a grass fire into a conflagration [...] a 
handful of hipsters [...] were able to "tip" Wolverine's Hush Puppies shoes into a 
national revival (MS BW 17).  
 
Although the corpus does not contain an instance of the conceptual metaphor being used 
with different semantic overtones, the majority of criteria to identify a conceptual metaphor 
as entrenched and productive are actually met (see Method section). In view of the 
dominant WAR metaphor, COMPETITION IS HEAT may well be explained as an extension of 
the embodied metaphor ANGER IS HEAT (Lakoff 1994). More generally speaking, the 
entrenched metaphor drawing on the domain of heat is INTENSE EMOTIONS ARE HEAT 
(Kövecses 2000), and we indeed find an example of the latter later in the sample text 
("rivals are trying to ignite nationalist passions", lines 80-81). It is these conceptual 
relations between metaphoric notions of heat on the one hand and anger and emotions in 
general on the other that makes me hesitant about regarding COMEPETITION IS HEAT as an 
independent metaphor rivalling the ROMANCE metaphor as an alternative in the discourse. 
Apart from that, the fact that both war and love share a common source domain suggest 
sthat might not be so strictly opposed as initially assumed, a lead followed in section 5.  
 For the time being, it should be noted that the ROMANCE metaphor is elaborated in 
lines 53-59, in which we see the founder of one of the market participants "forming a new 
partnership with [a] Chinese software maker" (line 58). The term partnership occurs again 
in lines 69, 96 and – in its plural form – 102. Denoting the relation between two or more 
market participants, it complements rival (lines 9, 32, 47, 80) and alliance (lines 15, 80, 
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87). While rival conveys a model of antagonistic forces, alliance, although deriving from 
the field of war, already includes the collaboration denoted by partnership. Another 
expression to metaphorically express the co-operation of market participants is to be found 
in "they have teamed up with Pacific Century CyberWorks" (lines 67-68). The notion of 
teamwork is also one of the few examples in the text in which the SPORTS metaphor is not 
employed to support the force schema of the WAR metaphor.  
 However, this instance remains the exception to the rule. Lines 74-75 combine the 
various forms of metaphoric movement dominating the text: While "push forward" (line 74) 
echoes the "invade" of line 27, "others must move quickly" (line 74) ties in with other forms 
of fast yet not goal-oriented movement like "scrambling" (line 7) or "flurry" (line 21). But the 
chunk of text also introduces another form of aggressive movement threatening others' 
space, i.e. "expand" (line 75, also 99). The fact that the same metaphorical expression 
later re-appears as a quotation (line 88) indicates that, similar to catch (lines 11 and 47), it 
is common to both primary and secondary discourse. Towards the end of the text, the 
RACING metaphor introduced in lines 29-30 is extended by the obligation in "others must 
move quickly to avoid becoming also-rans" (lines 74-75).  
 While the SPORTS metaphor proved prominent in mid-text, the WAR metaphor 
regains its initial dominance in the last two paragraphs of the article (disregarding the 
abstract provided in lines 92-103) and thus functions as a frame to the sample text. It finds 
its most pronounced form in the simile of lines 81-84: 
South Korea's Daum Communications Corp. [...] has appealed to anti-Japanese 
sentiment by boasting [...] that it will repel Softbank's invasion just as Koreans 
defeated Japanese intruders more than 500 years ago. 
 
The example is interesting insofar as it both intensifies and attenuates the WAR metaphor 
at the same time. The reference to a literal war is clearly an intensification. Yet, it is the 
Japanese-Korean war (1592 AD–1598 AD) the company alludes to, rather than the 
guerrilla war Koreans fought against the Japanese occupation between 1910 and 1945. By 
drawing on a historical war rather than one still straining relations between Japan and 
Korea more than half a century later, current taboos are avoided (for a parallel example 
involving the American Civil War, see Eubanks 2000: 141-142). However, the WAR 
metaphor is intensified all the same. The marketing strategy of "playing up [...] local roots 
to appeal to nationalist customers" was already mentioned in lines 36-37, yet the text 
producer decided to save the example for the end of the text to ensure as much emphasis 
on it as possible. The WAR metaphor thus not only serves to define the topic in initial 
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position; in its intensified reification towards the end of the text, it also meets persuasive 
functions by anchoring the writer's preferred metaphoric conceptualization in the minds of 
the readers.  
 Representing but the condensed form of the article, it comes as no surprise that 
lines 92-103 include all three cluster metaphors as well as the alternative metaphor. Again, 
the WAR metaphor both starts and ends the stretch of text ("targeting Asia" and "a regional 
force", lines 92 and 103, resp.). The RACING metaphor with its fast and goal-oriented 
movement ("U.S. companies are taking the lead", line 93) is present as is the more 
aggressive enactive process conveyed by "expanding" (line 99), which can be seen as 
loosely associated with the WAR metaphor. The GAMES metaphor, marginal throughout the 
text, can be found in the technical term "red chip" (line 97, a repetition from line 59) and 
perhaps also in "how they stack up" (lines 93-94). Finally, the abstract also shows two 
instances of "partnership(s)" (lines 96 and 102), albeit in rather restricted conventional 
usage.  
 To sum up, we can say that clustering is most prominent in the first half of the text, 
with the WAR metaphor meeting a defining function by being most dominant at the 
beginning, while the SPORTS metaphor is rather argumentative in occurring around the 
middle of the text. The WAR metaphor can be found in intensified form towards the end, 
thus persuading readers to accept a preferred metaphoric model. The GAMES metaphor is 
used sparingly throughout the article, only once interacting directly with the other two 
cluster metaphors (line 27). The two related metaphoric scenarios are those of contenders 
moving aggressively in their fight over territory or runners moving fast across a racing turf 
towards a finishing line. The movement of weaker participants, albeit fast as well, is 
constructed as less co-ordinated. The conceptualization of market participants as players 
is negligible. As for the alternative ROMANCE metaphor, it can be found either in the notion 
of partnership as a viable alternative to rivalry or military alliances, or in relation to 
prospective customers. While partly questioning the dominant scenarios, it is nevertheless 
not as systematic. Moreover, it can also parallel the antagonistic force schema when used 
to position prospective customers at the receiving end of the process. Customers are 
hence always to be found as the static object of dynamic marketers' activities. The 
dominant scenarios evolve as metaphoric chains elaborating on each other in the text. 
Interwoven are different, non-violent and non-competitive metaphors, which question the 
dominant paradigm, albeit in a somewhat sketchy manner (e.g. MARKETS ARE ORGANISMS). 
The very dynamic model the text is based on is corroborated by the prevailing use of 
progressive aspect together with durative/intensive trajectory on the one hand and 
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completive trajectory coupled with predecessive tense on the other. It seems as if 
metaphoric language is not only used to reify a particular model in the readers' minds but 
also to entertain them by means of a gripping story, in short by "delivering crucial 
information in a lively manner" (Business Week 2002c: pars.7-8). Let us now see if and in 
how far the Economist's approach differs from the one found in Business Week.  
4.2.2 Sample text Economist (EC) 
The second sample text is MS EC 37, another text from the "general" category.  
 
Store wars  1 
MORE data will be created in the next three years, say researchers at the University 2 
of California, than in the whole of human history. And all this new information will 3 
have to go somewhere. Little wonder that data-storage companies, which sell the 4 
refrigerator-sized units used to store information in industrial quantities, are rubbing 5 
their hands, or that venture capitalists are rushing to back storage start-ups.  6 
With the value of storage products sold doubling every year, and expected to reach 7 
$34 billion by 2003, the industry is regarded as recession-proof. As a result, a field 8 
renowned for its general inability to set pulses racing has suddenly become a 9 
battleground. Within the past few days, war has been declared between the two most 10 
significant storage companies: mighty EMC and its upstart rival, Network Appliance 11 
(known as NetApp). 12 
As usual in technological bunfights, the two firms champion different approaches to 13 
the same problem. EMC pioneered the idea that computers and storage systems are 14 
separate products that should be bought from separate suppliers. The company 15 
dethroned IBM, which used to dominate both the computer and the storage markets. 16 
It is now the leading supplier of storage systems, with 35% of the world market. 17 
Separating computers from storage systems also makes technological sense. 18 
Connecting storage units using a special high-speed network, called a storage-area 19 
network (SAN), makes it easier to look after data. Extra storage units can be plugged 20 
into the SAN whenever more capacity is needed; and, because the SAN is a 21 
dedicated network to which only a handful of high-powered servers have access, 22 
information travelling across it cannot be held up by the e-mails, documents and 23 
Internet traffic that clog up a company's main computer network. 24 
NetApp, on the other hand, is the cheerleader for a technology called network-25 
attached storage (NAS). As its acronym suggests, NAS is the mirror-image of SAN. 26 
Instead of a separate storage network, NAS involves plugging storage devices into a 27 
firm's main computer network. This is not always as fast or reliable as using a SAN, 28 
but it is far cheaper and simpler, thanks to the use of standard Internet protocols. It 29 
also means that NetApp's storage units, called "filers", can be supported and backed 30 
up using a variety of software, rather than the proprietary (and expensive) tools 31 
needed to run a SAN. 32 
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To start with, EMC and NetApp did not compete head to head. EMC's products are 33 
aimed at high-end applications where reliability is crucial, such as corporate 34 
databases; NetApp sells smaller systems. (Being squeezed in the middle are 35 
computer makers such as IBM, Compaq and Sun Microsystems, which compete in 36 
both markets.) But NetApp has moved upmarket fast, as its products have become 37 
better and more reliable. Yahoo!, for example, uses NetApp products to run e-mail 38 
and web-hosting services. 39 
On November 29th, NetApp moved right on to EMC's home turf by announcing that 40 
its products are now compatible with IBM's database software and mainframe 41 
computers, which do much of the heavy lifting in corporate computing. EMC 42 
responded on December 5th by unveiling an aggressively priced NAS server, touted 43 
as a "NetApp killer", and new software that provides a bridge between SAN and NAS 44 
systems. EMC has, in other words, conceded that NetApp's approach has merit, and 45 
plans to steal its rival's clothes. 46 
Now that the two firms are competing directly and their products look increasingly 47 
similar, who will win? Steve Duplessie, an analyst with Enterprise Storage Group, a 48 
consultancy, is impressed by EMC's new product, but doubts whether it will kill 49 
NetApp any time soon, because the market is growing so fast. Ultimately, as the 50 
technological differences between the firms shrink, it may come down to sales and 51 
marketing – and given EMC's legendary sales machine, that means NetApp has a 52 
fight on its hands. 53 
Since the market up for grabs is so huge, it is worth the bruises. Yahoo! is said to be 54 
buying new storage at the rate of one terabyte (trillion bytes) a week; industry tales 55 
tell of a constant stream of 18-wheeler trucks delivering new storage units to AOL. 56 
And since nobody throws anything away any more, what Internet firms are doing 57 
today, everybody else will be doing tomorrow, according to figures from Forrester 58 
Research (see chart). The cost of storage is falling, but not as fast as the amount of 59 
data is growing. Forrester predicts that storage will account for 17% of large firms' 60 
computing budgets by 2003, up from 4% in 1999; already, spending on storage 61 
exceeds spending on web servers. Sexy the storage business may not be; but 62 
lucrative it certainly is. 63 
 
A quantitative analysis of the text reveals that it contains eleven tokens from two of the 
three cluster metaphors, namely WAR and SPORTS, and none that was classified as an 
instance of the ROMANCE metaphor in sub-section 4.1.1. Of those eleven tokens, three can 
be traced back to the SPORTS metaphor. The overwhelming majority of tokens in fact stems 
from the WAR metaphor, which is even over-represented when compared to the whole 
corpus (8 tokens or 72.73% as compared to the overall 69.54%). Interestingly, the GAMES 
metaphor is not represented in the text at all, reflecting its overall scarcity in the Economist 
texts in the corpus (15 of the 113 instances of the GAMES metaphor or a mere 13.27%). It 
should be noted that the second British publication in the corpus, the Financial Times, 
shows an even lower percentage as far as the GAMES metaphor is concerned (13 instances 
or 11.5%). By contrast, the two USA magazines together account for three quarters of all 
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metaphorical expressions of GAMES (Business Week: 43 tokens or 38.05%, Fortune: 42 
tokens or 37.17%). It is therefore obvious that the GAMES metaphor, similar to the SPORTS 
metaphor, is highly culture-specific.125 
When looking at the whole text, it shows that most metaphorical expressions cluster 
towards the end of the text and in the opening paragraphs, with the middle showing hardly 
any metaphoric clusters. Similar to the patterns observed in the Business Week article, the 
WAR metaphor is most prominent in the opening and closing paragraphs of the text, 
whereas the SPORTS metaphor shows a slight tendency to centre around the middle. This 
suggests that in framing the text as a whole, the WAR metaphor is once more employed for 
defining and persuasive purposes. An analysis of the metaphoric chains as they emerge in 
the article will test whether this assumption actually holds true. 
 The headline is another example of how metaphor can co-occur with other tropes or 
additional schemes (Steen 1999b: 94), and even be backgrounded by the second device 
(Gibbs & Steen 2002). Like in the Business Week example, the article's header consists of 
a word play – here alluding to popular culture ("Star Wars") –, which is combined with 
additional assonance. However, this powerful combination should not make us lose sight 
of the fact that the headline introduces the metaphor defining the topic. However, the 
opening paragraph following the headline (lines 2-6) lacks any expressions directly related 
to the cluster metaphors. Instead, we find metaphoric movement in "venture capitalists are 
rushing to back storage start-ups" (line 6) and "this [...] information will have to go 
somewhere" (lines 3-4). The latter phrase – elaborated upon in "information travelling" (line 
23) – also represents an animation of an intangible concept (Steen 1999b: 92). A special 
case of animation is personification, to be found in lines 4-6 ("companies [...] are rubbing 
their hands", taken up again in lines 52-53: "NetApp has a fight on its hands").126 While 
both the first and this last instance show progressive aspect and hence durative trajectory, 
the quotation from line 6 adds intensive trajectory to this as conveyed by the specific goal-
oriented movement of rushing towards something.  
                                            
125 This US flavour of the GAMES/GAMBLING metaphor is corroborated by Köves (2002), whose findings show 
that among a small sample (20) of 20-to-59-year-old US citizens from Florida, a total of 64% employs that 
metaphor to conceptualize life, in contrast to only 11% of a Hungarian comparison group. Furthermore, the 
11% originates exclusively from the Westernized 20-29 age group. A possible explanation is the importance 
of card games in the quintessentially US Frontier experience. Another hypothesis, which would require a 
diachronic investigation, holds that US economists Von Neumann & Morgenstern's (1944) influential work on 
game theory and economic behaviour, which has also impacted on popular science, might have had led to 
the spread of the GAMES/GAMBLING metaphor (private communication with Elisabeth Leinfellner).  
126 It could be argued that this example also constitutes a case of metonymy in that an abstract entity comes 
to stand for its human members.  
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 The WAR metaphor is again drawn upon in the second paragraph (lines 7-12). In two 
phrases showing completive trajectory, the storage market is conceptualized as having 
"suddenly become a battleground" (line 9-10), with the WAR metaphor being supported by 
the following "war has been declared" (line 10). While the former phrase embodies a 
developmental process, the latter constitutes a communicative process related to 
performative status. In both cases, the completive trajectory provides the status quo and 
thus directs the focus to the present. The second paragraph also hints at the SPORTS 
metaphor by attributing an "inability to set pulses racing" (line 9) to the market in question. 
This negative attribution is moreover very static as it combines passivization with 
nominalization ("renowned for its general inability", line 9). It thus stands in stark contrast 
to "racing", which is dynamic in terms of both its grammatical function – progressive aspect 
– as well as its semantic components.  
 Paragraphs three (lines 13-17) and five (lines 25-32) then compare the two market 
participants who account for such dynamics. The antagonism between them is 
paraphrased as a "bunfight" (line 13). The choice of words in this case is interesting in 
several respects. I would claim that use by a British magazine of a word which is not only 
fairly rare but also most prominent in Australian English is marked and occurring for its 
phonetic similarity to gunfight.127 By replacing the latter term's component [+SERIOUS] and 
possibly [+LETHAL] with the semantic component [-SERIOUS], the usage of bunfight in the 
above sample text represents an instance of attenuation while at the same time evoking 
the intensified gunfight as well. Attenuation also works across metaphors; in the same 
sentence, the "two firms [are said to] champion different approaches" (line 13). As sports 
can be regarded as a sublimation of war, juxtaposing that metaphorical expression of 
sports with a realization of the WAR metaphor helps to further lessen the effect of the very 
explicit military expressions in the headline and the second paragraph.128 In the same 
paragraph, the attenuated WAR metaphor is temporarily abandoned for the related 
metaphor DOMINANT MARKET PARTICIPANTS ARE MONARCHS in lines 15-16 ("the company 
dethroned IBM"; see also Table 17 in the Appendix) and does not return until line 44. 
                                            
127 A google search for bunfight yielded 1,630 occurrences, of which 590 stem from Australian websites. 
Moreover, the term is listed in the Australian Macquarie Dictionary (The Macquarie Library 2000). Finally, the 
all-British 100-million-word BNC shows but 10 instances of bunfight whereas the BoE's five-million-word 
sample of Australian newspaper texts records two instances, compared to another two in the 21 million 
words of the British newspaper and magazine sub-corpus.  
128 Opaque etymology is at work in the phrase "EMC pioneered the idea" (line 14), as pioneer originally 
described a particular type of foot soldier (Ammer 1999: 195; Wilkinson 1993: 44). However, I hesitate to call 
usage of the term attenuation as text producers are almost certainly not aware of that diachronic metaphoric 
meaning. 
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 It could already be seen that realizations of the SPORTS metaphor cluster around the 
middle of the text. Indeed, the fifth paragraph (lines 25-32) opens by linking back to 
"champion" of line 13, defining one of the two competitors as "the cheerleader for a 
[particular] technology" (line 25). Further on, in line 33, the SPORTS metaphor is enriched 
by means of a spatial component. The statement that "EMC and NetApp did not compete 
head to head" sets the tone for the spatial conceptualization pervasive in that section. In 
the following, the market is metaphorized as a three-dimensional container with different 
strata: The phrases "being squeezed in the middle are computer makers" (lines 35-36) and 
"NetApp has moved upmarket fast" (line 37) both denote vertical movement. (Horizontal 
space and lateral movement can be found later on in "a bridge between SAN and NAS 
systems" – lines 44-45 – and "differences between the firms shrink", line 51). Yet, the 
phrases not only construct MARKETS ARE CONTAINERS but also integrate a second 
orientational metaphor, namely GOOD IS UP. Taken together, the two metaphors help to 
construct a pejorative attitude in the first sentence ("being squeezed in the middle"). By 
contrast, the second sentence displays an ameliorative attitude ("has moved upmarket 
fast, as its products have become better", lines 37-38). More subtle evaluation is also at 
work in these two examples. While the negatively connoted first sentence (lines 35-36) 
shows a rather static passive transitivity, the text producer makes use of dynamic 
movement in the "positive" second sentence, both explicitly ("moved", "fast") as well as 
implicitly, i.e. by employing completive trajectory and active transitivity. Hence, we not only 
find the overt metaphor GOOD IS UP, but also the covert concept of FAST AND ACTIVE IS GOOD. 
While there was a lot of dynamism through completive and even more through 
durative/intensive trajectory in the Business Week text, it was rather used to support the 
RACING metaphor and make for an entertaining story. As that metaphor is less prominent in 
the sample at hand, the same device (i.e. trajectory) is here used to convey a particular 
value judgement. In any case, it can be seen that conceptualizations as dynamic vs. static 
are conveyed trough grammatical functions rather than word classes, as the quantitative 
analysis had initially suggested. For the sake of completeness, it should also be noted that 
the two phrases above represent a chiasmus, with the second showing the important fast 
movement in stressed rhematic position.  
 Metaphoric movement is also continued in the next paragraph (lines 40-46). It finds 
its expression in another metaphorical expression of SPORTS, namely "NetApp moved right 
on to EMC's home turf" (line 40). In this phrase, the goal-oriented and aggressive nature of 
the movement compensates for the rather more static past tense, thus providing a good 
example of how semantics and grammatical function interact. A rather unusual 
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specification of the SPORTS metaphor, namely metaphoric weightlifting, can be found in 
lines 41-42 ("mainframe computers [...] do much of the heavy lifting in corporate 
computing"). After the metaphorical expressions of sports occurring around the middle of 
the text, the WAR metaphor finally resurfaces in lines 43-44. Introduced by the attribution 
"aggressively priced" (line 43), it can be found in the expression "NetApp killer" (line 44). It 
is important to note that the phrase is not only quoted but that the co-text introducing the 
quote ("touted as a 'NetApp killer'", lines 43-44) also betrays a pejorative attitude on part of 
the author of the article. Despite this attitude, however, it is not clear whether the metaphor 
is really ascribed to the corporate out-group. In the next paragraph, the phrase is all but 
echoed, albeit in reversed form ("Steve Duplessie [...] doubts whether it will kill NetApp any 
time soon", lines 48-50). Yet, the fact that the expression, by virtue of again representing a 
quote, may well be an instance of reported speech makes it impossible to decide whether 
the text producer ascribes killing by quoting it or rather claims the metaphor by repeating it 
on his/her own account.  
 Antagonism as a pervasive principle is reified across the antepenultimate and the 
last but one paragraph. The notion of rivalry, to be found in line 46 ("to steal its rival's 
clothes"), is elaborated in line 47 by the declaration that "the two firms are competing 
directly" (itself a literalization of "EMC and NetApp did not compete head to head" in line 
33). The descriptive perspective on the present state of affairs gives rise to the 
interrogative "who will win" in line 48. Win is highly ambiguous and could in fact be an 
instance of any of the three cluster metaphors. However, in view of the total lack of any 
realizations of the GAMES metaphor in the text, I would maintain that in this context, the 
word is a hybrid combining both the SPORTS and the WAR metaphor. The latter is reinforced 
by the statement that "NetApp has a fight on its hands" (lines 52-53).  
Apart from the reified WAR metaphor, the last but one paragraph also introduces the 
new metaphoric concept COMPANIES ARE MACHINES. This metaphor is very much 
entrenched in both primary and secondary marketing discourse: First, it is extended 
creatively; apart from the collocation marketing/sales machine (besides the present 
sample text, this expression also occurs in MS BW 4, MS BW 8, MS BW 34 and MS FO 
6), we also find "this company [...] as a machine for research" (MS EC 41). This creative 
extension is itself elaborated on in another quote from a second person in the same article: 
"ideas shoot out of [the company's founder] like a Van de Graaff generator".129 Elsewhere 
                                            
129 The MACHINE metaphor could well be motivated by the article being on a company producing 
loudspeakers. However, the fact that both quoted persons are engineers may explain but does not weaken 
the creative metaphor extension.  
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in my corpus, text producers are also explicit about conceptualizing one domain in terms of 
the MACHINE domain ("Pfizer is a marketing machine" [MS FO 6]). Finally, text producers 
also clarify what features are actually transferred in the blending process:  
"[The company] becomes huge. Then there's a different set of rules [...] and [...] 
it's not my gig. It becomes a machine. I don't want to be pushed around in a job 
situation" (MS FO 25). 
 
In the context of investigating the cluster metaphors identified in this work, it should be 
noted that the MACHINE metaphor is conceptually related to the WAR metaphor in particular 
ways which to discuss the scope and focus of this thesis prohibits.130  
The article concludes by presenting the market as a passive entity which is "up for 
grabs" (54). This conceptualization is reminiscent of the one that could be found in the 
Business Week sample text. There, the market, i.e. customers and prospects, were also 
cast in the role of static entities acted upon. While grabbing certainly conveys aggression, 
the Economist author does not go as far as his/her Business Week counterpart, who 
speaks of "targeting Asia" (lines 13, 92). The text at hand also echoes the first sample in 
stating that the market "is worth the bruises" (line 54; see "a bruising battle" in the first text, 
line 2). The article's very last lines do not show any more instances of a cluster metaphor. 
To sum up, we can see that, similar to the Business Week example, the Economist 
text also shows the WAR metaphor predominantly in initial and final position, while the 
SPORTS metaphor likewise occurs around the middle of the article. In contrast to the first 
sample, however, the GAMES metaphor, which was sparse there, is not realized at all in the 
example at hand. While the WAR metaphor is used very explicitly at the beginning, where it 
defines the topic, attenuation is present from the third paragraph onwards. In the context of 
the present sample text, it is the SPORTS metaphor which may itself be regarded as an 
attenuated WAR metaphor, thus going beyond Searls' observation that as  
sports is a sublimated and formalized kind of war, the distances between sports 
and war metaphors in business are [...] small (1997: par.8).  
                                            
130 For the MACHINE metaphor as a conceptualization of organizations, see Morgan (1997: 11-31). Morgan 
(1997: 15-16) traces the large-scale industrial rationalization and mechanization known as Taylorism back to 
Frederick the Great's organization of the Prussian army and his reduction of soldiers to machines. 
Clausewitz, the great theorist on war, echoes this Cartesian notion of a machine-like army when speaking 
about "the military machine [being] basically very simple and therefore seem[ingly] easy to handle" (1832 
[1952]: 160, trans. VK: "Die miltärische Maschine [...] ist im Grunde sehr einfach und scheint deswegen leicht 
zu handhaben"; see also 131, 137 and 848). See also Kendall & Kendall (1993) as well as Levett (1997). In 
this respect, another, indirect conceptual link between the domains of war and sports is conveyed by 
Messner's empirical observation that male athletes tend "to experience their own bodies as machines" 
(1992: 151).  
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Apart from the interplay of those two metaphors, we find spatial conceptualizations and 
again quite dominant MOVEMENT metaphors, albeit less so than in the first sample. While 
goal-oriented, even aggressive movement features quite prominently, the text lacks 
metaphorical expressions denoting fast and uncoordinated enactive processes. Finally, 
there are no instantiations of the ROMANCE metaphor; the only non-cluster metaphors are 
COMPANIES ARE MONARCHS and COMPANIES ARE MACHINES. In the article, realizations of the 
latter two moreover only implicitly reflect on marketing and sales proper. On the whole, the 
text producer seems undecided whether to fully embrace the WAR metaphor or rather 
attenuate it or ascribe it by means of quotations. While the WAR metaphor is strong at the 
beginning, it is weakened throughout the text, to re-appear towards the end, with the very 
end of the text itself being devoid of relevant metaphorical expressions. Thus we can see 
that although there are some congruencies with the Business Week sample, the 
Economist text forfeits the third cluster metaphor, GAMES, altogether – probably reflecting 
cultural differences – and does not employ any realizations of the ROMANCE metaphor 
either. Moreover, the metaphoric chains in the text not only show metaphorical 
expressions elaborating on and reifying each other. Rather, the links between the 
metaphors also involve an aspect of subtle questioning, making for a more argumentative 
stance of the text producer and pointing to potentially more hybridity in both the underlying 
model and surface-level discourse.  
 Let us now turn to another US sample and see how cluster and alternative 
metaphors are treated there. 
4.2.3 Sample text Fortune (FO) 
The third sample is MS FO 4, another "general" article on a particular market. 
A Game (Game) of Inches 1 
Battling for market share in a slowing industry can be a mighty dirty business. Just ask 2 
laundry-soap archrivals Unilever and Procter & Gamble.  3 
Look out from the top of the Empire State Building directly toward New Jersey. There, 4 
right at the edge of the Hudson River, sits the Laundry Institute, a small laboratory 5 
owned by Unilever. You'd never know that inside this nondescript one-story building a 6 
battle is raging. "We're trying to figure out what to do about underarm stains," says Jack 7 
Linard, a laundry scientist. He points to the yellowed armpits of a white undershirt.  8 
This is about much more than nasty stains. It's Unilever's latest offensive against 9 
archrival Procter & Gamble. Welcome to the down-and-dirty fight for market share in the 10 
slowest of slow-growth industries: consumer products. Like football and trench warfare, 11 
this is a contest of sweat, mud, and inches. Here every small win – shinier floors, whiter 12 
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teeth, cleaner laundry – is a big one. In the $6 billion U.S. laundry market, for example, 13 
a mere percentage point gain in share means a $60 million gain in revenues. So as the 14 
rest of the business world braces for a slowdown, FORTUNE decided to turn to Procter 15 
& Gamble and Unilever for a refresher course on how to eke out growth in tough 16 
conditions.  17 
Over the past five years, while the rest of the world has been growing at hyperspeed, 18 
$52 billion Unilever and $40 billion P&G have been living in a parallel slow-growth 19 
universe. Since 1996, Unilever's sales have declined an average 3.6% a year. P&G's 20 
have inched up 3.6% a year. Every one of the markets they compete in is barely 21 
growing, flat, or declining. Shampoo sales, for instance, grew 2.4% over the past year, 22 
according to Information Resources Inc.; deodorant was up 1.2%; dishwashing liquid 23 
dropped 0.5%; toothpaste sank 1.5%. At the same time both companies remain under 24 
intense pressure from Wall Street to pick up the pace. P&G's share price has fallen 20% 25 
over the past two years to a recent $70. Unilever is off 30%, selling recently at $30.  26 
In this kind of environment, "it's a death struggle to incrementally gain share," says Burt 27 
Flickinger, a former P&G brand manager who now works as a consumer products 28 
consultant. P&G and Unilever have to slog it out for every fraction of every share in 29 
every category in every market where they compete. And that's a lot of slogging. Both 30 
companies own hundreds of the world's best-known brands – Crest, Pampers, Ivory 31 
(Procter & Gamble); Dove, Vaseline, Lipton (Unilever) – competing in some 140 32 
countries. But perhaps the fiercest competition is taking place in the U.S. market for 33 
laundry detergent, where P&G's Tide and Unilever's Wisk have been locked in battle for 34 
more than 35 years.  35 
Both companies badly need to win ground here. P&G CFO Clayton Daley told analysts 36 
in January that Tide is crucial to "getting P&G back on track." And Unilever has chosen 37 
Wisk as one of 14 brands in the U.S. – out of 1,600 worldwide – to lead its latest 38 
strategic initiative, officially called "Path to Growth."  39 
What makes this turf war so brutal is simple: There isn't much territory to gain. Last 40 
year, volume in the U.S. fabric-care market was flat. And at $6 billion a year, the market 41 
is already so big that it can't get much bigger. "People aren't getting any dirtier," points 42 
out Ann Gillin Lefever, a consumer products analyst at Lehman Brothers. The only way 43 
to win share: take it from the competition.  44 
In recent years nobody has played (played) this game (game) better than Tide. While 45 
the rest of the industry stagnated, Tide's sales climbed by 41%, to $1.8 billion over the 46 
past five years. It now owns 40% of the market. Its strategy? First, Tide spends more 47 
than $100 million a year promoting its brand name by advertising on TV, billboards, 48 
subways, buses, magazines, and the Internet. It sponsors a Nascar racecar and youth 49 
soccer leagues. It holds nationwide publicity stunts, such as its recent Dirtiest Kid in 50 
America contest. Tide has made itself an American brand icon – right up there with 51 
Coke or McDonald's.  52 
But the real genius of Tide's strategy is its relentless stream of new and improved 53 
products. Each year P&G spends close to $2 billion on research and development, a 54 
large portion of which goes toward developing new formulations of Tide. There's Tide 55 
With Bleach, Tide Free (which has no fragrance), Tide WearCare (which purports to 56 
keep fabrics vibrant longer), and Tide Kick (whose package includes a nozzle to rub 57 
detergent directly into fabrics). In all, Tide has spawned more than 60 variations of itself. 58 
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Individually, each new mutation doesn't add up to much: Tide Kick has just 0.005% of 59 
the market; Tide With Bleach Powder, 0.009%. But together they drive the business. 60 
Every new Tide on the shelf is an inch of territory nabbed from some other brand. Shelf 61 
space is so tight in stores these days that, says Susan Chachil, a category manager at 62 
Kmart, "when something new comes in, something else has got to go out."  63 
More often than not, that "something else" has been Wisk, Tide's No. 2 competitor. 64 
While P&G was pouring money into Tide, Unilever was launching a massive 65 
restructuring and cost-cutting effort, freezing Wisk's budget over the past five years. 66 
Until last fall Wisk's most recent major product innovation was Wisk Liquid, the same 67 
product that's been on store shelves since the late '60s. Its most recent memorable ad 68 
campaign, "Ring around the collar," came out in the '70s. The result: Starting in 1994, 69 
Wisk's share of the liquid-laundry-detergent market in the U.S. slid from 13% to just 9%.  70 
But that was then. Unilever – the undisputed laundry king in such overseas markets as 71 
South America and Southeast Asia – has made growing Wisk a top priority in the U.S., 72 
and it's loosening the purse strings to do it. "Our objective is to have global market 73 
leadership in this category," says Charlie Strauss, president of Unilever's U.S. 74 
operations. Sebastian Munden, Wisk's projects director, accentuates the negative, 75 
saying of his competition, "When you're No. 1, and you're No. 1 by a long way, basically 76 
things can only get worse."  77 
So how do you make things worse for a strong brand like Tide? Cutting prices won't 78 
work; Tide'll only match them. Advertise more? Tide'll just outspend you. There's only 79 
one way to blow a box of Tide off the shelf: Come out with something bigger, better, and 80 
newer. And that, finally, is what Unilever believes it's got.  81 
Two years ago the company concocted a new laundry detergent in tablet form 82 
(premeasured compressed powder packets you throw directly in the wash). Introduced 83 
in Europe under the brand name Persil, the tablets have already nabbed a whopping 84 
6% share of the European laundry market. "This is the kind of product that gets people 85 
to reconsider the brands they use," declares Munden.  86 
Armed with a new $80 million budget, last November Unilever launched the tablets in 87 
the U.S. under the name Wisk Dual Action Tablets. Over the next few months Wisk 88 
tablets will be everywhere. Literally. On Jan. 7, Unilever blitzed 24 million homes with 89 
tablet samples delivered in Sunday newspapers. Later this month it will roll out a series 90 
of TV ads aimed at a younger, hipper market. One spot features sultry music, the film 91 
running in slow motion as a good-looking guy gets splashed by a passing car.  92 
Munden predicts that tablets will become a $1 billion market in the U.S. over the next 93 
five years. Of that, he expects to win a 30% share. That would boost sales of the Wisk 94 
brand by some 25%.  95 
But Wisk shouldn't start counting its profits just yet. Tide – surprise! – has already 96 
launched a counteroffensive: Tide Rapid Action Tablets. Tide has also fired the first 97 
shot. Its new ads show a side-by-side comparison of Tide's and Wisk's tablets plopped 98 
into beakers of water. In the spot Wisk doesn't dissolve as well as Tide. It's a small point 99 
– most consumers don't wash their clothes in beakers anyway – but already Wisk is 100 
threatening to challenge Tide's claims in court. In a game (game) of inches, after all, 101 
every inch counts. 102 
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In quantitative terms, the sample text shows 23 instances of cluster metaphors and none 
of the alternative metaphor. Of the cluster metaphors, 60.87% are accounted for by the 
WAR metaphor, which is hence slightly under-represented when compared to the 69.54% it 
accounts for in the marketing and sales corpus. Also under-represented is the SPORTS 
metaphor, with five occurrences or 21.74 (as compared to the overall 25.5% in the 
corpus). The GAMES metaphor, on the other hand, is realized only four times, making its 
occurrences less than siginificant. The cluster analysis shows that metaphorical 
expressions are spread across the text fairly evenly, albeit with the second half showing 
longer stretches without any relevant expressions than the first. However, clustering 
increases again towards the end of the text. As in the other two texts, metaphor 
occurrence thins whenever facts and figures are provided (lines 18-26 and 53-60, cf. lines 
21-28 in the Business Week text and, more noticeably, lines 18-24, 26-32 and 54-63 in the 
Economist sample). An interesting functional parallel can be drawn between these literal 
stretches full of figures and the "scores, distances, times, heights, and weights [...] 
recorded and compared [in sports coverage]", which help lend "an apparently factual 
validity to claims to superiority" (Bryson 1990: 176).  
Due to its dominance, it is mostly the WAR metaphor that accounts for metaphor 
concentration. Moreover, it is interesting to note that the expressions of sports and games, 
while clustering with the WAR metaphor, convey a high degree of convergence. In fact, all 
four instances of the GAMES metaphor have to be cross-classified as metaphorical 
expressions derived from sports ("a game of inches" in lines 1 and 101 as well as "has 
played this game" in line 45). Consequently, there is only one instance of the SPORTS 
metaphor which really stands on its own ("turf", line 40). In contrast to the two samples 
analyzed so far, it is the SPORTS/GAMES metaphor which frames this third example. While it 
also occurs towards the middle, the WAR metaphor is much more prominent in that 
position, indicating its possibly argumentative function.  
 As in the two previous examples, the headline is constituted by a metaphorical 
expression denoting the article's topic, thus setting the agenda for the text to come. 
Contrary to the other samples, however, the topic is here defined in terms of sports or 
games. This definition is reinforced by the fact that the article's last sentence repeats the 
opening verbatim. The term game is coupled up with its collocate play in line 45,131 i.e. 
roughly in mid-text. The metaphor, although infrequent, is thus employed in key parts of 
the text. However, the quantitatively most prominent WAR metaphor is introduced right 
                                            
131 Strong collocation patterns for these two types are conveyed in the BoE (t-score 22.117).  
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afterwards; the phrase "battling for market share in a slowing industry" (line 2) manages to 
reify the MARKETS ARE CONTAINERS metaphor ("in [an] industry") as well as metaphorical – 
and presumably goal-oriented – movement ("slowing industry"). The article's second 
sentence then introduces the two main protagonists, here conceptualised as "archrivals" 
(line 3), an intensified version of the already familiar RIVALRY metaphor. The opening of the 
text also establishes another semantic chain, namely that of dirt vs cleanliness. In doing 
so, metaphorization and literalization alternate; the attributive metaphorical expression "a 
mighty dirty business" (line 2), is linked to the literal attribute "laundry-soap archrivals" (line 
3), thus constituting a classical example of a topic-triggered metaphor. The metaphoric 
notion of dirt is taken up again in line 10 ("the down-and-dirty fight"). The phrase it is 
embedded in ("welcome to the down-and-dirty fight for market share in the slowest of slow-
growth industries", lines 10-11) furthermore represents an intensification of the initial 
statement ("battling for market share in a slowing industry can be a mighty dirty business", 
line 2), the more so as the belief of mere possibility present in the text's opening ("can be") 
has given way to an identification and its implicit belief of certainty.  
 Intensification is also at work in lines 6-7. The progressive aspect and intensive 
trajectory of "a battle is raging" relates back to "battling for market share" (line 2), with the 
collocate rage adding to the intensification.132 (Once more it shows that, contrary to my 
initial hypothesis, nominalization does not necessarily convey a static model, nor do verbs 
alone achieve dynamics.) A few lines further down, the notion of rivalry is taken up again, 
too. While the two market participants were first merely identified as "archrivals" (line 3), 
the word now re-appears as the entity in an identification/existential process ("it's 
Unilever's latest offensive against archrival Procter & Gamble", lines 9-10). The military 
metaphorical expression resurfaces towards the end of the text, remodelled as an entity in 
a dispositive process which spells out the aggression only implied in the earlier occurrence 
("Tide [...] has already launched a counteroffensive", lines 96-97). While this second 
instance of offensive again intensifies the metaphor, it is attenuated elsewhere. Lines 65-
66 show "Unilever was launching a massive [...] effort", which, although replacing military 
terminology with the more neutral effort, maintains military overtones by using launching, a 
collocate of campaign. Yet another instance of attenuation is "its latest strategic initiative" 
(lines 38-39). While strategic can be seen as an echo of war vocabulary, initiative is clearly 
non-militaristic. Interestingly, primary corporate discourse employs another metaphor 
                                            
132 While appearing as a collocate of battle in the BNC, rage is, in terms of co-occurrence, nowhere near the 
frequency of fight. Only 26 of 6181 forms of nominal battle co-occur with raged/raging, contrasting with 234 
instances collocating with fighting/fought.  
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altogether; by dubbing the above initiative "Path to Growth" (line 39), it draws on the 
ORGANISM metaphor (discussed in 4.2.1) while at the same time conveying goal-oriented 
movement through a noun (cf. "front-runners" in the Business Week sample line 29). In 
(internal) marketing and public relations communication, the WAR metaphor seems to be 
shunned as potentially offensive.  
 It could be seen above that the text oscillates between literal and metaphoric 
notions of dirt. This semantic feature is made explicit in the identifying declaration "like 
football and trench warfare, this is a contest of sweat, mud and inches" (lines 11-12). This 
chunk of text is remarkable for several reasons. First, it is uncharacteristic as a 
metaphorical expression since both source and target space are mentioned explicitly 
(Cameron & Low 1999a: 80).133 Moreover, it is one of the few examples to actually spell 
out which semantic features are drawn upon in the metaphoric blending process (Low 
1999: 64), namely "sweat, mud and inches". Finally, it juxtaposes two different source 
spaces, SPORTS or more specifically, FOOTBALL, and WAR, thus betraying the tight 
conceptual links between the two domains (note also that trenches can moreover feature 
as a metaphorical expression in the realm of football, as observed by Howe [1988: 95-96]). 
In the light of this syntactic and semantic juxtaposition, it is doubtful whether the "win" of 
the next sentence (line 12), although theoretically a candidate for representing the GAMES 
metaphor as well, could be anything but a realization of either the SPORTS or the WAR 
metaphor or of a blend of both.  
 After the density of relevant metaphorical expressions in the opening of the text, the 
fourth paragraph (lines 18-26) provides factual information about the two companies' 
market position, employing the spatial metaphorical expressions usual in that context 
("declined [...] inched up [...] was up [...] dropped [...] sank [...] has fallen [...] is off"; see 
also "climbed" in line 46 and "slid" in line 70). Among these instantiations of the primary 
MORE IS UP metaphor, we also find two realizations of the FAST MOVEMENT metaphor so 
pervasive in the Business Week example. Crossed with the ORGANISM metaphor in line 18 
("has been growing at hyperspeed"), its dynamic character is reinforced by both the 
intensifying prefix as well as the durative trajectory. Durative trajectory, albeit of a different 
kind, is also present in the phrase "both companies remain under intense pressure [...] to 
pick up the pace" (lines 24-25), where it is explicitly coupled with intensive trajectory 
("intense pressure", line 25). In these two examples, the FOOTBALL metaphor of line 11 is 
abandoned for another one derived from the domain of SPORTS, namely the already 
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familiar RACING metaphor. The metaphoric concept of RACING is also present in the 
expression "turf war" (line 40), in which it is as much blended with the WAR metaphor as it 
was, in a syntactically different form, in line 2 of the Business Week example ("a bruising 
battle for cyberturf"). In both examples, the focus is on the war aspect, with "turf" serving 
as but another attribute for "war".  
 The WAR metaphor is also very dominant in the fifth paragraph (lines 27-35). Its first 
instance there is a quotation from primary corporate discourse: "'it's a death struggle to 
incrementally gain share'" (line 27). This conceptualization is phrased to maximize its 
persuasive power, combining declarative status with belief of certainty in another 
ambiguous identification/existential process. Moreover, the WAR metaphor – intensified by 
the attribute "death" – is linked to the spatial metaphoric concept of markets 
("incrementally gain share"), which can again be found in "both companies badly need to 
win ground" (line 36, see also "the only way to win share" in lines 43-44). The latter 
represents another intensified declaration, here coupled with belief of necessity. The 
intensified WAR metaphor quoted at the beginning of the fifth paragraph is claimed by the 
author of the secondary media text at hand only two lines later. The belief of 
necessity/obligation represented by "P&G and Unilever have to slog it out" (line 29) again 
helps to present a particular metaphoric conceptualization as common consent. The four-
fold repetition of "every" in the remainder of the sentence is another intensifying device, 
culminating in "that's a lot of slogging" (line 30). While slog is rare as a realization of the 
physical violence aspect of the WAR metaphor,134 COMPETITION IS WAR is phrased in more 
conventional expressions later in the paragraph ("the fiercest competition" in line 33 and 
"have been locked in battle" in line 34). Intensification can be found in both cases, either in 
the form of a superlative attribution ("fiercest competition") or in the circumstantial "for 
more than 35 years" (lines 34-35).  
 We could see that in the paragraph just discussed, the WAR metaphor was coupled 
with the spatial metaphorization of markets ("to incrementally gain share", line 27, and its 
reification in line 36). Other instances are the already mentioned "turf war" (line 40), "there 
isn't much territory to gain" (line 40) and the echo of the title in line 61, "an inch of territory 
nabbed from some other brand" (see also the phrasal verb "inched up" as used in line 21). 
This metaphor chain is continued in lines 84-85 ("have already nabbed a [...] 6% share"). 
                                                                                                                                                 
133 Strictly speaking, the sentence constitutes a simile providing a metaphorical framework (Goatly 1997: 
184-185).  
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Throughout the article, the market in question is described in terms of a limited space 
claimed by two companies. The resulting lack of sufficient space gives rise to a metaphoric 
fight over territory. Interestingly, this metaphoric spatial narrowness is literalized in the 
observation that "shelf space is [...] tight in stores these days" (lines 61-62). Not only can 
literalization be seen as a means of lending seemingly "objective", because non-
metaphoric truth to a statement. Furthermore, literalization is here linked to quoting a 
credible source as another way of reinforcing supposed objectivity.  
Switching between literal and metaphoric competition for space continues in lines 
78-81. There, various options for succeeding in that competitive surrounding are discussed 
in a simulated dialogue. The original question ("how do you make things worse for […] 
Tide?", line 78) is rephrased in the final answer as "there's only one way to blow a box of 
Tide off the shelf" (lines 79-80), thus elaborating on the FIGHT FOR TERRITORY metaphoric 
motif by intensifying it in a novel metaphorical expression. The process by which to 
accomplish the goal thus defined takes imperative status ("come out …"), here linked to 
augmentative perspective as conveyed by a tri-partite attribution ("… with something 
bigger, better, and newer", lines 80-81). If we consider that the brands in the text 
metonymically represent the companies marketing them, often being personalized as self-
creating entities ("Tide has made itself an American brand icon" in line 51 and "Tide has 
spawned more than 60 variations of itself" in line 58), metaphorically shooting a 
representation of the brand comes very close to obliterating the company itself.  
 The WAR metaphor also dominates the remainder of the text. It does so in the 
attribution "armed with a new $80 million budget" (line 87) as well as the subsequent 
dispositive process represented by "Unilever launched the tablets" (line 87). The metaphor 
takes a turn in line 89, when the reader learns that "Unilever blitzed 24 million homes". As 
could also be witnessed in the Business Week sample text, the entity affected by the 
violent process is now no longer the other market participant but the prospective customer. 
Apart from this shift, we can detect another interesting particularity preceding that 
statement. The prediction that "[the] tablets will be everywhere" is underscored by 
"literally" (line 89). Paradoxically, this claim to non-metaphoricity actually enhances the 
metaphor (Goatly 1997: 173), so that a signalling device meant to lend "objective truth" to 
a statement has quite the opposite effect. Finally, the less entrenched metaphorical 
expression "to blow a box of Tide off the shelf" (line 80) finds its slightly more 
                                                                                                                                                 
134 There is only one more instance of slog in the corpus (MS EC 18), which, however, does not relate to 
competition ("this foot-slogging technique [of door-to-door selling] was steadily replaced by mass 
marketing").  
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conventionalized equivalent in "Tide has […] fired the first shot" (lines 97-98). As 
mentioned at the beginning of this analysis, the text closes by repeating the exact wording 
of the title in its last sentence, thereby persuasively framing the topic in the form of a 
particular metaphoric conceptualization. However, it only does so after building up a very 
elaborate chain of realisations of the WAR metaphor, intensifying it with almost each new 
instantiation. 
 To summarize, it can be said that the one dominant characteristic of the Fortune 
sample text is intensification, indicating a likely rather homogenous underlying model. 
Such intensification is achieved by a variety of means, including prefixes ("archrivals" in 
line 3, "hyperspeed" in line 18), attributes ("'death struggle'", line 27) or augmentative 
trajectory ("fiercest competition", line 33). While it is the WAR metaphor that is quantitatively 
most frequent and qualitatively intensified in the text, the topic itself is framed by drawing 
on the SPORTS metaphor (lines 1 and 101), a difference to the previous examples. By 
conceptualizing the market in spatial terms, however, the text at hand resembles both the 
Business Week and the Economist sample. In this connection, the market is presented as 
a bounded space of limited size, making it too small for two companies to be active in. The 
ensuing metaphoric fight is the focus in both the Economist and the Fortune text, 
accompanied by an absence of any alternative metaphorical expressions of romance in 
samples two and three. While also constructing the market as too narrow a space for more 
than one company to operate in, the Business Week text rather shifts the focus to RACING. 
(Still, the WAR metaphor also features prominently in the first sample.) As for the sample at 
hand, we furthermore find the hitherto unattested device of literalization there, which 
functions as an attempt to grant "objectivity" to the particular metaphoric construction of 
the topic.  
 I shall now conclude the qualitative empirical part by analyzing the final sample text, 
taken from the British newspaper Financial Times.  
4.2.4 Sample text Financial Times (FT) 
Although the last sample, MS FT 91, has been labelled "general", it should be noted that it 
is rather unrepresentative of the Financial Times sub-corpus. Its length – 1,305 words – far 
exceeds the average length of Financial Times articles in the corpus (413 words). The 
reason for this particularity lies in the fact that the text constitutes a background feature 
rather than the short news item characteristic of a daily paper.  
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Labelled as the devil of the consumer society 1 
BRANDS: Leading brands are fighting to justify their high prices and to dispel their 2 
image as symbols of a global economic system gone wrong writes Richard Tomkins:  3 
Are brands an appalling rip-off, enriching their corporate owners by exploiting people's 4 
insecurities and desires? Or are they worth every penny of the price premium they 5 
command because of the pleasure they bring?  6 
It is an old question that has been given new life by the continuing battle in Europe 7 
between Levi Strauss, the US clothing company, and Tesco, the supermarket chain that 8 
sells Levi's jeans at discount prices.  9 
On the one hand, you have Tesco positioning itself as a consumer champion by 10 
obtaining Levi's jeans on the grey market and selling them for much less than 11 
authorised stores.  12 
On the other, you have Levi fighting to stop this activity out of a belief that its brand is 13 
devalued when its jeans appear in a supermarket alongside shelves full of soap powder, 14 
tea bags and pickled gherkins.  15 
So far the brand owner has come off worse – not so much in the European Court of 16 
Justice, whose interim ruling on the dispute last month set new standards of 17 
inscrutability, but in the court of public opinion, where Levi has been found guilty of anti-18 
consumer protectionism.  19 
How the case will end is anybody's guess. But it has come at a bad time. It has had the 20 
unfortunate effect of highlighting some awkward questions about brands just as brand 21 
owners are being thrown on to the defensive by anti-globalisation protesters and their 22 
sympathisers.  23 
True, the anti-globalisation movement is not particularly concerned whether brands are 24 
good value for money. Rather, as Naomi Klein puts it in her anti-corporate manifesto, 25 
No Logo, it abhors them because "Nike, Shell, Wal-Mart, Microsoft and McDonald's 26 
have become metaphors for a global economic system gone awry".  27 
Yet the issues are related. Both start with the idea that global brands have departed 28 
from their original role as trademarks and become bigger, more powerful – and, 29 
somehow, more manipulative.  30 
Take Levi's. In the US, the jeans are seen as a fairly workaday product, and they are 31 
widely sold at a competitive price through a variety of channels. Yesterday, Macy's in 32 
New York was selling Levi's 501s for $36.99 (£26), JCPenney's online store was selling 33 
them for $34.99, and the Canal Jean Company in downtown Manhattan was selling 34 
them for $30.  35 
But in Britain, Levi's jeans have been positioned almost as a designer fashion item, and 36 
sell for much higher prices through carefully chosen outlets such as boutiques, in-store 37 
concessions and Levi's stores.  38 
Prices for a pair of 501s range from £45 to £49.99 – roughly double the typical price in a 39 
US department store.  40 
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The difference in price is the power of branding laid bare. Britons and Americans end up 41 
with exactly the same pair of jeans, but Britons pay more simply because they have 42 
been persuaded by skilful advertising and restrictive distribution to credit the Levi's 43 
brand with more cachet than Americans do.  44 
At least that has been the position until now. But Tesco, which is obtaining its supplies 45 
from an unnamed source outside the official UK distribution network, is breaking the 46 
pattern by selling 501s for just £25, much the same level as in the US.  47 
In fact, Levi's is a relatively weak example of modern branding in action. To the extent 48 
that it stands for a single product – a pair of jeans – it is more like those old-fashioned 49 
trademarks that served as a guarantee of quality and reliability than today's most 50 
successful brands, which set out to operate at an emotional level.  51 
In the early days of the consumer society, it could be argued, trademarks benefited 52 
society by helping people identify products they could trust. But slowly, consumer 53 
protection legislation chipped away at that role: then competition diminished it further by 54 
flooding the market with ever-better products at ever-lower prices.  55 
Today, competition is such that we have reached something approaching product parity: 56 
a situation in which quality and reliability are the price of market entry and nearly all 57 
products at a given price-point in any category do much the same job. So companies 58 
that want to maintain a price premium need other ways to differentiate their products, 59 
and have latched on to emotional branding as a means to that end.  60 
The idea is to make brands stand for an attitude or a set of values that people hope will 61 
rub off on them if they buy the product that carries the name. So successful has this 62 
strategy been that many people now define themselves less by their religion, political 63 
affiliation, social class or ethnic origin than by their personal brand set: the labels on 64 
their clothes, the make of their watches, the cars they drive and the drinks they buy.  65 
Does it matter if people are paying for image instead of substance? Many of the 66 
arguments against brands are similar to those long deployed against advertising: that 67 
they lure people into buying things they do not need or paying more for things than they 68 
are worth; that they lead to unhappiness among those who cannot afford them; and that 69 
they represent a triumph of consumerism over human values.  70 
A particular concern is that brands are increasingly targeting younger people, who are 71 
more prone to the desires and insecurities that emotional branding seeks to exploit. 72 
Many parents today despair at their children's obsession with brands, a phenomenon 73 
unknown in their own younger days.  74 
On the other hand, it can be argued that brands are just harmless fun. Consumers are 75 
not stupid: they know what they are doing when they pay extra for branded products, 76 
and happily do so for the cachet they bring. The pleasure of owning a Prada handbag 77 
would be greatly diminished if Tesco sold them for the price of a can of baked beans.  78 
In a sense, the argument seems pointless since brands, like advertising, are an 79 
essential part of the consumer society. As long as competitive capitalism exists, brands 80 
are here to stay.  81 
Yet brand owners could come under pressure to modify their behaviour. This is 82 
happening already in the drug industry, where global pharmaceutical companies are 83 
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facing an unprecedented wave of criticism over the prices they charge for their branded 84 
products. Last week, the manufacturers dropped a patent infringement lawsuit against 85 
the South African government after being widely portrayed as profiteering at the 86 
expense of the sick.  87 
Clearly, there is a difference between life-saving drugs and blue denim jeans. But the 88 
Levi's case against Tesco is in danger of provoking a brand backlash, too. Consumers 89 
are growing better informed. Many Britons have travelled to the US, have seen how little 90 
Levi's cost there and want to know what entitles the manufacturer to charge so much for 91 
the same product in the UK.  92 
This presents brand owners with a dilemma. The whole purpose of brands is to enable 93 
them to maintain their profit margins. But when profit-making is perceived as 94 
profiteering, the brand owners run the risk of being demonised and seeing years of 95 
patient brand-building destroyed.  96 
Perhaps it is just a coincidence, but since the day anti-globalisation protests disrupted 97 
the opening of the World Trade Organisation summit in Seattle in November 1999, 98 
Coca-Cola, owner of the world's most powerful brand, has seen its share price tumble 99 
by nearly 30 per cent.  100 
A global brand, it seems, is worth a lot less now than it was just a year-and-a-half ago. 101 
Maybe brand owners should be spending less time making an enemy of consumers in 102 
the courts and more time wondering how they can be their friends. 103 
 
The first thing to be noted about the text is its exceptionally low metaphor density. The 
Business Week sample shows a density of cluster metaphors of 22.03 per 1,000 words, 
with the second US example from Fortune ranking second (16.81/1,000). Whereas the 
Economist text lags behind, its density of 14.3 metaphorical expressions derived from 
lexemes of the original fields is still more than double the 6.13/1,000 of the text at hand. 
This low density is accounted for by merely eight expressions derived from cluster 
metaphors (excluding the one counted as an alternative metaphor, namely "friends" in line 
103). Of these eight instances, 5 or 62.5% are instantiations of the WAR metaphor, 2 or 
25% represent a realization of the SPORTS metaphor and a single one or 12.5% is in fact 
an instance of the GAMES metaphor. Hence we can see that the percentages of all three 
cluster metaphors are very close to overall frequencies in the corpus (69.54%, 25.5% and 
13.34%), making the sample a very representative one as far as distribution within the 
cluster is concerned.  
 In terms of distribution across the text, it is remarkable that the expressions cluster 
at the beginning. Apart from only two more metaphorical expressions of war, which are 
located quite far apart from each other, and the one instance of an alternative metaphor 
right at the end, no more relevant metaphorical expressions are found after the first quarter 
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of the sample. So it seems that metaphors mostly serve a defining function in the context 
of the article, with no metaphor chains developed to bring about conceptual cohesion. The 
following step-by-step analysis is meant to ascertain whether this is indeed the case.  
 The present sample differs from the others not only with regard to the type of 
publication it stems from or its metaphor density. Moreover, it also deals with a different 
topic in marketing: Instead of describing the competition between two or more companies 
in a particular market, the author rather sets out to discuss the importance of brands in 
more general terms, choosing the strained relations between a brand owner and a retailer 
as his example. As in the other samples, however, the title serves to set the agenda in 
terms of metaphoric conceptualization of the topic. Interestingly, the metaphor chosen, 
BRANDS ARE DEVILS, is not related to any of those investigated in this work. In another 
contrast to previous metaphorizations in headlines, the one at hand is ascribed rather than 
claimed, as indicated by the word play on "labelled". Passive trajectory here helps 
constitute an agentless semiotic process, with the co-textual marker "as" weakening the 
metaphoric effect (Goatly 1997: 185). The pejorative attitude of the identification is 
repeated in line 95 ("brand owners run the risk of being demonised"). Interestingly, the 
entity identified later in the text is no longer the brands themselves but their owners, 
signalling a metonymic shift. The conceptual phenomenon of brands being personalised 
and coming to stand for their owners or providers could already be witnessed in the 
previous sample from Fortune magazine (lines 51 and 58).  
 After the initial personalization of brands as something super-human, the first three 
paragraphs (lines 4-12) draw on all of the three cluster metaphors to conceptualize brands. 
In this context, expressions deriving from the WAR metaphor define brands only indirectly: 
In line 2, we learn that "brands are fighting", a conceptualization of brands which is again 
transferred to brand owners later ("the continuing battle [...] between Levi Strauss [...] and 
Tesco", lines 7-8). Identification is made explicit in line 4 ("are brands an appalling rip-off"), 
in which one can find one of the rather rare instances of the GAMES metaphor in the 
samples. An element of the lexical field of GAMES, the expression rip-off is itself 
metaphorical, drawing on violent physical action as a source. While being another ascribed 
metaphor conveying pejorative attitude, the identification "appalling rip-off" is embedded in 
a phrase showing interrogative, not declarative status. This particular possible 
conceptualization of brands is ascribed to a source as anonymous as the one propagating 
a contrary identification (lines 5-6). However, the third possible metaphorization of brands 
– and, by extension, their owners –, the SPORTS metaphor, is directly linked to one of the 
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two protagonists featuring in the text: "you have Tesco positioning itself as a consumer 
champion" (line 10).  
 The emergent attempt on part of the text producer to provide a balanced picture is 
continued in lines 13-15 (see also line 75). Whereas Tesco was portrayed in terms of the 
SPORTS metaphor, Levi's activities are described employing the WAR metaphor ("on the 
other [hand], you have Levi fighting", line 13). Still, there are differences. While "you have 
Levi fighting" echoes the more general "leading brands are fighting" (line 2) by implicitly 
casting the respective agent in the role of a metaphoric fighter or perhaps even soldier, we 
learn that "Tesco [is] positioning itself as a consumer champion" (line 10). In both cases, 
the agents' activity is phrased by means of progressive tense. However, Levi as a fighter is 
a metaphor claimed by the author, whereas Tesco as a champion is part of the company's 
communication policy. It should be noted that Tesco uses the SPORTS rather than the WAR 
metaphor to identify itself, probably in order to tone down the aggressiveness which is 
inherent in the latter and could put customers off. Again, attenuation in corporate discourse 
could already be found in the third sample, which featured a company employing the 
ORGANISM metaphor (line 39) to describe what was elsewhere conceptualized in terms of 
the WAR or SPORTS metaphor  
 Furthermore, the phrase "Tesco [is] positioning itself" (line 10) also introduces the 
well-known spatial metaphor for markets. The type position appears three times in the 
sample, with its function being adapted in each instance. It can first be found with reflexive 
transitivity and progressive tense, rendering Tesco the agent of an enactive process (line 
10). Further down, however, the reader is informed that "Levi's jeans have been 
positioned" (line 36). In contrast to the first occurrence of position, the type here appears in 
a phrase of passive transitivity and completive trajectory, turning the brand into an entity 
affected by a process. However, the apparent imbalance is to some extent compensated 
for by yet another metonymic shift, this time from brand owner to brand, resulting in an 
agentless sentence (*Levi's jeans have been positioned by Levi). In the third instance, 
position appears as a noun ("that has been the position until now", line 45), used to 
describe not the companies' but the consumers' stance. While we can thus see that the 
fourth sample text also incorporates the MARKETS ARE BOUNDED SPACES metaphor, it is 
noteworthy that this time, the metaphor does not result in metaphoric races or fights to 
claim more space. Rather, the text constructs companies as arranging and re-arranging 
their position in the bounded space in a non-goal oriented and non-violent fashion.  
 Still, the WAR metaphor is the most frequent one in a text rather short of metaphor. 
What instances there are, are accounted for by metaphorical expressions either denoting 
  153 
an antagonism between the two protagonists (located on different levels as brand owner 
and retailer), not over metaphoric space but over the abstract literal notion of branding and 
retail policies. Elsewhere, metaphorical expressions of WAR enter the text whenever the 
relation between brand owners and consumers or brand owners and critics is described. 
Examples of the latter are the highly conventionalized "brands are fighting to justify their 
high prices" (line 2) and "brand owners are being thrown on the defensive by anti-
globalisation protesters" (lines 21-22). Interestingly, this phrase employs military 
terminology not to describe the activities of corporate entities but rather their critics' 
activities, which the companies are passively affected by. (Usage of a different metaphor, 
PROVIDING IS FLOODING, however, involves both companies and their critics as agents: 
"flooding the market with [...] products" in line 55 as contrasted with "companies are facing 
[a] wave of criticism" in lines 83-84.) The metaphor does not seem to be particularly 
entrenched in the corpus as a whole, meeting none of the criteria established by Low 
[1999: 64].) Apart from this angle particular to the fourth sample, there is also the familiar 
MARKETING IS AGGRESSION AGAINST CONSUMERS metaphor, as conveyed in the conventional 
"brands are increasingly targeting younger people" (line 71). 
 The above metaphor conceptualizing marketing as aggression not only against 
competitors but also against consumers meets with an interesting twist at the end of the 
sample. The phrase "making an enemy of consumers" (line 102) reconceptualizes 
consumers as changing from passive objects of marketers' aggression into potentially 
more active adversaries. Thus, the roles of customers and critics, which were kept discrete 
all through the text, now merge. The term enemy is sharply contrasted with friends in the 
obligation expressed – albeit in a form attenuated by the initial "maybe" – in the final 
sentence (lines 102-103). Here, the author not only takes an unusually explicit instructional 
perspective, he also metaphorizes previous elaborations on the emotional aspect of 
brands. In the initial questions presenting possible concepts of brands (lines 4-6), we find 
personalized brands as actively "exploiting people's insecurities and desires" (lines 4-5). 
Such metaphoric behaviour on the part of brands entails passivity in its object, i.e. in 
consumers. Later in the text, the argument is rephrased accordingly, with customers 
identified as "prone to the desires and insecurities that emotional branding seeks to 
exploit" (line 72). It should be noted that status is not declarative in either of the two 
phrases; rather, the doubt expressed through the interrogative status of the first instance is 
mirrored in the tentative trajectory of the second ("seek to exploit"; cf. Business Week 
sample lines 80-81: "some local rivals are trying to ignite"). In terms of emotions, we can 
also find "pleasure" (line 6) and "unhappiness" (line 69). Moreover, there is also generic 
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emotion, as brands are said "to operate at an emotional level" (line 51), a strategy known 
as "emotional branding" in marketing (lines 60 and 72). While all the above instances are 
aspects of marketing involving literal feelings, the notion of brands as friends is clearly a 
metaphoric extension. Furthermore, this extreme personalization of the after all highly 
abstract notion of a brand intensifies the metaphor of BRANDS ARE CHAMPIONS (line 10). 
While by no means very frequent, the concept of brands as metaphoric friends is still 
present elsewhere in the corpus (MS FT 42, MS FT 74, MS EC 15; see Table 14 in the 
Appendix) and is also corroborated by anecdotal evidence from primary corporate 
discourse (e.g. British Telecom's Brand as Friend campaign ["BT" n.d.]).135  
 Although relevant metaphorical expressions are scarce throughout the text and 
especially after its first quarter, we do find that the sample's topic is framed metaphorically. 
Contrary to the other samples, however, framing is not homogeneous in the final example. 
Rather, brands are presented in different metaphoric terms at the beginning, with 
metaphors being both claimed by the author ("brands are fighting", line 2) or the brands 
owners ("Tesco [is] positioning itself as a consumer champion", line 10) or ascribed to 
anonymous text producers ("labelled as the devil", line 1). At the end of a balanced 
argumentative text, the author winds up by taking an instructional perspective, proposing 
an alternative metaphoric conceptualization of brands, the topic at hand. In doing so, the 
text producer shows that a metaphor from the cluster, namely SPORTS, can be extended to 
an alternative metaphor and does not necessarily have to support the WAR metaphor as in 
the other samples but can go so far as to contradict it. It should furthermore be noted that 
the text, while drawing on the MARKETS ARE BOUNDED SPACES metaphor, does not 
incorporate the usual metaphoric fight for territory or racing on turf. In a nutshell, although 
the text does employ the WAR metaphor as its most frequent one, it nevertheless grants 
end stress and thus an important persuasive function to an alternative metaphor, changing 
the conceptual role of customers along with the marketers'.  
 The above four sample texts show a wide range of conceptual metaphors, both 
from within and outside the cluster. The metaphors the texts draw on are more or less 
entrenched and productive, sometimes elaborating and extending on each other in the 
chains they form across the texts, sometimes calling each other into question or even 
                                            
135 Because of the severely limited number of overall alternative metaphorical expressions of romance in the 
corpus, the hunch that the metaphor may be culture-specifically favoured by UK writers can be no more than 
just that. However, it can be seen in Table 14 in the Appendix that at least Fortune magazine lags behind 
both the Economist and the Financial Times in terms of occurrences, with almost half (47.06%) of the 
Business Week instances accounted for by a single type (woo), an unequal distribution not present in the 
other publications.  
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contradicting each other. In the following section, which rounds off this first empirical part, I 
shall summarize the findings from the qualitative analysis in relation to the quantitative 
data, assume a conceptual model underlying media discourse on marketing and sales and 
discuss the impact of this model on both cognition and discourse as embedded in a 
broader socio-economic framework.  
4.3 Socio-cognitive impact 
The metaphorical expressions attested in the four sample texts give rise to the assumed 
underlying model shown below. As this model is based on the empirical study conducted 
in this section, my hypothesis that it is representative of the wider media discourse on 
marketing and sales obviously requires further research. For the time being, however, I will 
discuss the impact of the model on discourse and cognition as well as on the socio-
economic sphere those are embedded in in fairly generalized terms. As for the 
organization of the model, I would like to remind readers that rather than using a top-down 
hierarchical structure, the elements are ordered from centre to periphery, with arrows 
indicating dependence relations. 
 























Fig. 12. Conceptual model marketing and sales discourse 
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The central metaphor, MARKETING IS MOVING IN A BOUNDED SPACE, can be traced back to a 
primary metaphor, which, being by nature very generic, in itself does not reveal much 
about the particularities of media discourse on marketing. However, it entails two different 
specific forms of movement, namely MARKETING IS FAST MOVEMENT on the one hand and 
MARKETING IS EXERTING ANTAGONISTIC FORCE on the other. The former can again be 
subdivided into MARKETING IS FAST UNCOORDINATED MOVEMENT (evidenced by phrases such 
as "Ong has been scrambling to hire staff" from the Business Week sample, lines 6-7) and 
MARKETING IS FAST GOAL-ORIENTED MOVEMENT, which translates into the RACING metaphor 
witnessed in all but the last sample text and particularly in the Business Week sample 
again. The second entailment of the central metaphoric concept, namely MARKETING IS 
EXERTING ANTAGONISTIC FORCE, finds its marketing-specific expression in MARKETING IS WAR 
OVER TERRITORY (also identified by Jäkel [1997: 207]) and, on the same level, MARKETING IS 
A FOOTBALL MATCH. The FOOTBALL metaphor, which featured very prominently in the 
Fortune sample, is ambiguous, containing both competitive and playful elements. Its latter 
aspect is incorporated in the more general metaphor MARKETING IS PLAYING A GAME.136 
Although the PLAY/GAMES metaphor is fairly general, I have nevertheless located it 
on the fringes of the model as it is neither frequent nor salient. The least prominent cluster 
metaphor in quantitative terms, it never takes a central position in any of the four texts 
either: Neither can it be found in the qualitatively important framing slots at the beginning 
and end nor does it elaborate on or question the dominant metaphors. Moreover, it is 
altogether absent from one of the four samples (Economist). When the GAME metaphor 
occurs it is mostly restricted to technical terms (see the expressions red chip and stakes in 
the Business Week sample) or collapses with the SPORTS metaphor (as in "nobody has 
played this game better than Tide", line 45 in the Fortune text). Eubanks' observation 
about popular marketing handbooks as meshing "horrendous war images with liberal 
doses of game metaphors" (2000: 145) does not hold true for magazine and newspaper 
texts on marketing: Doses of the GAME metaphor are all but liberal.137 
                                            
136 My view on the ambiguity of the GAMES metaphor is by no means shared universally. Hunt & Menon, for 
instance, understand it as  
emphasizing and promoting either sportsmanship or gamesmanship norms which have starkly 
different ethical frameworks. Sportsmanship emphasizes fairness and civility over victory and 
outcomes. [...] In contrast, gamesmanship emphasizes victory through Machiavellian 
maneuvering (1995: 87-88). 
 
137 In particular, Eubanks refers to Ries & Trout's (1986) Marketing Warfare. Similar works include Cohen 
(1986), Durö & Sandström (1988), Michaelson (1987), Rogers (1987) and a video series based on the same 
concept ("Great Marketing Wars" [1983]), making for a 1980s fad in the field of marketing handbooks. For a 
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 Yet, the "horrendous war images" are definitely there, lending particular importance 
to the left-hand side of the model. While the upper right-hand side conceptualizes 
movement by one or more parties from one point to another which is ahead of the starting 
point (     ), the force schema inherent in the left-hand side rather 
encapsulates movement by two parties against each other, the aim being to push the 
opposing party back behind its starting point (     ). Although both 
concepts are highly competitive, the more aggressive form of competition is to be found in 
the concept of antagonistic movement.138 The similarities between the WAR and the 
SPORTS, in particular the FOOTBALL metaphor, are spelled out in the Fortune sample, 
making me juxtapose them on the same level. Although the SPORTS is less frequent than 
the WAR metaphor, it definitely serves to support it conceptually and even takes on a 
framing function in the Fortune sample. Further evidence for the tight conceptual links 
between the two metaphors is derived from group schema theory, according to which both 
armies and sporting teams can be seen as relational or comparative groups being 
"constitutionally competitive, or concerned with [their] status relative to other groups" 
(Augoustinos & Walker 1995: 123). The fact that these two groups are drawn upon to 
metaphorically describe groups involved in marketing helps to render those intrinsically 
relational and competitive, too.  
 However, aggressive movement is not restricted to inter-company activity. Another 
upshot of the antagonistic force schema is MARKETING IS WAR AGAINST CONSUMERS, a 
metaphor realized conventionally in the sample texts (target).139 While this particular 
metaphor strikes me as rather cynical, I would also point out that this part of the model 
also holds the potential to bring forth alternative metaphors. Non-dominant metaphorical 
expressions deriving from what I have dubbed the ROMANCE metaphor could be found, 
albeit in very limited numbers, in the Business Week and Financial Times samples. In the 
former, prospects were attracted (line 38) and their sentiment was appealed to (line 82). 
                                                                                                                                                 
critique of this kind of handbooks, see Winsor 1996 (see also n.59). A defence of the WAR metaphor in 
marketing is Michaelson (1989), who claims that the metaphor, far from bringing about increased aggression 
in the marketing profession, enables practitioners to learn about strategy and tactics from military history and 
apply those concepts in an ethical way. In any case, the WAR metaphor in marketing discourse has obviously 
outlived both the short-term fashion sketched above as well as its critique.  
138 The two schemata mesh in the term arms race, albeit with an emphasis on the attributed racing aspect 
(discussed by Chilton & Lakoff [1995: 48-50]; for a feminist critique of the notion see Strange 1989).  
139 There is also anecdotal evidence for less conventional instantiations of the metaphor, which indicate its 
entrenched position in marketing discourse, e.g. Felixberger (2002: 106; trans. VK), who describes mass 
marketing as using the mass media for a scattergun approach to hit the highest possible number of 
customers. Interestingly, the author further refers to such marketing activities as "the colonial recipe for 
success" ("das koloniale Erfolgsrezept"), thus expanding the metaphor to MARKETING IS EMPIRE-BUILDING. For 
a similar extension in media discourse on mergers and acquisitions, see Appendix, Table 17.  
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The latter text goes even further than that, juxtaposing the negatively evaluated notion of 
marketers "making an enemy of consumers" (line 102) with the ideal of being the 
customers' friends (line 103). The metaphoric hybridity of the Financial Times text can thus 
be transferred to an extended model of marketing just as the position of metaphoric fast 
movement and antagonistic force close to the model's centre reflect their importance in 
media discourse on marketing.  
 The picture that emerges is one of a largely, albeit not entirely homogeneous 
discourse centring on WAR and SPORTS metaphors, with non-competitive ROMANCE or 
FRIENDSHIP metaphors in a non-dominant position. The dominance of the most frequent 
metaphors is further underscored by them being employed to frame topics, thus fostering 
and reifying particular conceptual models. With reference to the discourse level, usage of 
such metaphors positions text producers and text recipients in particular roles vis-à-vis 
each other. The fact that dominant metaphors not only define a topic at the beginning of 
the texts but also re-occur at the end was seen in the qualitative analyses as indicating 
their persuasive interpersonal function. While this may well be the case in general, 
recalling the readership structure of the four magazines is worth the while to see who the 
text producers actually write for (cf. Method section). In the cases in which data on the 
readers' occupation is available, it shows that most recipients hold management positions 
themselves: Of all Business Week readers, 63% are members of top management 
(Business Week 2002a), compared to 52% senior managers reading the Economist (The 
Economist 2002) and 69% top managers in the case of Fortune (Time Inc. Fortune® 1998). 
As for the readership of the Financial Times, 38% of readers hold board level positions 
and 28% are directors or department heads (information provided by Sarah Griffiths, 
Advertising FT Newspaper UK). In addition to this, the direct quotations from primary 
marketing discourse interspersed throughout the four samples show that the dominant 
metaphors are in fact shared by participants in both primary and secondary media 
discourse. The centrality of the WAR metaphor in primary marketing discourse is 
corroborated by Raghavan who states that "there is sufficient reason to believe that [the 
military metaphor] represents the way in which most managers think about competitive 
maneuvers" (1990: 7; see also Cleary & Packard 1992: 232). In view of this, the 
impression one gets is that producers of journalistic texts on marketing echo, if not imitate 
participants of corporate discourse, i.e. their readers. And imitation is a form of flattery. 
(Theoretically, use of direct quotes could of course be selective to fit the metaphors 
proposed by journalists. Yet, if one considers the imbalance of [discursive] power between 
corporate elites and journalists as well as the derivative nature of texts produced by the 
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second group [see Theory section], the conclusion that journalists emulate the ones they 
report on – who just happen to be their readers at the same time – appears as the much 
more plausible one.) The high ground taken in the publications' mission statements 
notwithstanding (see Method section), it seems that the text producers' chief aim is to 
entertain and flatter their readers rather than challenge their defining power by proposing 
alternative conceptualizations on a large scale.  
 According to my theoretical framework, metaphors have an impact at the textual 
level – as elaborated on in the above analyses – as well as at the level of cognition and 
discourse, represented by the model in Figure 12 and the relations between discourse 
participants as sketched above. I would now like to take the discussion one step further, 
i.e. to the level of the socio-economic framework in which both discourse and cognition 
and in turn the texts they give rise to are embedded. The framework in question here is 
late capitalism and the social practice of marketing as one of its aspects. Participants on 
this level are marketers and customers, the relation between whom is metaphorically 
characterized as aggression on part of the former directed against the latter; indeed, 
market seems to denote "something you do to customers" (Searls & Weinberger 2000: 76; 
original emphasis; see also 78). More specifically, the MARKETING IS WAR AGAINST 
CONSUMERS metaphor re-accentuates the bounded space of the central concept, which 
marketers fight over. The territory to be gained or lost is obviously the market, i.e. people 
and their cognitive make-up. This notion of fighting for consumers' minds is embraced by 
Michaelson (1987: 108), who proposes that  
the military components of psychological attack and propaganda have their 
business parallel in advertising. Advertising is a marketing weapon that 
demonstrates its firepower in capturing shares of mind. 
 
Quoting two colleagues of Michaelson, namely Ries & Trout (1986), Desmond (1997: 344) 
notes that  
as the mind of the consumer forms the territory on which the battle is waged, 
this must be penetrated and possessed. 
 
Seen as such, minds-as-territories can be penetrated and colonized (see n.139). 
Interestingly, the term is doubly metaphoric in a marketing context, being derived from the 
domain of territory, which is itself metaphorically conceptualized as a (female) body to be 
penetrated (Opitz 1992: 40). The somewhat surprising fact that this technical marketing 
term occurs only twice in the corpus may be an indicator of growing sensitivity towards the 
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lexeme's aggressively sexual overtones. On the other hand, it may just be coincidence. In 
any case, it is exactly those connotations which, from a gender perspective, are central to 
the socio-cognitive impact of the model proposed above. 
 The common denominator of the two most prominent cluster metaphors of WAR and 
SPORTS are masculinized to a high degree. (As noted above, the GAMES metaphor is 
marginal by comparison, being restricted to technical terms or collapsing with the SPORTS 
metaphor in its most frequent instances play and game.) There are of course "masculine" 
and "feminine" sports (e.g. American football vs figure skating),140 and it could be argued 
that I did not include items belonging to the latter in the original lexical field. However, as 
argued above (4.1.1), I have only considered items stemming from the most popular sports 
in Western culture. A quick check of the lexical units elegance/elegant, grace/gracious, 
gymnastics, to skate and softball shows that, apart from two metaphoric instances of 
elegant, these indeed do not feature as metaphorical expressions in the corpus, making it 
seem unlikely that items with the same gendered connotations should be found (see also 
the relative scarcity of the domain of dance as depicted in Table 18 in the Appendix).141 It 
is of course no coincidence that the most popular sports should also be significantly 
masculinized. At the heyday of 19th-century colonialism, sports came to be regarded as the 
perfect training for future male empire leaders, be it in the spheres of politics, the military 
or business, since physical education was seen as "instilling physical and mental 
toughness, obedience to authority, and loyalty to the team" (Kidd 1990: 34).142 This view of 
sports as an important practice to maintain the prevailing social order persisted well into 
the second half of the 20th century (see Messner [1992: 19] for evidence from the late 
1960s) and obviously entailed the attempt to exclude women from all but a very few types 
of sports (Kidd 1990: 35-37). Although women have by now become a part of almost all 
kinds of sports practiced, such marginalization still finds a contemporary reflection in the 
                                            
140 American football is masculinized to the degree of being one of the "flag carriers of hegemonic 
masculinity" (Bryson 1990: 174). In his discussion on WAR and SPORTS metaphors in US political discourse, 
Howe likewise notes that football, in contrast to basketball or baseball, was traditionally only played by men, 
which may have contributed to its success as a metaphor in the comparably masculinized sphere of politics 
(1988: 92). As very much the same holds true for the sphere of business it should come as no surprise that it 
is the FOOTBALL metaphor which is spelled out so explicitly in the sample taken from the US magazine 
Fortune (lines 11-12).  
141 A "feminized" item merely associated with sports and hence not included in the lexical field is 
cheerleader, which could be found in the Economist sample (line 25), representing the one token in the 
corpus.  
142 There are numerous historical examples of the use of sport as a social practice to inculcate particular 
ideologies, with the Spartan society or the 1936 Olympic Games in Berlin as one of the most blatant 
illustrations of Althusser's claim that "the role of sport in chauvinism is of the first importance" (1970 [1971]: 
154).  
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fact that media coverage of male athletes is hundred-fold that of professional women 
athletes on prime time TV (Sabo & Jansen 1998: 208).  
 It is this marginalization, if not complete exclusion, of women and the simultanous 
glorification of men through which the socio-cultural domains of the military, sports and 
business are linked (Pietilä 1990: 4), and which makes the prominent use of metaphorical 
expressions of WAR and SPORTS in a corpus of media texts on marketing so significant. The 
cognitive interrelations between the three domains are indeed many, and more often than 
not, the connections are metaphoric. Consequently, it can be said that  
the foundation metaphors that animate the language games that operate within 
these disparate arenas of power are nearly interchangeable (Sabo & Jansen 
1998: 203).  
 
Thus, we find that media coverage of sport events, especially competitive and contact 
sports, is shot through, as it were, with metaphorical expressions of war (Malszecki 1995). 
Vice versa, there are numerous realizations of the SPORTS metaphor in military discourse 
and its coverage (Schott 1996: 26), most notably in the case of the 1991 Gulf War (Jansen 
& Sabo 1994; Lakoff 1992: 472). One can in fact say that "the metaphors of sport have 
insinuated themselves into war (and by extension, business)" (Malszecki 1995: 225). 
Athough the three spheres are closely related, it should nevertheless be noted that the 
domains of war and sports are in a two-way metaphoric relationship, with each of them 
functioning as either the source or the target domain for the other. By contrast, metaphoric 
transfer between war or sports on the one hand and business in general (and marketing in 
particular) on the other is unidirectional, with business only ever serving as the target 
domain. I would argue that war and sports are so tightly related as to form a blend, which 
then serves as the source domain for metaphoric mapping in marketing discourse. What 
makes the war/sports blend a suitable source domain for marketing as an area of business 
are the masculinized characteristics it shares with the target domain. Each domain has 
brought forth a prototype of hegemonic masculinity, the oldest of which is the soldier. The 
technology-driven decline in the importance of physical strength in warfare then called for 
a substitute prototype of hegemonic masculinity. This was found in the athlete, who 
represents 
the male body as strong, virile, and powerful [and has] taken on increasingly 
important ideological and symbolic significance in gender relations (Messner 
1992: 168-169). 
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The athlete is related to the businessman by virtue of the fact that his qualities "are 
synonymous with high performance on the battlefield, in the political sphere, and in 
science, technology, and industry" (Sabo & Jansen 1998: 203). Mapping the blend of 
soldier/athlete onto the businessman by means of metaphoric transfer then establishes the 
latter as yet another paragon of hegemonic masculinity, who is even replacing the older 
soldier prototype he derives from (Connell 1998; see 2.3). While I would not go so far as to 
say that it is only the athlete who models masculinity for "the tough-minded, success-
striving but increasingly expendable middle-managers of the post-Fordian economy" (Sabo 
& Jansen 1998: 209) – if nothing else, the corpus data obviously falsify this assumption –, 
the links between the two prototypes are obviously very tight. (One of these links is 
constituted by the fact that stardom is not only granted to sports champions – see 
Wörsching [1999: 180] – but was also extended to – mostly male – CEOs during the heady 
days of the Internet boom in the latter half of the 1990s.)  
 The impact such a metaphoric construction of the businessman as a representative 
of hegemonic masculinity has on gender relations should not be underestimated. It far 
exceeds the practical issue of how comprehensible metaphorical expressions of war and 
sports are for women, who usually lack cultural experience of the source domains (Burke 
1992: 255; Cleary & Packard 1992: 233; Tannen 1994: 121).143 Rather, it is particularly 
WAR and SPORTS metaphors which can be used to  
police the borders that secure the gender system within discrete binary 
categories that require hyperbolic and hierarchical renderings of difference 
(Jansen & Sabo 1994: 9). 
 
Winsor (1996: 39) likewise widens the scope by claiming that "parallels [between 
militarism, business, and sport] tend to exclude women further from accepting and being 
accepted by their corporate peers". Indeed, reinforcing the cognitive and discursive links 
between the three spheres helps to secure the socio-economic framework of late 
capitalism as an arena of power held largely by men, of which marketing is but one sub-
division (see also Jansen & Sabo 1994: 7). Ironically, women are entering marketing in 
increasing numbers: The majority of older members of the British Chartered Institute of 
Marketing, for instance, is male (70% between 51 and 60 years, 60% between 41 and 50). 
                                            
143 While both men and women may lack first-hand experience of war or competitive sports, the two spheres 
continue to define masculinity and hence exert an influence on male identity construction (Bryson 1990: 
173). This is not to say, however, that men unanimously embrace WAR and SPORTS metaphors. For a male 
reader voicing criticism of metaphorical expressions of SPORTS in the Financial Times, see Finney (1998). 
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Of the younger members, by contrast, 50% of those between 31 and 40 years of age are 
female, while the 21-30 age bracket boasts a female majority of 60%. In terms of rank, the 
female majorities of 72%, 65% and 61% for assistants, executives and officers, resp., 
consequently drop to 42% department managers and only 24% female marketing directors 
(Business Women's Network 2002: 298). It is perhaps due to the fact that this trend of 
increasing numbers of women in marketing has not yet translated into more powerful 
positions for women that the masculinized conceptualization of marketing is still being 
reinforced. The most obvious reflection of such reinforcement can be found in an 
intensified usage of WAR and SPORTS metaphors in both primary and secondary discourse. 
The argument could also be reversed: Media discourse is ancillary in maintaining the 
status quo by reifying the cognitive underpinnings of marketing as a social practice. On the 
level of text, the masculinized concept of marketing finds its expression in the fact that 
alternative metaphorical expressions are neither frequent nor do they regularly occur in 
salient positions in any given text. It can be suspected that such heavy use of the 
WAR/SPORTS cluster as witnessed in the corpus might be a substitute act of masculinity, 
much as  
the difference between men who cheer football matches on TV and those who 
run out into the mud and tackle themselves (Connell 1995: 79). 
 
 It has to be conceded that in particular contexts, 
the military metaphor generates augmented understanding of a competitive 
situation […] and thus has the ability to foster creativity in formulating 
competitive strategies (Raghavan 1990: 81). 
 
What makes alternatives desirable, however, is not only the wish for equal opportunities 
for women. Both WAR and SPORTS metaphors over-emphasize the competitive aspects of 
marketing, incorporating the "instrumentalism, aggression, and the zero-sum concepts of 
competition that dominate corporate capitalism" (Jansen & Sabo 1994: 6). They thus fail to 
account for "the creative and cooperative natures of new and changing markets" (Searls 
Group 1999: par.42; see also Jäkel 1997: 208). By underscoring "inappropriate 
interorganizational and personal competition and conflict" (Cleary & Packard 1992: 232-
233) these metaphors may not even make good business sense. What then are 
candidates for alternative metaphors?  
                                                                                                                                                 
(Ironically, the Financial Times shows the lowest number of metaphorical expressions of sports, 33 out of 
216 or 15.28%.) 
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First, there is the MARKETS ARE ORGANISMS metaphor, as evidenced by conventional 
expressions such as "the world's fastest-growing Internet markets" (Business Week 
sample, lines 15-16), "the market is growing so fast" (Economist sample, line 50) or "the 
rest of the world has been growing at hyperspeed" (Fortune sample, line 18). (Less 
conventional instantiations include the anecdotal evidence of a CEO replacing SPORTS and 
SAILING metaphors with metaphorical expressions of FLOWERS, as provided by Burke [1992: 
255].) Moreover, Searls & Weinberger (2000) propose MARKETS ARE CONVERSATIONS. This 
notion is interesting in so far as it represents the metaphorization of an originally literal 
concept: After all, "the first markets were filled with talk" (2000: 75). In late capitalism and 
its abstract, intangible markets, "buying and selling is itself a kind of conversation: one 
spoken in goods, services, and money" (Searls Group 1999: par.48), with the actual sale 
"merely the exclamation mark at the end of the sentence" (Searls & Weinberger 2000: 
75).144 Searls & Weinberger see the Internet as the driving force behind changing 
metaphoric concepts of marketing, since it enables consumers to emancipate themselves 
from corporate market communication by interacting in cyberspace, thus re-enacting word-
of-mouth advertising on a global scale as so-called "viral marketing" ("Virales Marketing"; 
see also MS BW 26 and MS FO 18). The only question that remains is in how far this 
online communication between consumers is actually a metaphoric conversation. Still, I 
consider MARKETS ARE CONVERSATIONS or MARKETING IS HAVING A CONVERSATION an 
interesting alternative. In the corpus, however, conversation itself appears only twice as a 
metaphorical expression (MS BW 17 and MS FT 69). Likewise metaphoric speak, which 
shows but two tokens as well (MS FO 10 and MS FO 32, with the latter actually referring to 
Internet communication). Online "conversations" also feature in five of the nine metaphoric 
instances of talk.  
Furthermore, a whole range of RELATIONSHIP metaphors present themselves as 
viable non-aggressive alternatives. While by no means frequent (see Appendix, Table 14), 
expressions deriving from those metaphors include partnerships as replacing the fights 
between companies (Business Week sample, lines 58, 69, 96 and 102) or friendships 
between companies and consumers (Financial Times sample, line 103). It is particularly 
the growing importance of Relationship Marketing (RM) which makes this alternative 
metaphor seem promising to me, mainly because RM theorists regard the WAR metaphor 
as "quite inappropriate or even disastrous for [...] relationship marketing" (Hunt & Menon 
1995: 84). Finally, I would like to raise the point that perhaps one does not have to come 
                                            
144 This notion is strongly reminiscent of Habermas' concept of money and power substituting language 
  166 
up with entirely new metaphors for marketing. As discussed in the Theory section (2.3), 
new metaphors largely emerge through recombination and re-accentuation of already 
entrenched conceptual blends. Could it not be possible to re-accentuate the cluster 
metaphors so as to arrive at alternatives? After all, the SPORTS and, perhaps to a lesser 
extent, the WAR metaphor not only emphasize the antagonism between in-group and out-
group but also reinforce in-group cohesion. The SPORTS metaphor in particular can give 
rise to the metaphoric notion of teams (as in "they have teamed up with […] Richard Li", 
Business Week sample, lines 67-68), which "can also be used to increase organizational 
effectiveness" (Cleary & Packard 1992: 233). In their three-fold model of so-called 
metaphor families of competition, co-operation and connection, Morgan & Bales (2002) list 
derivatives of WAR and SPORTS metaphors under both competition and co-operation. The 
competition family furthermore includes the GAMES metaphor, which is seen as more 
closely related to the SPORTS than to the WAR metaphor, since the latter involves death, 
whereas the former two do not. Moreover, the authors point out that games and sports are 
rule-bound, whereas there are no rules at work in the domain of war (2002: par.27; see 
also Howe 1988: 87 and 89). It is SPORTS and WAR metaphors, however, which find their 
way into the metaphor family of co-operation, as they can be extended to give rise to 
metaphoric teams (2002: par.12). Against the backdrop of finite game theory (see n.125), 
Hunt & Menon (1995) also see the GAMES metaphor as holding potential for notions of 
teamwork and co-operation. (However, they criticize that "it inappropriately implies rigid 
boundaries on time and activities" [1995: 87].) Moreover, it could be seen in the Financial 
Times sample that the sub-metaphor COMPANIES ARE CHAMPIONS can be extended to 
COMPANIES ARE FRIENDS. To sum up, while WAR and SPORTS metaphors certainly embody 
aspect of teamwork, I still think that users of such re-accentuated metaphors should keep 
in mind the highly ambiguous nature of the concepts, which also incorporate aspects of 
reinforced antagonism, aggression, winning at the expense of others or even of 
obliteration.  
To conclude, the corpus analysis verifies the claim that "war provides the strategic 
language which structures almost all [marketing] discourse" (Desmond 1997: 344). 
Starting from the original lexical fields it can be seen that there are conceptual links within 
the cluster, with the domain of war permeating the other two domains either directly or 
indirectly. When looking at metaphoric instantiations of the lexical fields in the corpus, it 
shows that the field of war is most often drawn upon, showing the highest percentage of 
                                                                                                                                                 
(1981.1: 458; 1981.2: 232; see n.55).  
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items realized. Moreover, the WAR metaphor is both most frequent and most entrenched in 
the corpus. In concrete sample texts, it tends to occur at the beginning and end, thus 
providing a conceptual frame for the topic at hand. The SPORTS metaphor rather features 
towards the middle of the samples, although the two metaphors can swap roles (as in the 
Fortune text). The GAMES metaphor is by far the least frequent one in the cluster and does 
not occur in any salient position in a text either. Although word class analysis revealed the 
corpus to be nominally biased, the models conveyed in the sample texts are dynamic 
rather than static. This dynamic nature is brought about by progressive tense in 
combination with intensive/durative trajectory as well as by strategic use of metaphors of 
fast and goal-oriented or antagonistic movement. Further, cluster metaphors are mostly 
extended and elaborated in chains, tying in with intensification as most prominent in the 
Fortune sample. However, there is also subtle (Economist) or even explicit (Financial 
Times) questioning of the WAR/SPORTS cluster. As for alternative metaphors, we do find 
evidence, albeit scarce, of a ROMANCE or, more generally speaking, RELATIONSHIP 
metaphor. While this actually supports the WAR metaphor when constructing customers as 
the static objects of either aggression or persuasion, it has the potential to feature as a 
viable non-violent, non-competitive alternative to the dominant cluster.  
The WAR/SPORTS cluster is very much masculinized and by drawing on it 
extensively, media discourse on marketing and sales helps construct texts characterized 
by gendered vocabulary, serves to reinforce a conceptual model and discourse defined by 
aggression and is ultimately ancillary in maintaining marketing as a male-defined practice. 
It is in view of these far-reaching consequences that I would like to see business 
publications emancipate themselves from the primary discourse they report on by no 
longer reproducing marketers' overly competitive in-group schema but enforcing 
alternative metaphors.  
 Let us now see how those publications fare when it comes to mergers and 
acquisitions.  
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5 MERGERS AND ACQUISITIONS DISCOURSE 
LOUIS STEWART: Well, with the recent acquisition  
we had to re-arrange our organisation back in the US. [...]  
To cut a long story short, Achilles:  
I got a great job in Melbourne for you –  
with the full responsibility for the Asia Pacific region. [...]  
PENTHESILEA: Yes you, you and all the others.  
You are modern-day robber barons,  
whose proceedings in the world are certainly not p.c. [...]  
But when it's about modern management,  
you deal with psychology and esoterics alright.  
You facilitate courses in [...] "Metaphors for Managers" [...]  
Only because men of your generation could not go wild in a war,  
you have to bumble about in the whole world.  
(Johnson 2001: 6, 31 and 36; trans. VK)145  
 
The second empirical part is structured parallel to the first one: After establishing basic 
lexical fields, a corpus of magazine and newspaper texts on mergers and acquisitions 
(M&A) is scanned for metaphoric occurrences of the units in the lexical fields. Having thus 
ascertained absolute and relative frequencies, the analysis is again broadened by a 
qualitative investigation into four sample texts, one from each publication in the corpus. As 
in section 4, this chapter, too, is rounded off by discussing the conceptual model possibly 
underlying media discourse on M&A and the impact it has on the wider socio-economic 
framework the texts are situated in. However, the metaphors investigated not only partly 
differ from the ones of the previous analyses, they are furthermore subsumed under the 
umbrella metaphor EVOLUTION. In the case of M&A, a somewhat different structure will thus 
bring about a focus on a cluster of FIGHTING, MATING and FEEDING metaphors, with the 
DANCING metaphor serving as a potential alternative.  
Let me begin by outlining the lexical fields informing the cluster and alternative 
metaphors.  
                                            
145 "LOUIS STEWART: Well, with the recent acquisition we had to re-arrange our organisation back in the US. 
[...] To cut a long story short, Achilles: I got a great job in Melbourne for you – with the full responsibility for 
the Asia Pacific region. [...] PENTHESILEA: Ja Du, Du und all die anderen. Ihr seid moderne Raubritter, deren 
Vorgehensweise in der Welt sicher nicht p.c. ist. [...] Aber wenns [sic!] um modernes Management geht, 
beschäftigst du dich sehr wohl mit Psychologie und Esotherik [sic!]. DU gibst Kurse in [...] 'Metaphern für 
Manager'. [...] Nur weil sich Männer deiner Generation in keinem Krieg austoben konnten, müßt ihr auf der 
ganzen Welt rumwursteln". 
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5.1 Quantitative analysis 
5.1.1 Lexical fields 
As in the chapter on media discourse on marketing and sales, WAR was identified as one 
of the dominant metaphors in M&A texts. However, there are rather substantial changes in 
how this field is represented. In M&A discourse, we find an overarching EVOLUTION 
metaphor, which comprises the three factors driving natural selection, namely fighting, 
mating and feeding. Accordingly, I have chosen to integrate the three closely interrelated 
sub-domains in one chart rather than demarcating them somewhat artificially. The 
metaphorical expressions realizing the EVOLUTION metaphor in M&A discourse incorporate 
the components of [+HUMAN] and, more generally, [+ANIMATE] in degrees varying across 
the three sub-domains. In some cases, category membership was determined by 
consulting small-scale dictionaries (see Method section). For instance, courtship, a 
seemingly cultural and hence human notion, actually has a sub-entry as denoting mating 
behaviour in animals in all three reference works ("Courtship" a-c). On the other hand, 
glutton was categorized as [+HUMAN] as only one of the dictionaries gives a specialized 
meaning synonymous with wolverine ("Glutton"). Finally, desire, in spite of being a 
conscious and hence human feeling was pinned down as [+ANIMATE] by virtue of being a 
near-synonym of lust. Apart from those specific cases, it should be noted that conceptual 
relations and overlaps are more pronounced between the lemmas in the [+ANIMATE] 
category. In Figure 13 below, these stronger links are represented by solid two-way arrows 
as opposed to dotted lines. 146 
 
                                            
146 As in Figure 8, please note that field comprises battlefield as well. The item arms re-appears in the sub-
field "mating" to denote a body part, as in two of the country's largest commercial banks fell into each other's 
arms (MA EC 20). Please note that, strictly speaking, the arms of the lexical sub-field "fighting" is but a 
metonymic extension. Both embattled and infatuated, although formally past participles, count as adjectives, 
as they either have no infinitive form or are used in their (attributive) participle form in the overwhelming 
majority of cases (BoE: exclusive word form participle, with 121 out of 122 tokens being attributive; BNC: one 
3rd-person-singluar token as opposed to 114 participle tokens, 113 of which show attriubutive function).  























Fig.13. Lexical sub-fields "evolution"  
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As can be seen, metaphor clusters in M&A discourse originate from a lexical continuum, in 
which the focus shifts from fighting over mating to feeding and which shows considerable 
overlaps, rather than from three discrete fields. Each sub-field again contains 35 lemmas, 
which comprise a total of 205 lexemes, over half of which are nouns (52.19%). Verbs, 
accounting for a bit more than a quarter (26.83%), rank second, with adjectives coming in 
third (20.97%). Broken down into the three continuous sub-fields, figures are as follows: 77 
lexemes from fighting (nouns 58.44%, verbs 27.27%, adjectives 14.28%), 68 lexemes in 
the lexical sub-field of mating (55.88% nouns, 22.06% each for verbs and adjectives) and 
60 lexemes related to feeding, which show a somewhat weaker nominal bias (40% nouns, 
31.67% verbs and 28.33% adjectives). As explicated above (4.1), nominal bias in each 
case will translate into an analysis of relative instead of absolute frequencies.  
 In the first sub-field of fighting, the five lemmas defence (defense)/defender, to 
defend, defensive; hostility, hostile; raid/er, to raid; victim and vulnerability, vulnerable 
replace (to) campaign; cut-throat; (to) blitz; (to) launch, post-/pre-launch and trench, to 
en/retrench found in the lexical fields impacting on media discourse on marketing and 
sales (Figure 8). The second lexical sub-field, i.e. mating, is already familiar from the first 
empirical section on marketing and sales texts, where it came under the heading of 
"romance" and served as the basis of a possible alternative metaphor. In media discourse 
on M&A, it now takes centre stage as the foundation of the second cluster metaphor. 
Again, the field has been slightly altered. Whereas the lexical field in the first case, albeit 
labelled "romance" after its main focus, also comprised three terms originating from the 
more general domain of relationships (family; friend/-ship, friendly and heart), these three 
items have now been replaced by relationship (which I deemed too general for the 
marketing field, given the subdiscourse of Relationship Marketing), maiden (nominal form) 
and (to) rape. While maiden raises the issue whether the MATING metaphor is attenuated 
by humourously drawing on old-fashioned vocabulary – a question which could, due to the 
units' scarcity, not be answered in the previous section – the inclusion of (to) rape requires 
some explanation. At first sight, the inclusion of that lemma in a lexical field of mating may 
indeed come as a surprise. Running a search on that lexical unit was motivated by the 
dominance of the FIGHTING metaphor. Its prominence, combined with the equally central 
nature of the MATING metaphor made me assume that there could be a RAPE metaphor for 
hostile takeovers. Another incentive to include the item was Hirsch & Andrews' (1983: 148) 
observation about texts on M&A that "reference to rape is not uncommon" in them (see 
also Hirsch 1986: 815 and 833). As the authors unfortunately fail to provide any evidence, 
I thought of searching my corpus to validate or reject their claim.  
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 Apart from rape, however, the field as a whole seems to be diametrically opposed to 
that of fighting. This apparent opposition does not seem to square with the above notion of 
a continuum. Yet, there are two aspects which cast doubt on whether the two sub-fields 
are really all that different. First, the field of mating shows quite a pronounced bias for 
[+HUMAN] lemmas, which could function as an attenuation device by diverting attention 
away from the more brutal aspects of natural selection. Second, one has to distinguish 
between the aspects of love on the one hand and sex on the other. It is the latter in 
particular which can also overlap with the lexical sub-field of fighting in general and war in 
particular by metaphorizing quite a few of its terms: Ammer (1999: 69-70) names combat 
zone as a term for a red-light district as well as the slang expression blonde bombshell 
(1999: 39; another example is sex bomb). Conceptualization of sexuality in terms of 
aggression finds its more general expression in the meaning of weapon as penis and 
shoot as ejaculate (Wilkinson 1993: 36 and 42).147 Although too ambiguous to be included 
in this study under the heading of fighting or mating, the lexical unit knight has a specific 
meaning in M&A discourse. Featuring in the metaphorical expressions black knight and 
white knight, the term is akin to the notion of the knight in shining armour, combining 
military and romantic virtues.148 These few examples are a first indicator that the fields of 
fighting and mating may not be as distinct as they seem to be at first glance.  
The third sub-field, "feeding", not only completes the M&A cluster but also 
represents a break away from the metaphors of the previous section by introducing an 
entirely new domain.149 On a qualitative note, it is related to the field of mating in very 
much the same way that the latter's sexuality aspect is connected to fighting; the metaphor 
SEXUALITY IS WAR is in fact mirrored by HAVING SEX IS EATING. Although only the items 
                                            
147 A related case is the etymologically metaphorical expression vagina, a translation of the Latin word for 
sheath (Wilkinson 1993: 39). 
148 If company A (the black knight) threatens to take over company B against the will of the latter's board, a 
third company C may act as a white knight by agreeing on a friendly takeover with company B (i.e. one 
involving the consent of B's board). When acquiring less than a majority interest in company B, company C is 
also called a white squire. Hirsch (1986: 830) offers a differing definition of a black knight, namely company 
C making another hostile bid. A grey knight, by contrast, is defined as  
a second, unsolicited bidder in a corporate takeover who enters the scene in order to take 
advantage of any problems between the first bidder and the target company (Investopedia 
1999-2002: no par.). 
Finally, a yellow knight denotes a company A attempting a takeover of company B but ultimately finding itself 
in merger negotiations instead. Gendered fairy tale vocabulary is also represented by the term sleeping 
beauty to denote a company which is a valuable takeover target but has not been approached yet. See 
Lakoff (1992: 466-467) on possible cause-effect relations between metaphoric fairy tale scenarios and literal 
war.  
149 Note, however, that there is also the metaphor MARKETS ARE FOOD, which was not discussed in section 4 
(Searls Group 1999: par.44).  
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honeymoon and, less directly, consummation, to consummate indicate a link between 
romance/sexuality and eating, the generic metaphor DESIRE IS HUNGER (Deignan 1997: 30-
32) suggests that the conceptual links between the fields could be much more pervasive. 
What is more, the "feeding" field also foregrounds [+ANIMATE] lemmas, thus eschewing 
attenuation in favour of emphasizing the field's links to the domain of fighting. Anticipating 
sub-section 5.1.2, it can be seen from Tables 15 and 16 in the Appendix that [+ANIMATE] 
lemmas are much over-represented in their metaphoric form when compared to the lexical 
sub-field, accounting for 87.5% of all metaphorical expressios of feeding (as contrasted 
with just over two thirds in the lexical sub-field). Likewise, it is the [+HUMAN] elements of the 
mating domain which make up the overwhelming majority (78.26%) of all attested 
metaphorical expressions of mating. These findings show that the prominence of 
[+ANIMATE] lemmas in the "feeding" field and the dominance of [+HUMAN] lemmas in the 
"mating" field is not an arbitrary feature brought about by me deciding on the composition 
of the fields but that this focus is rather reflected in journalists drawing more on one or the 
other set of types. All told, we can see that the M&A cluster is substantially different from 
the marketing and sales one, as the three domains are located on an "evolution" 
continuum rather than constituting distinct fields. Within this continuum, even domains 
which otherwise seem opposed to each other – like fighting and mating – can be 
integrated. It will be the task of the qualitative analysis to follow that lead.  
 As for the alternative metaphor, I was long undecided about what to choose. 
Influenced by attested phrases such as part of the GM empire is Subaru (MA EC 42) or 
[the] chief executive was ousted in a boardroom coup (MA FT 12), I first mis-identified M&A 
ACTIVITY IS EMPIRE BUILDING as a non-dominant way of conceptualizing the topic. Table 17 
in the Appendix illustrates this initial attempt to establish an alternative to the FIGHTING-
MATING-FEEDING cluster. However, when looking at the data more closely, it occurred to me 
that the EMPIRE metaphor is in fact quite closely related to the FIGHTING metaphor, as 
evidenced by the connection between items such as territory (empire domain) and 
conquer ([+HUMAN] fighting domain). Moreover, there is definitely a link between the fields 
of empire and romance, seen e.g. by the occurrence of courtly in both fields as well as by 
the knight looming in the wings of not only empires and mating, but also the fighting 
domain. Thus, the EMPIRE metaphor, far from constituting an unrelated, alternative means 
of conceptualizing M&A, does indeed tie in with two of the cluster metaphors (see also the 
MATRIMONY-ROYALTY/ARISTOCRACY-MILITARISM cluster Pieper & Hughes [1997] identify in 
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media discourse on M&A). Still, I deemed the data interesting enough to include the 
quantitative findings in the Appendix and refer to them occasionally.150  
 The alternative lexical field I finally chose to include is that of dancing, sketched in 
Figure 14 below. Its layout is the one familiar from section 4, with functional colour 
denoting hierarchical levels of hyperonymy and hyponymy, near-synonyms being grouped 
together in one box and antonymy being indicated by arrows.  
                                            
150 The astonishing finding that the EMPIRE metaphor and its monarchic overtones are most popular with US 
publications, which have to be seen against a historically non-monarchic background, can best be accounted 
for by the EMPIRE metaphor thus helping to lend an exotic flavour to US texts and therefore functioning as an 
attention-getter.  



































Fig. 14. Lexical field "dancing"151 
                                            
151 Please note that relevant metaphorical expressions deriving from the item (to) lead are restricted to the 
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Like all the other lexical fields, this last one, too, was first inspired by previous knowledge 
of the discourse at hand, including anecdotal evidence of a related metaphor, and then 
composed with the help of thesauri and glossaries. That dancing as a non-violent, non-
competitive form of movement could give rise to metaphor was already proposed by Lakoff 
& Johnson (1980: 5; see also Smith 1997: par.20).152 Furthermore, Eubanks (2000: 109) 
notes that "dance metaphors [...] are present, though rarely, in the standard language of 
trade and economics", a comment warranting investigations into whether M&A language 
shows the same phenomenon.153 Anecdotal evidence includes fruitless merger dances 
("The big one": 90) and Pfizer would consider other dance partners should its bid fail (MS 
FO 6). Admittedly, the two examples suggest that the DANCE metaphor might be 
conceptually related to the MATING metaphor. Yet, it is up to the qualitative analysis to 
ascertain whether metaphorical expessions of DANCE are indeed used in relation to those 
of MATING.  
 The lexical field "dancing" is remarkable in that among its 65 lexemes, nouns and 
verbs show relatively similar distribution figures (50.77% and 41.54%), whereas 
adjectives/adverbs are extremely underrepresented (7.69%). This particularity is related to 
the fact that most items denoting movement show dual nominal and verbal forms (e.g. 
turn, to turn or, more specifically, polka, to polka). In the next sub-section, we will, among 
other findings, see how these and other fields' word class patterns translate into 
metaporical expressions.  
5.1.2 Absolute and relative frequencies  
To get a feeling for the overall tendency of the corpus data, I shall again look at some key 
indicators, i.e. how many types from the above lexical fields are actually realized as 
metaphorical expressions and what their absolute and relative frequencies in terms of 
tokens are. This will allow me to arrive at the metaphor density of the M&A corpus and the 
type-token ratios for the three cluster metaphors. This latter relative frequency is taken up 
again when looking at the spread of the three cluster metaphors across word classes and 
domains. The same parameters will be applied to occurrences of the alternative metaphor. 
These initial quantitative findings will serve to indicate a possible underlying conceptual 
                                            
152 The authors there refer to ARGUMENT IS WAR. However, they later revised the notion of ARGUMENT IS DANCE 
as a completely novel metaphor, rather regarding it as an extension of the existing conceptual metaphor 
THINKING IS MOVING (Lakoff 2002b; Lakoff & Johnson 1999: 236-238).  
153 The DANCING metaphor features as an alternative in other discourses as well. For evidence of it in medical 
discourse, see Gibbs 2001 and Hodgkin 1985.  
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model and its nature in terms of homogeneity vs heterogeneity and static vs dynamic 
features. Further, the data will point to the relevance particular metaphorizations hold for 
discourse participants, a point to be tested in the subsequent qualitative analysis.  
 Metaphoric patterns in the M&A corpus are similar to the ones in the texts on 
marketing and sales in so far as the lexical field "fighting" once more proves to be the one 
most often drawn upon in metaphorical expressions; 34 out of its 35 lemmas (97.14%) are 
actually realized in metaphoric form in the corpus. Likewise, the sub-field of mating comes 
second, with 23 out of 35 (65.71%) lemmas instantiated as metaphorical expressions. (It 
can also be seen that, with the exception of maiden, all items marked as old-fashioned are 
indeed realized, with some of them – suitor, court – showing quite a substantial number of 
occurrences.) Accordingly, the field of feeding trails behind, with only 16 out of 35 lemmas 
(45.71%) to be found in metaphoric usage. When it comes to absolute frequencies, the 
intra-cluster pattern witnessed in the marketing corpus is sustained as well: The FIGHTING 
metaphor proves to be the one which is most often drawn upon in metaphorical 
expressions, representing more than two thirds of all attested metaphorical types (484 of 
the overall 690 metaphorical expressions in the corpus, equalling 70.14%). What is more, 
the FIGHTING metaphor accounts for the three most frequent types (target, hostility and 
battle) and their 212 tokens. However, those three types are not as dominant as their 
counterparts in the marketing corpus, making up only a relatively parsimonious third of all 
metaphorical occurrences (30.72%) and less than half of all metaphorical tokens of war 
(43.8%). The second and third places are taken by the MATING (138 tokens or 20%) and, 
far behind, the FEEDING metaphor (68 tokens or 9.85%), resp. Although ranking is the same 
as in the other corpus, the second most frequent metaphor, MATING, occurs slightly less 
often in the M&A corpus than the SPORTS metaphor did in the marketing corpus, where it 
accounted for a quarter of all metaphoric tokens (25.5%). Not only are lemmas from the 
lexical field of MATING less often selected than their counterparts in marketing discourse, 
but the related metaphor is also less frequently realized.  
It should be kept in mind, however, that for productivity, one should rather look at 
the degree of a metaphor's conventionalization. In that respect, the most frequent type, 
target, again features as a technical metaphorical expression, since all its occurrences are 
in fact metaphorical. The same holds true for both hostility – or hostile, rather (see below) 
– and the lemma battle. Typical phrases for those conventionalized expressions to feature 
in are they could easily become an acquisition target (MA FT 6), Gas Natural was unlikely 
to make a hostile bid for Iberdrola (MA FT 7) or France's banking battle may have finished 
messily (MA EC 31). In terms of collocations, it is less than surprising that target no longer 
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co-occurs with audience or market as it did in the marketing corpus, but with company, as 
in the quality of the target company's resources (MA FT 44).154 On the other hand, there 
are also novel extensions of the WAR metaphor such as the following: "there's only three 
things you gotta remember: shoot, move, and communicate" (MA FO 4). The example is 
interesting in more ways than just one. First, the marked juxtaposition can be considered a 
creative metaphoric extension. Moreover, the quote is inserted at the beginning of the text, 
later to be taken up again by the author, who elaborates on it to close her article (his 
chances improve if he continues to shoot, move, and communicate as well as he has in 
the past), thus framing the topic. Interestingly, the quote stems from literal military service 
and is then explicitly relocated to the world of business. Finally, the list of activities also 
spells out what features are transferred. Although the article lacks rejection of any deviant 
use of the metaphor, it becomes clear that the WAR metaphor is deeply entrenched. If 
further evidence is needed, it is provided by explicit metaphorizations such as whatever 
metaphor works best, the fact is that Boeing is a company at war with itself (MA FO 21) or 
novel collocations such as just recently he pulled the trigger on a merger (MA FO 4).  
As could be seen, frequency of the domains is congruent within the cluster. In this 
context, the type-token ratios follow the ranking of overall frequencies, with the FIGHTING 
metaphor showing a ratio of 0.07 and hence the most pronounced variation. Due to its low 
rate of lexical units being realized metaphorically, the MATING metaphor records a higher 
ratio of 0.167. Finally, the FEEDING metaphor, the least selected cluster metaphor to be 
derived from the lexical fields, is also the least frequent one, resulting in a type-token as 
high as 0.235. As in the marketing corpus, there is thus a correlation between the number 
of lemmas realized metaphorically on the one hand and variation in terms of type-token 
ratio on the other. On the basis of the three cluster metaphors, overall metaphor density in 
the M&A corpus is 4.195 per 1,000 words and thus lower than in the marketing corpus, 
where it was 5.3. 
 If we add the sparse 20 occurrences of the DANCING metaphor, this density rises to 
4.3/1,000 words. Of the combined 710 tokens of cluster metaphors and the alternative 
metaphor, the latter accounts for a meagre 2.82%, illustrating its less than marginal 
quantitative representation in media discourse on M&A. Consequently, judging from the 
quantitative findings alone, the alternative's impact on both that discourse and the related 
conceptual model can be expected to be all but negligible. Its weakness is also reflected in 
                                            
154 The article the last quote originates from, MA FT 44, accounts for a third (31) of the 92 occurences of 
target. Again, it can be seen that conventionalized language is most prominent in the Financial Times, the 
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the low selection figures of 12 out of 35 lexical items (34.28%), which, together with 
absolute frequencies, correspond to a type-token ratio of 0.6. Interestingly, one of the two 
most frequent lemmas, dance itself, betrays rather novel extensions. We find the Asian 
automotive world's latest mating dance (MA BW 21) as well as "SDL was the beautiful 
prom queen standing in the middle of the dance floor without a partner" (MA FO 2; see 
5.2.3). Another quotation from primary discourse to draw on the culture-specific prom 
image is the following:  
Jeremy Elden of Germany's Commerzbank likens the current merger madness 
to "the rush to find a partner, any partner, at a school dance after the big boys 
have picked the best ones" (MA EC 29).  
 
It is obvious that these examples at least very much support the MATING metaphor, raising 
the central issue of gendering or even gender stereotyping. Before I deal with first 
hypotheses in explanation of these findings, however, I would like to analyze word class 
distribution. To that end, please consider Table 11 below, which shows how nouns, verbs 
and adjectives/adverbs are spread across the lexical sub-fields depicted in Figure 13 
above as contrasted with their spread over the metaphorical expressions reproduced in 
Tables 15 and 16 (Appendix): 
 
Table 11 
Relative frequencies of word classes in mergers and acquisitions cluster155 
 noun verb adj/adv TOTAL 


















































































The above table displays patterns which differ from the ones attested in the marketing 
corpus. There, the nominal bias of the lexical field was maintained by all metaphors, with 
                                                                                                                                                 
one newspaper in the corpus: Almost half of the 172 tokens that publication contributes (44.78%) are spread 
over the two most frequent types.  
155 As in Table 10, the numbers in both lines and columns have been added, whereas percentages have 
been calculated across lines only.  
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verbs always coming second and adjectives/adverbs third. In the M&A corpus, however, 
things are different. (The exception is constituted by the alternative metaphorical 
expressions of DANCING, which, given the movement implied in the original lexical field, 
show a surprisingly noun-heavy pattern with no adjectival forms whatsoever [see Table 18 
in the Appendix]. The absence of any adjectval forms of the DANCING metaphor ties in with 
Eubanks' study on TRADE IS A DANCE, in which "no discussant mentioned familiar attributive 
qualities of dance such as grace, rhythm, or expressiveness" [2000: 115].) Although the 
majority of nouns in the lexical sub-fields is reflected by a nominal bias in the metaphorical 
expressions, too, all three metaphors show orders of verbal and adjectival expressions 
different from those witnessed in the marketing and sales cluster. Thus, adjectival 
expressions rank second in the case of the FIGHTING metaphor (20.45%), outstripping the 
under-represented verbal forms (17.56%). This particular figure sheds some more light on 
the conventionalized nature of metaphorical expressions, as the vast majority of these 
adjectival forms (62.63%) is represented by a single type, namely hostile. Indeed, hostile 
bid and, to a lesser extent, hostile takeover feature as a collocation not only in my 
purpose-built corpus but also in the Bank of English (BoE).156 Accordingly, adjectival 
expressions are over-represented while verbal ones are under-represented, a significant 
difference to the patterns in marketing and sales discourse. Verbal metaphorical 
expressions of mating also drop compared to verbs in the respective lexical sub-field. 
Adjectives, which were on par with verbs in the lexical sub-field of mating (both accounting 
for 22.06%) plunge down by almost three quarters when used metaphorically, i.e. to 5.8%. 
The pattern for the FEEDING metaphor finally conforms to that of the least prominent 
metaphor in marketing and sales, GAMES, as the order nouns-verbs-adjectives is 
preserved. However, the percentage changes from lexical sub-field to metaphorical 
expressions are more pronounced, making for more substantial over and under-
representations. As for the noun forms, nominal metaphorical expressions of FIGHTING are 
over-represented. When we look at the MATING metaphor, nominal over-representation is 
even more pronounced, jumping from 55.88% to over 80% (83.33%, to be precise). As 
noted above, this shift finds its counterpart in the figures for adjectives, which fall from 
almost a quarter to one-digit levels (5.8%). These irregularities give rise to the assumption 
that the metaphoric concept of MATING could be an extremely static one.  
                                            
156 Of the 62 tokens of hostile in my corpus, 16 collocate with bid and 6 with takeover. The respective 
numbers for the BoE are 38 and 23 out of 751. Note that the terms bid/bidder are related to the GAMES 
metaphor discussed in the context of media discourse on marketing and sales.  
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I would like to anticipate the qualitative analysis by looking at the function of some 
nominal metaphorical expressions of MATING, ascertaining in how static a way they are 
actually used. Let us take the example of marriage, which occurs 30 times in the corpus.157 
Among these 30 occurrences, the type functions seven times as disposed entity (e.g. [he] 
helped to organise the marriage [MA EC 30]), nine times as attributed entity (e.g. the 
marriage [...] was the biggest to date [MA EC 18]) and circumstance (e.g. J.P. Morgan 
could be forced into a shotgun marriage [MA BW 23]). As disposed entity, marriage can 
also be found in a sentence with passive transitivity three times (e.g. the marriage will be 
finalised well before Christmas [MA FT 28]). Passivity is also semantically implicit, if not 
grammatically realized, in the one instance each in which marriage features as perceived 
entity (watch for some more corporate marriages [MA BW 10]) or enacted entity (cultural 
differences could steer the marriage off-course [MA BW 14]). By contrast, the type can 
only twice be attested as a disposing agent (as in the marriage [...] will spawn a new 
company [MA FT 62]). The remainder of the occurrences is accounted for by marriage 
functioning as an attribute itself (e.g. that deal [...] seems like a fevered marriage proposal 
[MA FO 7]). Yet, while this small-scale qualitative investigation seems to corroborate 
claims about the static nature of the MATING model, such assumptions are to be treated 
carefully by all means, the more so since the qualitative analysis of sample texts from the 
marketing corpus showed that there is not necessarily a correlation between word-class 
distribution and the nature of an assumed underlying conceptual model. 
By way of a different tentative hypothesis I would also like to briefly elaborate on the 
significance of the WAR metaphor's dominance in terms of selection – numbers of lexical 
items realized as metaphoric types –, its productivity in terms of non-conventional 
extensions as well as its frequency, variation and entrenchment. Further, how could this 
pervasiveness tie in with the patterns attested for the two other cluster metaphors and for 
the alternative metaphor? We could see in our discussion of media discourse on marketing 
that the WAR metaphor is highly gendered, the more so since there it is very much 
supported by the masculinized SPORTS metaphor. Despite some similarities in media 
discourse on M&A, there are also differences. The significance of the dominant FIGHTING 
                                            
157 Interestingly enough, neither husband nor wife are used metaphorically in the corpus. Referring to the 
wider co-text, however, one comes across an article (MA EC 18) in which the marriage metaphor is 
represented indirectly in the form of a metaphorically motivated reference to a non-metaphorical marriage:  
Announcing the merger, Sandy Weill […] quipped that he was used to "sharing power and 
responsibility as I've been married to my wife for 43 years".  
The next sentence in the text establishes a meta-linguistic level by making explicit reference to metaphor: 
This metaphor may have jarred on John Reed, who had divorced in 1991.  
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metaphor is similar to that discussed in the marketing section as, by itself, it betrays a 
masculinist stance informing an underlying conceptual model. Hirsch & Andrews (1983: 
148; see also Hirsch 1986: 815) e.g. observe that the overall imagery in M&A discourse is 
one in which "the acquiring executive is macho and the target company is accorded the 
female gender".158 This will likely strike the critical reader as the metaphorization of 
Katschnig-Fasch's claim that masculinity is prototypically expressed in the image of the 
conqueror and winner and thus requires femininity as a mode of defeat (1999: 71). Yet, if 
the WAR metaphor thus points to a stereotypical and highly charged gender dichotomy 
underpinning M&A discourse, how can we then account for the MATING metaphor as part of 
a metaphor cluster? Does the inclusion of this metaphor not indicate a difference to the 
marketing corpus, where the SPORTS metaphor very much tied in with the most dominant 
cluster metaphor?  
My first working hypothesis would be that the conceptualization of mating – and its 
[+HUMAN] variety romance – does not necessarily contradict that of fighting. Both are 
diametrically opposed in that they cover the two poles of a prototypical gender binary, with 
romance being ascribed to the realm of femininity just as much as fighting – war in the 
[+HUMAN] form – is regarded as quintessentially masculine; the two thus constitute each 
other. Apart from that, the MATING metaphor, especially when crossing over into the area of 
sexuality, could actually support the FIGHTING metaphor in very subtle ways (just recall the 
overlaps between the respective lexical fields delineated in 5.1.1). To begin with, there 
could well be, as Reardon (1983 [1996]: 53) notes, a connection between objectifying 
("targeting") and idealizing women, between violence against women and chivalrous 
elevation of women. If my corpus should yield qualitative evidence of Hirsch & Andrews' 
(1983) statement that the targeted company is metaphorically female, it will next have to 
be seen if, as seems probable, metaphorical expressions also conceptualize romantic 
courtship as directed by metaphorical men at metaphorical women. Aggression and more 
gentle ways of persuasion would then come to stand as two means to the same end, i.e. 
acquiring the targeted company. With regard to this Janus-headed issue, Hirsch & 
Andrews mention the metaphorical expressions black knight and white knight as indicating 
a scenario of "chivalry in which the distressed damsel is either undone or rescued" (1983: 
148). Seen in this light, the MATING metaphor, albeit far less dominant in the corpus by all 
                                            
158 While the early studies on the language of corporate takeovers by both Hirsch & Andrews (1983) as well 
as Hirsch (1986) acknowledge the issue of gendered metaphors characterizing M&A discourse, the 
metaphorical evidence is not discussed from a feminist point of view; the authors do not draw any further 
critical conclusions from it. 
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parameters, could work just like the SPORTS metaphor did, namely in support of the 
overriding FIGHTING metaphor, attenuating and intensifying it at the same time.  
Can this permeation of the MATING by the FIGHTING metaphor also be hypothesized for 
the least significant cluster metaphor, that of FEEDING? In the Theory section (2.1.2.2), I 
showed how take-overs and feeding share a common generic space in that one entity 
incorporates another one in both cases, thus nullifying the incorporated entity's existence. 
When we further look at which items from the original lexical field are actually realized, the 
hunch that the focus of the FEEDING metaphor might be on the aspect of extinction is 
underscored: We mostly find instantiations of both the feeding animal's/eater's motivation 
(appetite, greed, hunger) and ways of feeding/eating which are marked as [+AGGRESSIVE] 
(devour, gobble, gorge).159 Other forceful stages in the feeding/eating process, such as 
bite and spit are also realized, while eat itself is not. The conceptual links between 
aggression and feeding are perhaps best captured by the quote other midsize players [...] 
are wolfed down by predators (MA BW 23; see 5.2.3 for a brief discussion of ANIMAL 
metaphors). If we moreover consider the links witnessed between the lexical fields of 
mating and feeding – and, by inference, those between the underlying concepts –, which 
are condensed in the metaphor DESIRE IS HUNGER, we can arrive at the preliminary 
conclusion that even the quantitative findings suggest that the cluster of FIGHTING-MATING-
FEEDING is conceptually cohesive not only by being subsumed under the same umbrella 
metaphor but also by virtue of conceptual relations between the three sub-domains. 
Isolated instances of the alternative DANCING metaphor also indicate that it might be akin to 
the MATING metaphor, raising questions about what concept could serve as an alternative.  
This leaves us with the question why text producers see fit to employ the cluster in 
the way they do. One incentive could be to reify M&A as a male social practice much like 
marketing but at the same time attenuate the inherent aggressiveness by use of the 
MATING metaphor. In this context, the astonishing lack of realization of rape as a 
metaphoric type requires further discussion (see 5.3). Suffice it to say at the moment that 
its absence could help conceal the fact that the MATING metaphor also holds the potential 
to further intensify the already dominant FIGHTING metaphor. In terms of group schemata, 
we will have to ascertain whether journalists again mirror the metaphoric self-definitions of 
the group they report on, which would, if the above proves to be sustainable, be 
characterized by aggression and male identification pitted against feminity in particular 
                                            
159 The exception to this is the one occurrence of nibble, which, however, can be regarded as topic-triggered, 
appearing as it does in an article about Cadbury-Schweppes acquiring a snacks brand (MA FT 9).  
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ways. However, before looking further into the above hypothetical thoughts by means of 
qualitative analysis, let me briefly summarize the quantitative findings.  
The media text corpus on M&A is very much characterized by an overarching 
EVOLUTION metaphor, which can be broken down into a three-fold metaphor cluster of 
FIGHTING, MATING and FEEDING. Of these three, the FIGHTING metaphor is most often 
selected (almost all of the 35 items in the basic lexical field are realized), most frequent 
(accounting for 70% of all instances of cluster metaphors), most varied (showing the 
lowest type-token ratio, namely 0.07) and hence very much entrenched in the corpus. 
Highly conventionalized metaphorical expressions drawing on it, e.g. the collocation hostile 
takeover, are balanced by more creative extensions. The MATING metaphor ranks second 
with reference to the parameters of entrenchment, variation and frequency, being weaker 
than the second most significant metaphor in the marketing and sales corpus. Comparing 
the two corpora as a whole shows that with 690 occurrences of metaphorical expressions 
derived from the cluster, the M&A corpus also incorporates a lower total number of 
metaphoric tokens (even if one discounts the overlaps between the WAR and SPORTS 
metaphor in the marketing texts) and hence conveys a lower metaphor density (4.19 as 
opposed to 5.3). To finalize the ranking within the cluster, the FEEDING metaphor comes in 
third and last. The alternative metaphor defined for M&A media discourse, DANCING, is 
selected remarkably rarely – only about a third of the items from the lexical field are indeed 
realized in metaphoric form – and is also extremely scarce, adding up to less than 3% of 
all attested metaphoric tokens. As far as word class distribution is concerned, all lexical 
fields are characterized by a more or less pronounced nominal bias. We find a particularly 
marked over-representation of nouns in the case of the MATING metaphor. The FIGHTING 
metaphor also betrays a noun-heavy pattern; however, it is adjectives which are the 
second most frequent word class here. This is all the more remarkable as adjectives are 
under-represented everywhere else, most notably in the case of the DANCING metaphor, 
which does not occur in adjectival form at all. I shall leave it up to the subsequent 
qualitative analysis to see in how far these spreads across word classes are actually 
reflections of an assumed underlying conceptual model, e.g. whether the model informing 
media discourse on M&A is, due to the more adjectival nature of the prominent FIGHTING 
metaphor, really more descriptive and less dynamic than the one on which media 
discourse marketing was seen as based. For the following sub-section, it should be kept in 
mind that the cluster is not as heterogeneous as it seems to be at first glance, but in fact 
suggest subtle yet pervasive cognitive superordinate and intra-cluster links.  
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Let me now take the wide-spread quantitative findings as a starting point to arrive at 
in-depth qualitative results. 
5.2 Qualitative analysis 
In this section, I will again discuss the metaphors in one article from each of the four 
publications, using the framework of functional grammar in doing so. This analysis will 
allow me to ascertain the function of metaphor in carefully selected samples and thus say 
more about the cognitive model on which media discourse on M&A rests. This in turn will 
enable me to discuss, in 5.3, that model's impact on the broader socio-economic 
framework M&A discourse is embedded in. Although all examples represent print media 
discourse, they nevertheless incorporate different genres such as survey or commentary 
(see Table 5). Let us again start with a US example, a text from Business Week magazine.  
5.2.1 Sample text Business Week (BW) 
The first sample, MA BW 15, represents the unmarked "general" category. Again, 
metaphoric realizations of lexemes from the sub-fields in Figure 13 have been colour-
coded (red for metaphorical expressions of FIGHTING, blue for MATING, green for FEEDING 
and yellow for DANCING), with additional italics indicating relevant lexemes not included in 
the lexical sub-fields. 
 
The Big Grab 1 
It's a statistic no one in the corporate world would have thought possible just a few 2 
years ago. In 1999, the value of mergers in Europe hit $1.5 trillion, almost double the 3 
$988 billion total for 1998 and approaching the record $1.9 trillion in the U.S. 4 
"European chief executives are feeling pressure from shareholders and boards to 5 
focus on mergers and acquisitions in an effort to improve returns," says Daniel M. 6 
Dickinson, head of European M&A at Merrill Lynch & Co. in London. And when 7 
there's pressure, there are deals. 8 
The elements are there for another hot twelve months on the European merger 9 
scene. Bankers predict that deals involving European companies will approach the 10 
$2 trillion mark this year. Taboos against takeovers continue to tumble, and the euro 11 
makes big deals much easier. Having a common currency allows companies across 12 
the euro zone to use their shares for purchases. And fund managers' bottomless 13 
appetite for euro-denominated paper means that giant bond issues can be sold to 14 
finance acquisitions. "The scarce commodity is good ideas, not money," says John S. 15 
Wotowicz, head of leveraged finance at Morgan Stanley Dean Witter in London. But 16 
the ideas are there, too. The big themes for 2000: rapid-fire dealmaking in telecom, 17 
the rise of the cross-border deal, and Germany's full-fledged entry into the game. 18 
MINDSHIFT. Germany, Europe's biggest economy, has long lagged the rest of 19 
Europe in restructuring. But last year, German companies were the targets of bids 20 
worth $265 billion – second only to Britain with $384 billion. Driving the deals is a 21 
  186 
shift in the mindset of German CEOs. Not long ago most German bosses didn't think 22 
that cutting deals was part of their job description. They worried about potential 23 
culture clashes and about the risk of criticism for spending wagonloads of money. 24 
Now, says Ernst Fassbender, co-head of investment banking for Merrill Lynch in 25 
Frankfurt, the chiefs of just about all sizable German companies are considering big 26 
transactions. 27 
German businesses may be influenced by the deal mania raging next door in France. 28 
One banker predicts one-third of the top 40 blue chips in France's CAC 40 index will 29 
either be taken over or will gobble up somebody else in 2000. Still, Germany's CEOs 30 
remain skeptical. One reason: The high-profile merger of Daimler Benz and Chrysler 31 
in 1998 has disappointed Daimler shareholders. 32 
Cross-border deals will play a bigger role this year. Many of last year's deals, 33 
including Olivetti's grab of Telecom Italia and TotalFina's $49 billion gulp of French 34 
rival Elf Aquitaine, were one-country affairs. But a hefty 60% of last year's European 35 
action crossed national borders, according to J.P. Morgan analyst Paul Gibbs. 36 
Bankers figure such deals will increase when obvious domestic merger possibilities 37 
are exhausted. 38 
Financial services could well be ripe for such a shift. The bold movers could be ING 39 
Group and ABN Amro of the Netherlands, Banco Santander Central Hispanico and 40 
Banco Bilbao Vizcaya of Spain, and the big Swiss banks. Having survived 41 
consolidation in their home markets, they are hunting for acquisitions that will give 42 
them entree to Europe's biggest markets. ING has just bought a German bank, BHF-43 
Bank in Frankfurt, and is trying to gain control of Credit Commercial de France, in 44 
which it holds a 19.2% stake. Banco Santander is putting up $2 billion to back a bid 45 
by Royal Bank of Scotland for National Westminster Bank. 46 
Deregulation could send European utilities into other markets. Germany's VEBA and 47 
VIAG merged last year. Along with RWE, they are now rolling up the German electric 48 
power sector, which still has some 900 companies. Bankers think it won't be long 49 
before these cash-rich heavies try to extend their reach to other European markets. 50 
Once again the telecom sector is the most likely source of monster deals. It is 51 
consolidating fast, and valuations are astronomical. A senior Paris investment banker 52 
says that Prime Minister Lionel Jospin is putting the heat on France Telecom CEO 53 
Michel Bon to do a deal that makes the company a world player. Former monopolies 54 
such as Deutsche Telekom are worried about being eclipsed by alternative players 55 
and are on the prowl. Even British Telecom, which had professed to be comfortable 56 
with buying minority stakes in other European players, seems to have been jarred 57 
into a more aggressive approach by British mobile king Vodafone AirTouch, which 58 
made a hostile $134.5 billion takeover bid for Germany's Mannesmann. On Jan. 11, 59 
BT put up a winning $2.5 billion bid for Ireland's Esat Telecom Group, trumping a 60 
hostile foray by Norway's Telenor. 61 
U.S. telecoms are also keeping a close eye on what goes on across the Atlantic. Bell 62 
South Corp., which last year outmaneuvered France Telecom to grab a 60% stake in 63 
Germany's No. 3 mobile operator, E-plus, could well be an aggressive buyer with its 64 
partner, KPN Telecom of the Netherlands. Bankers say that SBC 65 
Telecommunications, which is now invested in Belgium, Denmark, and Hungary, 66 
could be eyeing deals to give it entree to the major markets. 67 
The telecom hunt could spill over into related industries. The AOL-Time Warner 68 
merger is likely to spur thinking about such moves. Microsoft is already a big investor 69 
in European cable systems and has strong links with Sweden's mobile systems 70 
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leader, Ericsson. More such deals are likely as companies shop to fill holes in their 71 
technology spectrum. 72 
MOTOR MERGERS? More traditional consolidation deals are likely as well. Bankers 73 
think Fiat is preparing to sell its auto division. Peugeot could come on the block, and 74 
the Quandt family, which controls BMW, may be tempted to sell a stake to an 75 
outsider. The logical buyers: DaimlerChrysler, Ford, and GM. And bankers say Swiss 76 
drugmakers Novartis and Roche may attempt to shore up their positions in the U.S. 77 
What could stop the deal parade? A market crash certainly would devalue the deal 78 
currency and might make players queasy about valuations. Higher interest rates, too, 79 
would make financing deals harder. An ugly local reaction to a hostile takeover could 80 
also give pause. But there are no red flags at the moment, and companies are 81 
drawing up their battle plans. Let the deals roll. 82 
SOME LIKELY PREDATORS ...  83 
FRANCE TELECOM 84 
Under pressure to expand through cross-border deals. 85 
Market cap: $120 billion 86 
VEBA/VIAG 87 
Now completing merger to create Germany's biggest utility. Will buy up smaller 88 
electric companies in Germany. 89 
Market cap: $38.7 billion 90 
ING GROUP 91 
Hemmed in at home, Netherlands bank wants to buy Credit Commercial de France. 92 
Also on the prowl for retail banks in Germany. 93 
Market cap: $57 billion 94 
LLOYDS TSB 95 
Most successful British bank has run out of room to grow in home market. Could be 96 
eyeing Continental acquisitions. 97 
Market cap: $60 billion 98 
... AND SOME LIKELY PREY 99 
BOUYGUES 100 
Owner of France's No. 3 mobile phone company, could be targeted by Deutsche 101 
Telekom or French takeover artist Bernard Arnault. 102 
Market cap: $15.5 billion 103 
DRESDNER BANK 104 
Germany' No. 3 bank is said to want to do a deal with Hypo-Vereins Bank. Could 105 
partner later with Switzerland's Credit Suisse Group or UBS. 106 
Market cap: $29.8 billion 107 
FIAT 108 
Italian auto maker may be too small to survive global consolidation. Bankers say 109 
management is preparing for sale. 110 
Market cap: $57.2 billion 111 
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SMITHKLINEBEECHAM 112 
British pharmaceutical company could be acquired by Glaxo Wellcome or Bristol 113 
Meyers Squibb. 114 
Market cap: $73.7 billion  115 
 
The article, consisting of the body of the text and a subsequent summary, includes 13 
cluster metaphors, which account for a metaphor density of 10.74/1,000 words. If one 
adds the two instances of alternative metaphor as defined in the quantitative analysis, this 
density rises to 12.4. Of those 13 realizations of cluster metaphors, nine are in fact 
instances of the FIGHTING metaphor, while four represent metaphorical expressions of 
FEEDING. Lexemes from the field of mating are not realized metaphorically in the sample at 
hand. However, line 105 shows partner, which has overtones of the MATING metaphor. As 
for the dispersion plots, metaphorical expressions in general and those of FIGHTING in 
particular are spread evenly across the text. Of the four metaphorical expressions of 
FEEDING, however, two each occur close together in the first half and towards the end of 
the text. This pervasive use of the FIGHTING metaphor would speak for its possible defining 
function. Let us look at the text as it evolves to check this claim. 
 As we could see from the marketing texts, an article title often introduces the main 
metaphor the topic is to be conceptualized by. In the present case, however, the first 
metaphorical expression of feeding occurs only in line 14 ("bottomless appetite"), while the 
first realization of the FIGHTING metaphor is postponed until line 17 ("rapid-fire 
dealmaking"). From there onwards, both the FIGHTING and FEEDING metaphors continue to 
be realized throughout the text. Yet, the beginning of the article constructs the topic slightly 
differently. The headline's metaphorical expression combines an aggressive dispositive 
process with an attribute conveying augmentative attitude ("big grab", line 1). Both are 
elaborated on throughout the text. The aggressive movement displayed by "grab" is 
reminiscent of the "territory nabbed" in the Fortune marketing text (lines 61 and 84), where 
it served to describe a metaphoric fight for territory between companies. In an M&A 
context, the disposed entity is no longer the market but another company which is 
acquired, as evidenced by the repetition of the term in "Olivetti's grab of Telecom Italia" 
(line 34) and "to grab a 60% stake in [...] E-plus" (lines 63-64). We can thus see that the 
metaphoric concept of grabbing forms a chain in the article, with each instance elaborating 
on the previous ones. The notion of size is a hallmark of media discourse on M&A. In the 
Business Week example, we have a metaphoric chain from the title right through to the 
last lines of the article ("too small to survive" in line 109). The initial "big" – to be repeated 
in lines 17, 26, 33 (in the comparative), 69 and 88 (in the superlative) – finds its first echo 
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in the expression "giant bond issues" (line 14), to be followed by the hyperbolic 
"wagonloads of money" (line 24). An embodied relation between size and weight is 
reflected in the reference to big companies as "cash-rich heavies" (line 50), whereas the 
expression "monster deals" (line 51) adds the aspect of something superhuman. (In this 
context, the relation between companies and the deals they enter into may well be 
metonymic, as suggested by one headhunter's identification of "Citigroup [as] a monster" 
[MA FO 18]; see Boyd 1995: 6.) My findings here tie in with Pieper & Hughes' observation 
that  
[the] language of hyperbole was also used repeatedly by the media [in reporting 
on the Time-Warner/Turner merger]. This language employed terminology 
which described the executives and their companies in larger-than-life terms 
(1997: par.77).  
 
Further instances of metaphor as combined with hyperbole can be found later in the 
article. In contrast to the metaphoric equation BIG IS HEAVY at work in the expression 
"heavies" (line 50), the primary metaphor MORE IS UP finds its expression in the attribution 
"valuations are astronomical" (line 52). Finally, the notion of size is inverted towards the 
end of the article, when the auto maker Fiat is characterized as "too small to survive" (line 
109). Interestingly, the SIZE metaphor – itself derived from the primary SIGNIFICANT IS BIG 
(Lakoff & Johnson 1980: 50) – is here not only coupled with the [+ANIMATE] component of 
the FIGHTING metaphor but also with the overarching EVOLUTION metaphor, a point to be 
further investigated in 5.2.4 (Financial Times sample).  
 As noted above, it is only in the second paragraph that we first find metaphorical 
expressions deriving from the cluster metaphors. For the time being, the first paragraph 
(lines 2-8) introduces the notion of pressure as a quotation from primary discourse to be 
taken up by the author (lines 5 and 9). Cohesion through metaphoric extension is then 
provided by the transition from pressure to heat: "another hot twelve months on the 
European merger scene" (line 9; see also the nominal variety in "Jospin is putting the heat 
on France Telecom CEO" in line 53). The quasi-juxtaposition of the two metaphoric 
concepts to link paragraphs betrays the well-known embodied concept of an increase in 
pressure leading to an increase in temperature, as reflected in much-studied metaphors 
such as ANGER IS HOT FLUID IN A CONTAINER (Gibbs et al. 1997; Kövecses 2002: 95-98; 
Lakoff 1987: 380-409; Lakoff & Kövecses 1983). A CONTAINER metaphor is also at stake in 
the expression "bottomless appetite" (lines 13-14). The attribute here metaphorically 
stands for infinite, indicating a shift in spatial metaphors from horizontal to vertical, which, 
since combined with the first instance of a cluster metaphor, namely that of FEEDING, could 
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be triggered by the physical experience of food going down inside the body. Apart from 
that, "bottomless" is also an intensification adding to the hyperbolic augmentation 
witnessed elsewhere (e.g. "giant" in line 14 or "astronomical" in line 52). Another 
intensification, this time drawing on the FIGHTING metaphor, can be found in the attribution 
"rapid-fire dealmaking" (line 17). The particular upshot of the WAR metaphor active in this 
case is ACQUIRING IS SHOOTING, which is also present in the most frequent type in the 
corpus, target, as in the attribution "German companies were the targets of bids" (line 20) 
and the dispositive process "Bouygues [...] could be targeted by Deutsche Telekom" (lines 
100-101).  
 ACQUIRING IS SHOOTING is also instantiated in a metaphor related to those of both 
fighting and feeding, namely in the HUNTING metaphor. Two types relating to that metaphor 
were included in the lexical field of feeding, i.e. predator and prey. The semantic relation 
between the terms predator and prey is evidenced by their quasi-juxtaposition in lines 83 
and 99 ("some likely predators ... and some likely prey"), a connection achieved through 
graphemic (the ellipsis points), syntactic (the linker "and") and lexical devices (the 
repetition of the quantifier "some" and the attribute "likely").160 The HUNTING metaphor 
occurs in the sample text in lines 42 ("they are hunting for acquisitions"), 55-56 ("Deutsche 
Telekom are […] on the prowl"; see also the elliptic "on the prowl" in line 93) and, in 
nominalized form, in line 68 ("the telecom hunt could spill over into related industries"). If 
we look at the four types hunt, predator, prey and prowl in the M&A corpus as a whole, it 
shows that the HUNTING metaphor conforms to, if not all, then clearly the majority of criteria 
for an entrenched conceptual metaphor (see Method section). Creative extensions proving 
its productivity can be found mostly in the form of combining it with other metaphors, 
including predators that play dirty (MA EC 17), the telecom hunt could spill over in the 
present sample (line 68) and, representing an interesting cross between aggression and 
relationships, Abbey National [...] is hunting for a merger partner (MA FT 29). While the 
four types do not show an example of journalists elaborating on a primary source using a 
relevant metaphorical expression, there is a noteworthy case of metaphorization of a 
quoted literal statement: "She wants to do [...] a lot more." Yes, her plan is to hunt bigger 
prey (MA FO 17). Metaphoric conceptualization is also made explicit, for instance in "if we 
are aggressive, we are accused of being predatory" (MA BW 16). This last example 
doubles as an instance of how the semantic features transferred are discussed, another 
one being the following:  
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"In fact what [a whispering campaign] does is the exact opposite of what a 
predator might hope for because it drives people together not apart" (MA FT 
30).  
 
Interestingly, there is again no instance of semantic deviation from the entrenched 
metaphoric meaning, suggesting that the HUNTING metaphor, like the others tested for the 
six criteria, is seen as unproblematic and is therefore not contested by discourse 
participants.  
 To proceed in the order of the text, the second paragraph, after introducing two 
instances of cluster metaphors in lines 13-14 ("bottomless appetite") and 17 ("rapid-fire 
dealmaking"), closes by elaborating on the metaphoric enactive process already hinted at 
in the title. By addressing "Germany's [...] entry into the game" (line 18), an expression 
echoing the GAMES metaphor of marketing and sales texts, the social practice of M&A is 
constructed as a container to be entered by participating. The enactment is spelled out in 
the metaphorization of deal-making companies as "bold movers" (line 39) and their 
respective activities as "moves" (line 69). The overall rationale behind merging with or 
acquiring others, i.e. expanding and consolidating (Herden & Butollo 2002: 44),161 is also 
conceptualized by means of the CONTAINER metaphor: "Most successful British bank has 
run out of room to grow in home market" (line 96). It is here that we can see how 
marketing interacts with M&A. Other instances in the article of the previously discussed 
MARKETS ARE CONTAINERS metaphor are "entree to Europe's biggest markets" (line 43) and 
its near-echo "entree to the major markets" (line 67) as well as "deregulation could send 
European utilities into other markets" (line 47), the last one constituting an instance where 
the companies no longer act as independent agents.  
 The fourth paragraph (lines 28-32) opens with yet another metaphor, namely M&A 
ACTIVITY IS INSANITY, as realized in the phrase "the deal mania raging next door" (line 28). 
Although the more clinical terms sane, (in)sanity themselves cannot be found in the 
corpus, there are a combined 18 instances of craziness, crazy; frenzied, frenzy; mad(ness) 
and mania, maniac(al). However, these tokens show a high degree of conventionalization, 
occurring mostly in combination with merger or acquisition (as in merger mania [MA BW 4, 
MA BW 10, MA FO 15], merger frenzy [MA BW 20, MA FO 3], acquisition frenzy [MA FO 
                                                                                                                                                 
160 Another example of the relatedness of the two terms is their co-occurrence in the group turned from 
predator to prey (MA FT 33).  
161 The authors distinguish between different motivations for M&A transactions from the turn of the 19th to the 
20th century until the beginning of the 21st century. Expansion and consolidation are seen by them as the 
current (2002) incentive only.  
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2]162 or merger madness [MA EC 29]). It should be noted that this tendency to form 
nominal compounds does not translate into statistically confirmable collocations in the 
corpus. The BoE on the other hand does record merger as collocating with mania, yet its 
frequency (9 out of 817 occurences of the node word) is very low. The dramatization and 
intensification achieved by these combinations is mirrored by the author's use of hyperbole 
to describe size as well as by attributions like "bottomless appetite" (lines 13-14) derived 
from the FEEDING metaphor or "rapid-fire dealmaking" (line 17) as a realization of the 
FIGHTING metaphor. A further intensification device built into the corpus is the type of items 
realized from the field of "feeding". As noted above (5.1.2), it is mostly aggressive types of 
feeding/eating which have found their way into the corpus. Thus, we find "blue chips [...] 
will either be taken over or will gobble up somebody else" (lines 29-30). The dual 
dispositive process conveyed in that indirect quotation equates the source (FEEDING) with 
the target (TAKE-OVERS), both of which are mentioned in the sentence. The credibility 
accomplished by the expository perspective, declarative status and belief of certainty could 
be seen as rubbing off on the metaphor, thus indirectly helping to establish it firmly. The 
underlying concept of extinction through incorporation finds its final expression in the 
sample in "TotalFina's $49 billion gulp of French rival Elf Aquitaine" (lines 34-35).  
 It is interesting to note that the chunk of text quoted last combines the FIGHTING with 
the FEEDING metaphor. The "rival" who, as we could see in the marketing sample texts, 
was seen as exerting an antagonistic force against or competing in goal-oriented 
movement parallel to the agent, now becomes a disposed entity to be incorporated and 
hence obliterated by the agent. The sentence is thus a good example of how metaphorical 
expressions of feeding can support the aggressive FIGHTING metaphor. Since there are no 
instances of the alternative metaphor in the text, the WAR metaphor dominates the 
remainder of the article. It co-occurs with the related HUNTING metaphor in "having survived 
consolidation [...] they are hunting for acquisitions" (lines 41-42), where the agents are 
constructed as grammatically active while semantically switching from near-victim to 
aggressor. The same co-textual vicinity of the semantically adjacent FIGHTING and HUNTING 
metaphors can be witnessed in the eighth paragraph (lines 51-61), which repeats the 
causal metaphoric relation between heat as increased pressure and M&A activity from the 
opening of the article (lines 7-9: "when there's pressure there are deals [...] another hot 
twelve months" as compared to "Jospin is putting the heat on [...] [they are] on the prowl 
[...] Vodafone AirTouch [...] made a hostile [...] takeover bid", lines 53-59). The paragraph 
                                            
162 See 5.2.3 for a discussion of this collocation's co-text in the Fortune sample. 
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closes by narrating how "BT put up a [...] winning bid [...], trumping a hostile foray by 
Norway'sTelenor" (lines 60-61). Less conventional than the "hostile takeover" of line 80, 
the term foray very well captures the idea of unilateral aggression against another entity.  
 Movement of a different kind is present in "Bell South Corp. [...] outmaneuvered 
France Telecom" (lines 62-63). The intention conveyed by the addition "to grab a 60% 
stake in [...] E-plus" (lines 63-64) shows the complexity of the movements of at least three 
parties. Furthermore, it links back to the initial conceptualization in the title. Although 
neither that headline nor the opening paragraph include a metaphorical expression of 
fighting, the main body of the article ends with the metaphor being instantiated by the 
static nominal – and also rather conventional – "hostile takeover" (line 80) and the more 
dynamic progressive tense in "companies are drawing up their battle plans" (lines 81-82). 
By means of such end stress, the FIGHTING metaphor is of some persuasive power in the 
text. It is doubtful, however, whether it really frames the topic, as neither it nor one of the 
metaphors supporting it (FEEDING, HUNTING) occur before line 14.  
 This Business Week sample, too, contains an executive summary in the form of a 
coda. This strictly divides the involved companies into "predators" (line 83) and "prey" (line 
99), thus establishing a bi-polar categorization (which is not diminished by the attribute 
"likely" and the belief of mere possibility it encapsulates). Most of the other metaphors 
attested in the article are present, too: The augmentative attitude ("biggest", line 88) can 
be found just as realizations of the ontological CONTAINER metaphor can, here coupled with 
the well-known ORGANISM metaphor ("has run out of room to grow in home market", line 
96). Moreover, we can detect a metaphor of perception in "eyeing Continental 
acquisitions" (line 97), which was also present in the body of the text (lines 62 and 67). 
Another repetition is "under pressure to expand" (line 85; see lines 5 and 8). To be sure, 
the HUNTING metaphor is there as well ("on the prowl for retail banks", line 93) as is the 
related FIGHTING metaphor ("could be targeted" in line 101 and, incorporating both SIZE and 
EVOLUTION metaphors, "too small to survive" in line 109). The FEEDING metaphor is 
qualitatively prominent in the summary as it helps structure it by means of the linked terms 
predators and prey, two items which emphasize the physical violence aspect of feeding 
and can therefore be said to partly overlap with both the HUNTING and the FIGHTING 
metaphor. In lines 83-115, we can also find the only realization of a MATING metaphor 
("could partner later with [...] UBS", lines 105-106). As the expression occurs in an isolated 
position in the text, it could be seen as an alternative to rather than support of the FIGHTING 
metaphor. Yet, due to its very isolation and one-time occurrence, it is marginal at best.  
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Based on the above analysis, the likely conceptual model that emerges is M&A 
ACTIVITY IS MOVEMENT IN REACTION TO EXTERNAL PRESSURE. Pressure is exerted upon the 
closed system of a particular number of companies either by anonymous agents (line 85), 
by "shareholders and boards" (line 5) or by politicians (line 53), leading to more or less 
aggressive re-arrangements within that system through destruction by fighting and forceful 
incorporations by feeding. So movement is actually somewhat more complex than the 
antagonistic pushing and parallel racing so characteristic of media discourse on marketing 
and sales. Rather, we are now confronted with several entities in a bounded space which 
change positions in relation to each other, targeting (lines 20 and 101) and assaulting 
(lines 1, 34, 59, 61, 83), incorporating (lines 30 and 34) or "outmanoeuver[ing]" (line 63) 
each other. It also seems that agents in that space are closely monitoring each other, 
either to attack ("[are] on the prowl", lines 56 and 93, but also "drawing up their battle 
plans" in line 82) or to realize a first-mover advantage. The latter aspect is metaphorically 
conceptualized by the perceptive process of watching other companies ("U.S. telecoms 
are also keeping a close eye on what goes on across the Atlantic" [line 62]). Perceptive 
processes are also used as a derivative of the generic metaphor CONSIDERING IS LOOKING 
(Kövecses 2002: 231) or THINKING IS PERCEIVING (Lakoff & Johnson 1999: 238-240) ("SBC 
[...] could be eyeing deals" [lines 65-67] and "could be eyeing Continental acquisitions" 
[lines 96-97]).  
Such carefulness before acting is further underscored by the remarkably high 
number of sentences containing belief of possibility ("Deregulation could send European 
utilities into other markets", line 47; see also lines 39, 62-64, 65-67, 68, 74, 80-81, 96-97, 
101, 105-106 and 113; "Novartis and Roche may attempt to shore up their positions", line 
77; see also 75, and "A market crash [...] might make players queasy", line 79). Another 
means of conveying mere possibility is the also rather frequent attribute likely (lines 51, 69, 
71, 73, 83 and 99). Contributing to such an implicit tentative trajectory is the fact that the 
author repeatedly takes recourse to credible sources, who more often than not employ 
future or progressive tense to replace possibility by certainty ("Bankers predict that deals 
[...] will approach the $2 trillion mark", lines 10-11; see also lines 29-30, 37, 49; "bankers 
think Fiat is preparing to sell", lines 73-74; see also lines 25-27 and 52-53). This difference 
between secondary and quoted primary discourse is telling. Obviously, the authors seek to 
hedge their claims, leaving declarative status to primary sources. While such endeavours 
convey a certain sense of responsibility towards text recipients – in the sense of not 
wanting to mislead them by presenting informed speculation as fact –, the almost complete 
lack of any alternative metaphorical expressions in their text could still be a sign of 
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adopting the conceptual models of primary discourse. Since the authors do not include any 
corroborative quotes, however, the question whether they uncritically reproduce 
metaphors which I deem problematic cannot be answered on the basis of this one sample 
alone.  
 In a nutshell, the Business Week sample shows no remarkable metaphor clustering 
in any part. However, the FEEDING metaphor is locally restricted, while the FIGHTING 
metaphor is distributed evenly across the text. Although it cannot be said to frame the 
topic, it does have a function in persuading readers to take the conceptualization on board. 
There is only a single instance of the two metaphors interacting co-textually (lines 34-35: 
"[the] gulp of [its] French rival"), yet the FIGHTING metaphor can be understood as part of a 
metaphoric chain the elements of which elaborate on each other (e.g. the repetition of 
hostile in "Hostile [...] takeover bid", "hostile foray" and "hostile takeover" in lines 59, 61 
and 80). The FIGHTING metaphor can also be seen as located on a continuum with the 
FEEDING metaphor, the two being linked by the HUNTING metaphor, as in the bracket 
created by "some likely predators ... [...] ... and some likely prey" in lines 83 and 99.163 The 
emergent metaphoric scenario is one in which a number of companies is motivated by 
external pressure to move in relation to each other in a bounded space representing the 
market. Movement can take the form of first circling around (and watching), then attacking 
and finally incorporating each other. In any case, the ultimate goal is following the "law of 
the jungle" (a motif to be spelled out in the Fortune sample, see 5.2.3) by extinguishing 
others in the bounded space. The underlying model is hence rather dynamic, and as it also 
shows a temporal dimension, it can be cross-classified as a script. This time sequence is 
also reflected in alternating progressive and future tense. Enactive and dispositive 
processes capture the concept of movement, whereas the pervasive belief of possibility 
rather points to the text producers' relation to their readers on the one hand and 
participants of primary discourse on the other. Finally, it should be noted that the text 
reflects a complex but homogeneous model in that it not only contains but one instance of 
the MATING metaphor in a co-textually isolated location but does not show any alternative 
metaphorical expressions either.  
                                            
163 Although the collocations hostile bid and hostile takeover function as technical terms in M&A discourse, 
they are not the only means to denote an acquisition (attempt) without the approval of the target company's 
board of directors. The expression unfriendly takeover/bid may be less frequent than both hostile takeover 
and its antonym, friendly takeover/bid, yet it can be attested twice in both my corpus (MA EC 21, MA FT 54) 
as well as once in the BoE (numbers for hostile takeover/bid are 40 in my corpus [see Tables 15 and 16 in 
the Appendix], 53 in the BoE and two in the BNC, while friendly takeover/bid features four times in my 
corpus, but does not appear in either the BoE or the BNC). Thus, jourmalists may be constrained in their 
choice of terms but not exclusively so.  
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 In the following, we will see that it is particularly the range of cluster metaphors 
employed in which the Economist sample differs from the one above.  
5.2.2 Sample text Economist (EC) 
The Economist sample, MA EC 27, is the first one marked for genre, as it represents the 
introduction to a series of reviews/surveys concerning mergers. 
 
How mergers go wrong  1 
It is important to learn the lessons from the failures and successes of past mergers 2 
THEY are, like second marriages, a triumph of hope over experience. A stream of 3 
studies has shown that corporate mergers have even higher failure rates than the 4 
liaisons of Hollywood stars. One report by KPMG, a consultancy, concluded that over 5 
half of them had destroyed shareholder value, and a further third had made no 6 
difference. Yet over the past two years, companies around the globe have jumped 7 
into bed with each other on an unprecedented scale. In 1999, the worldwide value of 8 
mergers and acquisitions rose by over a third to more than $3.4 trillion. In Europe, 9 
the hottest merger zone of all, the figure more than doubled, to $1.2 trillion. 10 
Can today's would-be corporate partners avoid repeating yesterday's bad 11 
experiences? To help answer that question, The Economist will over the next six 12 
weeks publish a series of case studies of mergers, most of which happened at least 13 
two years ago so that lessons can safely be drawn. None is in the Titanic league of 14 
merger disasters on the scale, say, of AT&T's 1991 purchase of NCR, the second-15 
largest acquisition in the computer industry, which was reversed after years of 16 
immense losses. But none has gone entirely smoothly either; and all offer useful 17 
insights.  18 
Most of the mergers we have looked at were defensive, meaning that they were 19 
initiated in part because the companies involved were under threat. Sometimes, the 20 
threat was a change in the size or nature of a particular market: McDonnell Douglas 21 
merged with Boeing, for example, because its biggest customer, the Pentagon, was 22 
cutting spending by half. Occasionally the threat lay in that buzzword of today, 23 
globalisation, and its concomitant demand for greater scale: Chrysler merged with 24 
Daimler-Benz because, even as number three in the world's largest car market, it 25 
was too small to prosper alone. Or the threat may have come from another predator: 26 
Bayerische Vereinsbank sought a merger with a Bavarian rival, Hypobank, because 27 
its management was scared of being gobbled up by Deutsche Bank. 28 
When a company merges to escape a threat, it often imports its problems into the 29 
marriage. Its new mate, in the starry moments of courtship, may find it easier to see 30 
the opportunities than the challenges. Hypobank is an egregious example: it took 31 
more than two years for Vereinsbank to discover the full horror of its partner's 32 
balance sheet.  33 
As important as the need for clear vision and due diligence before a merger is a clear 34 
strategy after it. As every employee knows full well, mergers tend to mean job losses. 35 
No sooner is the announcement out than the most marketable and valuable 36 
members of staff send out their resumés. Unless they learn quickly that the deal will 37 
give them opportunities rather than pay-offs, they will be gone, often taking a big 38 
chunk of shareholder value with them. 39 
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The mergers that worked relatively well were those where managers both had a 40 
sensible strategy and set about implementing it straight away. The acquisition of 41 
Turner Broadcasting by Time Warner comes in this category: Gerald Levin, Time 42 
Warner's boss, had developed in the late 1980s a vision of the modern media 43 
conglomerate, offering one piece of content to many different audiences. At 44 
DaimlerChrysler, too, merger integration was pursued with Teutonic thoroughness – 45 
although not skilfully enough to avoid the loss of several key people. And after 46 
Citibank merged with Travelers to form Citigroup, the world's biggest financial-47 
services firm, it quickly reaped big profits from cost-cutting – though rather less from 48 
its original aim of cross-selling different financial services to customers. 49 
When the gods are against it 50 
As in every walk of business, luck and the economic background play a big part. 51 
Merging in an upswing is easier to do, as rising share prices allow bidders to finance 52 
deals with their own paper, and it is also easier to reap rewards when economies are 53 
growing. But companies, like people, can make their own luck: Boeing's Phantom 54 
Works, an in-house think-tank that has speeded the integration process, developed 55 
new products and refocused the company on its diverse customers, was a 56 
serendipitous creation in the turmoil that followed its deal with McDonnell Douglas. 57 
Above all, personal chemistry matters every bit as much in mergers as it does in 58 
marriage. It matters most at the top. No company can have two bosses for long. So 59 
one boss must accept a less important role with good grace. After many months of 60 
damaging dithering, Citibank's John Reed eventually made way for Sandy Weill of 61 
Travelers. It helps if a boss has a financial interest in making the merger work, as the 62 
success of the union of Time Warner and Turner shows: few people would have bet 63 
at the outset that the mercurial Ted Turner would have been able to work with the 64 
stolid Mr Levin. Without leadership from its top manager, a company that is being 65 
bought can all too often feel like a defeated army in an occupied land, and will wage 66 
guerrilla warfare against a deal. The fact that mergers so often fail is not, of itself, a 67 
reason for companies to avoid them altogether. But it does mean that merging is 68 
never going to be a simple solution to a company's problems. And it also suggests 69 
that it would be a good idea, before they book their weddings, if managers boned up 70 
on the experiences of those who have gone before. They might begin with our series 71 
of briefs (see article). 72 
 
Although the text contains only 13 instances of cluster metaphors (as defined in the 
quantitative section) and thus the same as did the Business Week sample, all three 
metaphors are in fact represented. Interestingly, it is the MATING metaphor with its seven 
realizations which features most prominently, accounting for 53.87%. It should also be 
noted that, in line with the [+HUMAN]/[+ANIMATE] distribution patterns in the corpus as a 
whole, it is mostly the [+HUMAN] sub-set of the MATING metaphor that has been realized in 
the sample at hand. As for the other two metaphors, the four instances of the FIGHTING 
metaphor add up to just under a third of the 13 tokens, while the FEEDING metaphor is 
realized only twice. Although the sample shows neither alternative nor additional 
metaphorical expressions, its 927 words show the highest metaphor density (14.02) of all 
the four samples. The remarkable dominance of the MATING metaphor in the sample at 
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hand is representative of the spread of cluster metaphors across the publications in the 
whole corpus: While the Economist accounts for 29.42% of all cluster metaphors, its 
percentage of the MATING metaphor is 43.48% (see Table 15 in the Appendix). Since the 
Financial Times is under-represented when it comes to the MATING metaphor (14.49% 
compared to 24.93% on the whole), its remarkable use by the Economist cannot be 
regarded as culture-specific (thus falsifying the hypothesis expressed in n.125). Neither is 
it a hallmark of the magazine as opposed to the newspaper format: With both Business 
Week and Fortune, percentages for the metaphor in question are roughly the same as 
overall percentages (27.54% compared to an overall 29.85% and 14.49% as compared to 
15.8%, resp.). Because of the Economist's anonymity policy it is impossible to say whether 
the hypothesis that the MATING metaphor is related to gender explains its prominence in the 
publication at hand. However, checking the other three publications for a link between 
metaphorical expressions of mating and the authors' gender reveals that there is no 
correlation between the two parameters.164 I therefore conclude that the Economist's 
pronounced usage of the MATING metaphor is an idiosyncrasy of the magazine's general 
style.  
As for the spread of cluster metaphors across the text, the dispersion plot shows 
that there is a concentration of metaphors just before mid-text, which is largely accounted 
for by the MATING metaphor, with small contributions from the FIGHTING and FEEDING 
metaphors. Right after this concentration, cluster metaphor usage is suspended, to be 
taken up again in the form of the FIGHTING and MATING metaphors towards the article's end. 
Let us see what functions these metaphors have in the text.  
Apart from the MOVEMENT metaphor, which is not included in the cluster, the title 
("How mergers go wrong", line 1) contains no metaphors. Incorporating a descriptive 
perspective, the phrase conveys a pejorative attitude. As this attitude is given in the 
headline already, it has a strong defining function, indicating for the readers how the topic 
is to be evaluated.165 Yet, in the second line, this attitude is already modified by 
                                            
164 In fact there is no pattern whatsoever. The 24 Business Week articles with single-gender authorship (50% 
each for women and men; see Table 7) yield 25 metaphorical expressions of MATING. Of these, 60% were 
produced by women and 40% by men. This slight over-representation of women as users of the MATING  
metaphor is countered by the findings for Fortune magazine. Here, the 21 articles written by only men 
(47.62%) or only women (52.58%) contain 12 relevant tokens, two thirds of which can be traced back to 
male authors. Finally, the Financial Times sub-corpus includes 44 texts written by either only women (one 
quarter) or only men (three quarters). The texts show 13 metaphorical expressions of MATING, of which 
23.08% are contributed by women and 76.92% by men, thus representing a percentage proportionate to that 
of authorship figures.  
165 The author's/authors' pejorative attitude towards mergers is in fact backed by figures. Among the ten 
biggest mergers in 2000, one brought about zero change in the newly created company's share price after 
twelve months, two recorded modest one-digit growth rates and only one merger resulted in a share price 
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juxtaposing "the failures and successes of past mergers". The body of the article opens 
with a simile ("They are, like second marriages, a triumph of hope over experience", line 
3). As in any case of simile, the semantic contradiction of metaphor is eased by this 
alternative yet related trope. However, the particular simile at hand not only "makes explicit 
aspects of comparison necessary for metaphor" (Goatly 1997: 236) by giving both the 
source and the target, but also by spelling out the semantic features transferred. 
Unorthodox construction of metaphor persists in lines 4-5 ("corporate mergers have even 
higher failure rates than the liaisons of Hollywood stars"). By syntactically linking the literal 
(source) and the non-literal referent (target) in the same comparative clause, the metaphor 
is made explicit (Steen 1999b: 84). Although on the surface, the sentence quoted last is an 
instance of a possessive process, both the first and the second sentence of the opening 
paragraph in fact constitute identification processes at the deep level, as both describe the 
topic of the text. In a defining manner, the dominant metaphoric conceptualization of 
mergers is thus firmly entrenched right at the beginning of the article.  
It is the sexual aspect of the MATING metaphor which is subsequently emphasized. 
The enactive process of "companies [...] have jumped into bed with each other" (lines 7-8) 
establishes the entities involved as moving in relation to each other, as could also be seen 
in the Business Week sample. In the present sample, however, the metaphoric movement 
is coupled with the specific M&A ACTIVITY IS HAVING SEX metaphor; the two entities do not 
attack or incorporate but join each other in a sexual encounter. It is not coincidental that 
the paragraph closes by describing Europe as "the hottest merger zone of all" (line 10). In 
fact, the superlative attribute implicitly refers back to the sexual metaphor by virtue of the 
embodied metaphor LUST IS HEAT (Deignan 1999: 191; Lakoff 1987: 410).166  
The MATING metaphor is continued at the onset of the second paragraph (lines 11-
18). The expression "corporate partners" (line 11) is yet another instance of both source 
and target space being present to spell out the metaphor. Afterwards, the MATING 
metaphor is suspended, to re-appear only in the fourth paragraph. Instead, the second 
paragraph introduces the hyperbolic language already witnesssed in the Business Week 
sample. Attributions like "Titanic league" (line 14) or "immense losses" (line 17) are 
echoed later in the article, by employing both comparative and superlative forms ("greater 
                                                                                                                                                 
increase of 25%. On the other hand, the share price of the remaining six new companies had fallen by an 
average of 50.17% one year after the merger (Dettmer et al. 2002: 89). 
166 The phenomenon that one metaphorical expression can unconsciously trigger another one has been 
dubbed parapraxis (Cameron 2002). An example would be "this metaphor here, 'magic wand', that really 
sticks out" (personal communication with Lynne Cameron). In the Economist article, the process is made 
more complex as the second metaphorical expression is arrived at through metaphoric association.  
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scale" in line 24 and "biggest financial-services firm" in lines 47-48). Interestingly, the 
mixed metaphorical expression "too small to survive", which could also be found in the 
previous text (Business Week sample line 109), finds a counterpart in the present article's 
"too small to prosper alone" (line 26).  
The third paragraph (lines 19-28) is characterized by a switch from the MATING to the 
hitherto absent FIGHTING metaphor. This is constructed in the form of a chain throughout 
the paragraph, with "threat" serving as the main link (lines 20, 21, 23 and 26). The 
paragraph begins by establishing the notion of the "defensive merger", i.e. one brought 
about as a reaction to a "threat". In its first instance, "threat" is used as a circumstance 
affected entities find themselves in ("companies involved were under threat", line 20). In 
the following, the author/s exemplifies/exemplify this notion, changing the grammatical 
function of threat from circumstance to either identified entity ("the threat was a change in 
the size" [line 20-21]), entity in a circumstantial process itself ("the threat lay in [...] 
globalisation" [lines 23-24]) or implicitly passive enactor ("the threat may have come from 
another predator" [line 26]). While the third example includes an obvious enough 
conceptual link between threat and predator, it is less clear why a company should 
function as the agent in a positive volitional process directed at an adversary ("Bayerische 
Vereinsbank sought a merger with a Bavarian rival" in line 27). This phrase in fact 
constitutes the linguistic realization of the rather paradoxical phenomenon of the "white 
knight" (see 5.1.1, n.148): On a scale of evaluation, one originally negatively evaluated 
company moves towards the positive end as the most extreme end of negative evaluation 
becomes occupied by another company. Accordingly, metaphoric movement, while still 
directed at each other, changes in intent from destructive to unifying. The third option 
would be incorporating, as in the conventional "management was scared of being gobbled 
up" (line 28), one of the article's two realizations of the FEEDING metaphor. Setting up 
merging as an alternative to being either destroyed or incorporated and thus extinguished 
clearly conveys how closely related those two modes of behaviour are.  
The exemplifying chain of the FIGHTING metaphor constituted by threat is prolonged 
in the fourth paragraph (lines 29-33). Its opening sentence links the FIGHTING and the 
MATING metaphor on the syntactic level by establishing a metaphoric spatial relationship 
between the two. A company is depicted as moving away from one negatively evaluated 
FIGHTING space ("When a company merges to escape a threat", line 29) and toward a more 
positively viewed MATING space ("it often imports its problems into the marriage", lines 29-
30). Returning to the embryonic conceptual model introduced at the end of 5.2.1, it seems 
that a standstill is not a viable option in the bounded space the market participants find 
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themselves in; a company always has to be moving in relation to one or several others, 
albeit with different intentions. The emergent model thus looks rather dynamic. Apart from 
what it reveals about the assumed underlying model, the opening sentence of the fourth 
paragraph also constructs a link between metaphoric fighting and mating, proving that the 
M&A cluster is indeed conceptually homogeneous. As noted above, the fourth paragraph 
marks the re-entry of the MATING metaphor. There is a cluster of relevant metaphorical 
expressions at its beginning, one of which denotes a circumstance in rather 
unconventional terms ("in the starry moments of courtship", line 30).  
By way of interim results, we can record that the first half of the article is 
characterized by a very pronounced initial use of the MATING metaphor, which is replaced 
by a chain of metaphorical expressions of fighting with two interwoven instances of the 
FEEDING metaphor. Just before mid-text, the MATING metaphor re-appears in relation to the 
FIGHTING metaphor. It is quite remarkable that cluster metaphors are then all but 
abandoned in the latter half of the text. They are only taken up again towards the end of 
the text. The final paragraph starts by providing another simile ("personal chemistry 
matters every bit as much in mergers as it does in marriage", lines 58-59).167 In contrast to 
the two initial similes, however, this one neither employs like (line 3) nor a comparison 
expressed by more than (line 4). The author/s retain/s the comparison aspect though, only 
this time using an as-much-as construction to scale the likeness of the two explicitly 
mentioned domains (Goatly 1997: 237-238). As earlier in the article, the declarative 
statement is then supported by examples (see especially the examples of different types of 
threats provided in lines 20-28). Some of the clustering at the article's end is accounted for 
by the FIGHTING metaphor. Re-introduced in lines 66-67, it takes a rather intensified form: 
"a company that is being bought can all too often feel like a defeated army in an occupied 
land, and will wage guerilla warfare against a deal". The sentence not only combines 
simile with metaphorical expression, but also draws on metonymy in equating a company 
with its employees. The metaphor is thus granted extraordinary "rhetorical weight" (Steen 
1999b: 94). Although the article does not include any explicit realizations of the additional 
M&A ACTIVITY IS EMPIRE-BUILDING metaphor, the notion of territory inherent in "an occupied 
land" (line 66) points in that direction. Intensification of the FIGHTING metaphor is supported 
                                            
167 The "personal chemistry" between Citibank and Travelers CEOs John Reed and Sandi Weill was also the 
topic of a Business Week cover story (Silverman & Spiro 1999). A picture of the two men was placed next to 
the headline "Is this marriage working?" on both the cover and inside the magazine (US edition). The article 
not only elaborates that "Weill courted Reed" (1999: par.24) but in a supplementary interview, Sandi Weill 
uses the MATING metaphor several times, mentioning that he has "no problem being a partner with John" 
("Weill": par.1) as well as talking about "first [getting] married and [finding] what each other is about [sic!]" 
("Weill": par.9). The metaphor here highlights how homosocial settings can acquire homo-erotic overtones.  
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by declarative status in connection with belief of certainty ("will wage guerrilla warfare", 
lines 66-67). Even the mere possibilty conveyed by "a company [...] can [...] feel" (lines 65-
66) avoids dampening intensification as it is offset by the modifier "all too often" (line 66). 
The article closes by once more instantiating the MATING metaphor ("before they book their 
weddings" in line 70). Although the two cluster metaphors of fighting and mating are not 
linked syntactically here, they nevertheless occur in close enough proximity to indicate a 
likely hybrid model incorporating the two metaphors.  
To conclude then, it can be observed that in the above sample, the MATING 
metaphor is most prominent, relegating the FIGHTING metaphor to second rank and all but 
dwarfing the FEEDING metaphor, which is realized only twice. Clustering patterns are very 
clearly characterized by co-occurrences in the first half of the text, a suspension of 
relevant metaphors in the latter half and renewed metaphor density towards the end of the 
article. In this context, it becomes evident that the MATING metaphor frames the topic by 
being used strategically in the opening stretches of the text and in the closing lines, thus 
both defining the subject matter as well as persuading the reader to take this specific 
conceptualization on board. It is superseded by the FIGHTING metaphor in the third 
paragraph, which also contains the article's two realizations of the FEEDING metaphor 
("another predator", line 26 and "was scared of being gobbled up", line 28), here 
supporting the FIGHTING metaphor by virtue of being syntactically constructed as an 
alternative form of enactment. The exemplifying metaphoric chain constructing M&A as 
fighting is continued and extended in the fourth paragraph, where it incorporates the 
MATING metaphor as well, which thus comes to serve an argumentative function. Cluster 
metaphors are then suspended to re-appear in intensified form in the closing lines of the 
text.  
Intensification also takes place in the form of hyperbolic language in connection with 
SIZE metaphors – albeit to a lesser degree than in the Business Week sample –, while 
entrenchment is achieved through pervasive declarative status coupled with present tense 
(e.g. "When a company merges to escape a threat, it often imports its problems into the 
marriage", lines 29-30). As far as process types are concerned, the metaphoric chains 
appear as rather sophisticated because their key words are run through a number of 
mutations in the form of various processes (see the example of threat in lines 20-26). 
Another intensification device is the text's penchant for similes; by explictly stating both the 
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source and the target, they firmly entrench the metaphoric model the text is based on.168 
This model emerges as very much characterized by dynamic movement towards another 
entity with various intentions, be it destructive, incorporating or unifying. The only 
impossible type of movement seems to be no movement. So while the model may 
construct fighting and mating – in the present text specified by the [+HUMAN] varieties war 
and romance – as a hybrid metaphorization of M&A, it is nevertheless coherent. It is by 
means of this coherence that the underlying model gains in persuasive power and is likely 
to impact on cognition and discourse quite sustainably. By presenting the readers with 
such an intricate linkage of seemingly mutually exclusive metaphors and not questioning 
them by bringing in alternatives, the author/s go/es some way to establish their model 
firmly in both discourse and the readers' cognition. Yet again, as the article does not rely 
on quotes at all, it is unclear whether the author/s propose/s their own model to be 
incorporated by the reader or whether they also support metaphorizations originating from 
primary discourse.  
Once more, this question will have to be postponed to the analysis of the next 
sample.  
5.2.3 Sample text Fortune (FO) 
Returning to a text from the "general" category, the third sample is MA FO 2, reproduced 
below: 
 
                                            
168 Usage of this device by Economist authors is not restricted to the sample at hand, as shown by the 
following quotation: Mergers, like marriages, can be legally defined and therefore readily counted. Alliances 
are more like love affairs (MA EC 26).  
Gorilla in the Midst  1 
JDS Uniphase is poised to become king of the fiber-optics jungle. Is it too late to 2 
swing along?  3 
If you scratched your head upon hearing about the largest tech merger in history, you 4 
weren't alone. JDS Uniphase's $41 billion buyout of rival SDL left a lot of people 5 
wondering whether the fiber-optic company's buying spree might have finally gotten it 6 
into trouble. After all, the SDL deal comes immediately on the heels of another 7 
massive acquisition – JDSU's $15 billion buyout of E-Tek (which closed just days 8 
before the SDL deal was announced). Most companies don't spend $56 billion in 9 
decades. JDSU did it in a few months.  10 
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Still, the SDL purchase is the biggest yet, and the most surprising. "We had always 11 
thought that SDL was the beautiful prom queen standing in the middle of the dance 12 
floor without a partner," says analyst Jim Jungjohann of CIBC World Markets, which 13 
advised JDSU on the deal.  14 
The question for investors now becomes whether the deal makes JDSU more 15 
attractive – or less. To our thinking, it's a better investment than ever. People may 16 
argue about how the Internet gets used, but there's no doubt that Web penetration 17 
and use is increasing. That means companies building Internet infrastructure will 18 
reap rewards over the long haul. Telecom companies are spending billions to 19 
upgrade their equipment from traditional phone lines to superfast fiber-optic cables 20 
capable of transmitting voice, data, and video traffic at – literally – the speed of light. 21 
JDSU provides those telcos with the lasers, pumps, and amplifiers that pulsate and 22 
shoot the beams of light. That's why the growth potential is so huge. The optical 23 
components market totaled $6.6 billion last year and is expected to nearly quadruple 24 
to $23 billion by 2003.  25 
The day the deal was announced, JDSU shares lost 15 points, falling to a recent low 26 
of $101. "I think it was partly a reaction by shareholders that this is a massive 27 
acquisition, directly following another large acquisition of E-Tek," says J.P. Morgan 28 
analyst Charlie Willhoit. Arbitrageurs are also concerned that regulatory issues may 29 
hinder the deal. But despite short-term fluctuations in the stock price, most analysts 30 
think the deal will clear any antitrust hurdles. For starters, the management team 31 
seems to have a markedly different attitude from that of a certain software company 32 
in Redmond, Wash. "We always take regulatory reviews seriously," says JDSU CFO 33 
Tony Muller. He should know – he's had lots of practice. This is the company's sixth 34 
deal to undergo federal scrutiny. In each of those cases, it has shown a willingness to 35 
alter business strategies, if needed, to obtain government approval.  36 
"A big advantage from the E-Tek deal is that they spent a lot of time with the Justice 37 
Department on this whole issue and have a good understanding as to what the 38 
government is looking for," says fund manager Robert Shoss of AIM Management, 39 
one of JDSU's biggest shareholders.  40 
Analysts also think it's unlikely that the combined JDSU-SDL behemoth will have 41 
enough market share to monopolize any one product category. According to Paine 42 
Webber analyst David Wong, the largest product overlap will occur with a gizmo 43 
called the 980-nano-meter pump laser. But there's a worldwide shortage of them right 44 
now, and besides, Corning, Lucent, and Nortel – the other major producers of fiber-45 
optics components – are also busy cranking them out to meet overwhelming market 46 
demand.  47 
Like Cisco a few years ago, JDSU is finding that the best way to become a one-stop 48 
shop for its customers is through acquisitions and partnerships, as opposed to heavy 49 
amounts of R&D. But with so many different corporate cultures spread across so 50 
much space, should investors fear indigestion? "We don't digest them; we integrate 51 
them," says CFO Muller. "It's not acquisition frenzy; it's a well-thought-out strategy." 52 
And so far, it has worked. Jozef Straus, former head of JDS Fitel, stepped in as CEO 53 
when Kevin Kalkhoven retired in May, and management hasn't missed a beat. "JDS 54 
Uniphase takes the classic underpromise-and-overdeliver approach. It's an excellent 55 
method to adopt, especially when you're acquisition-hungry," says Robertson 56 
Stephens analyst Arun Veerappan. Willhoit agrees. "The company has deep 57 
management and has proven thus far that it can get the job done," he says. "The 58 
sheer growth in demand for optical components may hide any integration issues that 59 
come about."  60 
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And therein lies not only JDSU's biggest challenge but also its biggest opportunity. 61 
As with the semiconductor market three decades ago, global demand for optical 62 
components is enormous and getting bigger. Even the indexes are catching on. The 63 
S&P 500 announced on July 20 that it was dropping beleaguered Rite Aid and 64 
adding JDSU. Investors sent the stock up 20% in one day, to $128. And the 65 
management of all three companies, JDS Uniphase, E-Tek, and SDL, has indicated 66 
that earnings, which had not yet been announced at press time, would exceed 67 
consensus estimates. With forward P/E ratios upwards of 140, analysts think the 68 
market cap will only go higher. "Upwards of $500 billion in a few years? Is that a 69 
possibility? Absolutely," says Veerappan.  70 
Who knew fiber optics could be so sexy? 71 
 
The text shows the lowest metaphor density of all samples (5.86), containing but five 
metaphorical expressions derived from the defined M&A cluster. Of these, three relate to 
the FEEDING metaphor and one each to the FIGHTING and the MATING metaphor. After the 
Economist text, the Fortune sample thus represents the second instance in which the 
frequency order of metaphors is not congruent with that witnessed in the overall corpus. 
Clustering across the text, too, is idiosyncratic: The first half of the article is devoid of 
relevant metaphorical expressions, with the five instances being spread evenly across the 
latter half. However, the sample also includes two realizations of additional and alternative 
metaphors each, three of which can be found in the first half. How then do these scattered 
metaphor instances combine into a conceptual model? 
 Just as the title of the Economist marketing and sales sample ("Store Wars", see 
4.2.2), the headline of the text at hand, too, is a hint at popular culture (for another pun on 
the same topic see MS EC 15). A variation of the Hollywood film title "Gorilla in the Mist", it 
elaborates on the ANIMAL metaphors popular in business and, in particular, M&A discourse 
(see also the two occurences of gorilla in the marketing and sales corpus, MS FO 6 and 
MS FO 36). Apart from the well-known bulls and bears of the stock exchanges (see "You 
beasts" for an explanation of the literal roots of these terms), the specific terminology also 
knows cats and dogs to denote speculative shares (Investopedia 1999-2002: n.par.) and 
stags, which refers to  
an investor or speculator who subscribes to a new issue with the intention of 
selling them soon after allotment to realise a quick profit ("Stag"). 
 
Relating to an M&A context, we find high-growth companies (i.e. in excess of 20% in sales 
revenues p.a.) called gazelles (Investopedia 1999-2002: n.par.), pigeons denoting very 
likely targets (Hirsch 1986: 833), hostile bidders and targeted companies referred to as 
foxes and lions (Hirsch 1986: 604) as well as the term shark repellent to describe an 
  206 
activity intended to stave off would-be acquirers (Investopedia 1999-2002: n.par.). Also 
popular is elephants as a name for very large companies; in quite a daring cross between 
the ANIMAL metaphor and the [+HUMAN] aspect of the MATING metaphor, an executive of a 
small-scale company having alliances with two larger corporations is quoted as saying 
"We're like a mouse sleeping with two elephants" (MA EC 26). The term gorilla in the 
present text is elaborated on in lines 2-3 ("jungle", "swing along"), resulting in a whole 
image instead of just an isolated metaphorical expression. Apart from bringing in the 
ANIMAL metaphor on the one hand and forging a bond between writer and reader by 
alluding to supposedly shared knowledge about popular culture, the title also evokes the 
image of the proverbial jungle in which the evolutionary forces of natural selection rule. 
Moreover, the title also introduces the hyperbolic language of the SIZE metaphor already 
attested in the two previous samples. This can again be found in the superlative 
expressions "largest tech merger in history" (line 4) and "the SDL purchase is the biggest 
yet" (line 11) as well as in other phrases incorporating augmentative attitude ("massive 
acquisition" in lines 8 and 27-28, "the growth potential is so huge" in line 23, "the combined 
JDSLU-SDL behemoth" in line 41 and "demand [...] is enormous and getting bigger" in 
lines 62-63).169 Hyperbole is also at work in the additional metaphorical expression "king" 
(line 2).  
 Its female equivalent, "queen", can be found in line 12. However, it there features as 
part of the quote "'SDL was the beautiful prom queen standing in the middle of the dance 
floor without a partner'" (lines 12-13). It can be seen that the metaphorization is not so 
much derived from M&A ACTIVITY IS EMPIRE-BUILDING but rather about conceptualizing the 
involved companies in gender-stereotypical ways. With regard to the undoubtedly present 
aspect of the additional DANCING metaphor, it is telling that the acquired company is 
feminized and as such identified as the static agent of a circumstantial process, with the 
acquirer implicitly depicted as the dynamic male agent in the enactive process of moving 
toward the potential dancing partner. Traditional ballroom dancing as a social practice 
does indeed constitute a materialization of patriarchal gender relations, with the leading 
role and the act of asking someone to dance almost exclusively reserved for the male 
partner. As already suspected in the quantitative analysis (5.1.2), particular aspects of the 
metaphor can hence tie in seamlessly with stereotypical concepts inherent in the MATING 
                                            
169 In terms of nominal hyperbole, behemoth occurs eight times in the M&A corpus, followed by five 
occurrences of titan (see also the expression "Titanic league" in the Economist sample line 14). However, 
both are dwarfed by the 36 tokens the corpus records for the nominal form of giant alone.  
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metaphor, making the issue of truly alternative, i.e. counter-discursive metaphors in M&A 
discourse a problematic one.  
 To round off the analysis of the article's opening, it is interesting to note that the 
quotation from primary discourse cited above in fact contradicts an earlier identification of 
the same referent. In line 5, SDL was referred to as the acquirer's "rival". Yet, a participant 
of primary M&A discourse, who was furthermore involved in the corporate restructuring on 
the acquirer's side, offers a strikingly different metaphorization. His conceptualization 
serves two functions. First, drawing on the MATING metaphor attenuates any 
aggressiveness involved in the acquisition. In their case study of the media coverage of a 
takeover, Herrera & White notice that the WAR metaphor was at some point abandoned in 
favour of the MARRIAGE metaphor, as the latter one was perceived as less face-threatening. 
In the words of the authors, "it downplays the loser dimension" (2000: 238). Likewise, 
Bastien (1989: 369) observes that the WAR metaphor is characteristic of what he dubs the 
"exploitive conformative acquisition", while the MARRIAGE metaphor tends to cognitively 
govern the "synergistic merger".170 Second, while the acquiree may be mollified by the 
attenuation inherent in the MATING metaphor, in particular its [+HUMAN] subset, it is also 
weakened by being allocated the more static female gender, making the metaphor rather 
double-edged. Seen in this light, the MATING metaphor here helps to weaken, if not 
"emasculate" a rival (and simultaneously stengthen the acquirer's position) while putting up 
a smokescreen of attenuation. Thus, while the metaphoric chain evolving in lines 5-13 falls 
into the questioning rather than the extending category, it still functions as highlighting two 
different aspects of one and the same underlying model.  
 After this rather complex opening of the sample text, realizations of cluster, 
additional and alternative metaphors suddenly drop to zero and are not resumed before 
the antepenultimate paragraph (lines 48-52). There, "acquisitions and partnerships" (line 
49) as an echo of "partner" (line 13) is followed by occurrences of the FEEDING metaphor. 
This metaphor is first introduced in the form of a question, with the subsequent answer 
from a primary source indicating an interview question (lines 51-52). Again, primary 
sources differ from participants of secondary discourse in how they conceptualize the 
topic. The metaphorical term "indigestion" (line 51) is used as an unproblematic 
expression by the journalist. Indeed, the lemma digestion is the second most frequent 
                                            
170 A non-metaphoric example of such terminological "stroking" is the glaring difference between Vodafone 
consistently communicating its acquisition of Mannesmann as a merger (e.g. "First European Board" and 
other Vodafone press releases), while the acquiree's defunct website drily remarks that "after the take-over 
of Mannesmann by Vodafone you can now find the latest information on the Vodafone Group Homepage" 
(Mannesmann n.d.).  
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realization of the FEEDING metaphor in the whole corpus, occurring mostly in verbal form 
(see Appendix, Tables 15 and 16). Accordingly, the nominal use by the journalist is turned 
into a verbal form by the quoted executive: "'We don't digest them; we integrate them'" 
(lines 51-52; see also line 59 for additional usage of integration in primary discourse). The 
two declarative sentences are juxtaposed in parallel, differing only with regard to polarity. 
One of the speaker's intentions is obviously to attenuate the FEEDING metaphor perceived 
as too aggressive against the acquired companies. Yet, by merely literalizing the 
metaphor, the speaker still fails to leave the realm of the "exploitive absorbtive acquisition" 
(Bastien 1989: 369), which is governed by the FEEDING metaphor. The structure is 
repeated, this time in the form of an identification instead of a dispositive process ("'It's not 
acquisition frenzy; it's a well-thought-out strategy", line 52). By virtue of the parallelism 
between the two couples of sentences, the FEEDING metaphor is here linked to, if not 
equated with the metaphor M&A ACTIVITY IS INSANITY already discussed above (5.2.1). The 
common denominator here is the notion of illness. Against this illness aspect, the quoted 
speaker introduces the notion of strategy, a concept taken from the [+HUMAN] and hence 
attenuating sub-set of the FIGHTING metaphor. The FEEDING metaphor, on the other hand, 
indeed shows a proximity to the ILLNESS metaphor, as corroborated by creative extensions 
as the one below: 
Post bubble bulletin: Earnings anemia  
Can bring on corporate bulimia. 
Can't keep down everything that you bite off? 
Spin off! Sell off! Kill off! Write off! 
Reflex responses to burning question: 
How to cure asset indigestion (Sprung 2002: 10).  
 
This aspect of the FEEDING metaphor sheds some light on why the speaker quoted in lines 
51-52 may rejecting it; not only is it perceived as too aggressive against the acquiree but it 
could also unfavourably reflect on the acquirer's state. It should therefore come as no 
surprise that an additional primary source, while drawing on the FEEDING metaphor, avoids 
its [+ILL] aspects, choosing instead the neutral instantiation "'when you're acquisition-
hungry'" (line 56).  
 The second-person pronoun in the above phrase is in fact a generalized you 
(Fowler et al. 1979: 204) functioning as third-person reference, in this case potential 
acquirers. The metaphorical hunger of these acquirers brings their counterparts under 
equally metaphorical siege ("beleaguered Rite Aid", line 64). After having established that 
dichotomy, the author closes her article by once more drawing on the notion of size. 
Through quoting yet another primary source, the SIZE metaphor is coupled with that of 
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upward movement ("'Upwards of $500 billion in a few years?"', line 69), yielding the 
primary metaphor MORE IS UP. The final sentence brings in another, related orientational 
metaphor, namely GOOD IS UP, in which the general notion of goodness finds its expression 
in the term sexy ("Who knew fiber optics could be so sexy?", line 71). The attribution links 
back to "attractive" in line 16, which is in turn anaphorically related to "the beautiful prom 
queen" in line 12. The closing line of the article employs a particular sub-meaning sexy has 
acquired, i.e. one synymous with the metaphoric meaning of cool, also fashionable or 
trendy (and possibly short-lived). According to the OED, evidence of this usage in 
business publishing dates back to 1970. While the semantic expansion does not contain 
an explicit component [+EROTIC], the respective association, according to some views, is 
"optional but conspicuously available".171 Considering that in the present article, the term 
sexy is connected to "beautiful prom queen" (line 12) and "whether the deal makes JDSU 
more attractive" (lines 15-16), there could well be a hidden constituent [+EROTIC]. However, 
the first quote denotes company SDL, the second company JDSU and the last line of the 
article finally refers to the whole industry. So if sexy indeed includes connotations along 
the lines of (sexual) desire – as does the MATING metaphor –, they would be only loosely 
associated with the particular metaphoric construction of companies witnessed above.  
Perhaps the most striking feature of the article is its pervasive use of direct 
quotations, which make up about a fifth of the whole text. In switching between journalistic 
comment (e.g. line 16), quotes of primary sources (e.g. lines 27-28) and factual 
information (e.g. lines 19-25), the text very much resembles the TV news programme 
discussed in 2.2.1. In two cases (lines 50-52 as well as lines 69-70), the citations are 
embedded in the question-and-answer structure of simulated dialogue. The highly dynamic 
nature of this device is underscored by the fact that the direct quotations foster 
metaphorization, often in unconventional, even controversial ways. While the text does not 
show persistent use of relevant metaphors, the direct quotations still make for local 
metaphor chains at the article's beginning and immediately after its middle. The first chain 
could thus be seen as defining the topic, whereas the second one is likely to serve 
argumentative purposes. However, the metaphoric definition thus arrived at is anything but 
straightforward. Complexity is two-fold: Firstly, while the author establishes M&A ACTIVITY IS 
                                            
171 I am obliged to the following people for sharing their thoughts about and evidence of this sub-meaning of 
sexy with me: Esther Kim Choi for elaborating on the term's semantic components, Robin Turner for late 
1970s evidence from scientific and media discourse and for discussing DESIRE as a source domain, Alan 
Wallington for the above Wall Street Journal quote from the OED, and Kevin Wiliarty for further evidence of 
the term in a mid-eighties academic setting as well as for the above quote on the hidden presence of the 
[+EROTIC] component.  
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ATTACKING A RIVAL (line 5), a participant of primary discourse, in denoting the same 
referent, proposes M&A ACTIVITY IS ASKING A WOMAN TO DANCE (lines 11-13). The local 
metaphoric chain thus constructed rephrases the FIGHTING in terms of the MATING 
metaphor. Moreover, the second local metaphoric chain problematizes the FEEDING 
metaphor (lines 50-56), again showing a discrepancy between its usage in primary as 
opposed to secondary discourse. This discrepancy is largely constituted by the fact that at 
least in this example of media discourse on M&A, the author obviously regards the more 
overtly aggressive FIGHTING and FEEDING metaphors as far less problematic than do 
representatives of primary discourse, who have to take the interests of various 
stakeholders into account, including the acquiree's.  
 This struggle over metaphorization can also be seen in a tendency to use 
identification processes with declarative status and belief of certainty: "'We had always 
thought that SDL was the beautiful prom queen'" (lines 11-12), which also employs 
predecessive tense to add a flavour of eternal truth to the statement, and "'We don't digest 
them; we integrate them'" (lines 51-52), which derives additional defining power from a 
clear negative-positive polarity. (The defining effect of the phrase "'when you're 
acquisition-hungry'" [line 56] is lessened by its conditional status.) This complexity at the 
level of text translates into a hybrid yet coherent metaphoric scenario to be assumed. In 
this, both the FIGHTING and the FEEDING metaphor draw on the notion of ruthless natural 
selection by betraying aggressiveness towards another company. While we could see in 
the quantitative analysis as well as in the two samples above that journalists have no 
qualms about using those metaphors lavishly, the behaviour conveyed by those 
metaphors is obviously seen as problematic by primary discourse representatives. Hence, 
the two metaphors are either literalized or seemingly attenuated by using the MATING 
metaphor. However, I would maintain that the latter concept subtly supports the FIGHTING 
metaphor, which is so dominant in the corpus, as the company taken over is constructed 
as a static female with the acquirer featuring as the active and victorious suitor.  
While this characteristic of the underlying model is realized only implicitly in the 
article at hand, other examples from the corpus spell out the relation between FIGHTING and 
MATING metaphors quite blatantly. Consider MA BW 16: The title is the phraseological If 
you can't beat 'em, the complementary phrase to be inferred is join them.172 However, the 
                                            
172 An Internet search furthermore yielded creative adaptions like [If you can't beat 'em,]sue 'em/eat 
'em/invest in 'em/ban 'em/buy 'em/emulate them or finance 'em. The adapted form If you can't beat them, 
marry them is occasionally found in its complete form as well, e.g. as the title of an article in an online 
software magazine ("British Minister") dealing with the co-operation of British and Indian software 
companies.  
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complement is provided in an adapted form: It may marry its Hong Kong rival. At first sight, 
the words marry and rival seem to have the mutually exclusive semantic components 
[+TOGETHER] on the one hand and [+OPPOSED] on the other. Their syntactic connection, 
however, does make sense against the background of If you can't beat 'em join 'em, 
constructing metaphorical war and metaphorical marriage as two means to the same 
end.173 A parallel syntactic and semantic interlacing of the two cluster metaphors can be 
found in MA EC 17: 
At a recent conference, Ron Sommer of Deutsche Telekom, Germany's former 
telephone monopoly, joked that suitors in the telecoms industry now need fat 
chequebooks and a bunch of flowers. And if gallantry is rebuffed? Throw away 
the flowers and call in the tanks.  
 
I shall return to this apparent paradox of the underlying model in 5.3; for the time being, it 
should be noted that by integrating two seemingly opposed metaphors, the model 
becomes all the more powerful, even determining possible alternative metaphors such as 
the DANCING metaphor.  
 This strength leaves little room for counter-discursive conceptualizations of M&A in 
the media or elsewhere. While readers are offered a seemingly broad range of various 
conceptualizations from a number of different sources, they are in fact presented with one, 
albeit complex metaphoric EVOLUTION model only. In the case of Fortune, such pseudo-
objectivity is coupled with the rather informal style of "conversationalization" or "synthetic 
personalization" (Fairclough 1995a: 139), i.e. pseudo-intimacy between text producer and 
text recipient as evidenced by e.g. direct address ("If you scratched your head", line 4), 
hinting at presupposedly shared knowledge (the title pun as well as the deictic "a certain 
software company" in line 32) or expressions such as "gotten […] into trouble" (lines 6-7) 
and "sexy" (line 71). The two strands alone would be persuasive enough; together they 
can become downright compelling. Metaphoric models presented in such a framework 
acquire extra weight as unproblematic common sense, exerting a strong influence on 
discourse and readers' cognition alike.  
 To round off detection of the model thus communicated, I shall now conclude the 
qualitative analysis by looking at the fourth sample text.  
                                            
173 Interestingly, I also found an article titled "If you can't beat her, marry her" (Suter 1996). However, neither 
the feminine personal pronoun nor the verb marry are used in a metaphorical way here: The article is about 
female TV journalists being married and made pregnant by their male colleagues, who thus eliminate them 
as competitors on the job. 
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5.2.4 Sample text Financial Times (FT) 
The last text has been taken from the category "analysis and commentary". While 
commentary is a viable component of the newspaper format, the sample below (MA FT 
57) is again rather untypical of the Financial Times in that it far exceeds its average article 
length (1,264 words as compared to 628).  
Dotcoms devoured  1 
The internet shake-out is getting brutal. On Friday Eve.com, the US online beauty 2 
products retailer, closed down. A few days earlier, Boxman, the European compact 3 
disc retailer, and Priceline Webhouse Club, the US name-your-price site for grocery 4 
and gasoline sales, joined the casualty list. Urbanfetch has closed its online delivery 5 
service, and other recent victims, such as HomeGrocer.com and Petstore.com, have 6 
been driven into the arms of rivals.  7 
As dotcom companies burn up their cash and fundraising opportunities evaporate, it 8 
seems certain the rout will continue. But less clear is where it will stop. Could it end 9 
with just one internet leviathan dominating the business-to-consumer market? A 10 
Yahoo.Ebay.Amazon.com that serves all the consumer's needs?  11 
The internet is often regarded as the most open and entrepreneurial market in 12 
history. In theory, there are few barriers to entry: almost anyone can start a business, 13 
without the need for large amounts of capital or a big factory. So as some companies 14 
die, others should spring up in their place, offering new features, better service or 15 
lower prices.  16 
Yet as the business-to-consumer market develops, there are signs that it is becoming 17 
an online version of the winner-takes-all society: one in which two or three 18 
companies at the top take a vastly disproportionate share of the market, making it 19 
difficult for others to thrive.  20 
The consolidation is one such sign. Another is the way that advertising revenues – 21 
for many dotcom companies, the main or only source of income – are 22 
disproportionately favouring the most popular sites.  23 
According to latest figures from the Internet Advertising Bureau, an industry group, 24 
71 per cent of US dotcom advertising revenues are going to the top 10 sites, 83 per 25 
cent to the top 25 and 91 per cent to the top 50.  26 
The IAB does not say which sites are getting most of the revenues, but it is not much 27 
of a mystery. The advertisers want to be where the eyeballs are, which 28 
overwhelmingly means the big-name portals such as Yahoo!, MSN and America 29 
Online.  30 
"The big are getting bigger," says Tom Hyland, chair of PwC's new media group in 31 
New York, which conducts the IAB survey. Sites that attract the most viewers get the 32 
most advertising revenues, he says, which in turn means they can offer more 33 
services and attract even larger audiences. "It's a natural evolution in the industry 34 
that will continue to play out."  35 
In the old economy, the business world has already become familiar with the winner-36 
takes-all phenomenon. It results from the greatly increased competition brought by 37 
globalisation.  38 
When markets were small, separate and nation-based, there was limited competition 39 
across borders. Even big, multinational companies tended to have separate 40 
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headquarters and factories in each country, so their size did not give them much of 41 
an advantage over smaller companies.  42 
Globalisation, together with improvements in transport and communications, has 43 
changed that by allowing big companies to treat large regions, or even the world, as 44 
a single market. This has given them economies of scale in production, distribution, 45 
marketing and management that smaller companies cannot match.  46 
You see the result on supermarket shelves. There are far too many consumer 47 
products for the space available, so retailers give priority to the biggest brands. This 48 
further increases the sales of these brands, giving their manufacturers even greater 49 
economies of scale – and so on, in a virtuous circle.  50 
Often, it is not the best product that becomes the best seller. But scale, once 51 
established, is difficult to overthrow. JVC's VHS video recording system was 52 
regarded as inferior to Sony's Beta, but Beta is now defunct. And in blind taste tests, 53 
most people prefer Pepsi-Cola to Coca-Cola, but Coke outsells Pepsi.  54 
Recognising this, old-economy companies have been scrambling to establish scale 55 
before it is too late. Almost every industry, from advertising to telecommunications, is 56 
in a race for global domination. According to Thomson Financial Securities Data, the 57 
value of mergers and acquisitions announced last year rose 24 per cent to a record 58 
$3,029bn.  59 
If scale is important in the old economy, it is even more significant in the new. This is 60 
because the products of the "weightless" economy are more often intangible 61 
information or ideas than tangible objects that are manufactured and distributed.  62 
In the old economy, a company can benefit from scale by spreading its fixed costs 63 
over a larger output, but its variable costs will increase as sales go up. In the digital 64 
economy, a company may incur high costs in developing and marketing an idea: but 65 
because its output is intangible, the incremental cost of distributing it to a wider 66 
customer base may be zero, yielding vast economies of scale.  67 
Another aspect of the internet's scalability is the so-called network effect, which holds 68 
that products or services become disproportionately more valuable as more people 69 
use them.  70 
If people want to go to an auction website, for example, they want the one that 71 
attracts the most users: that way, buyers get the widest choice of products, and 72 
sellers get the most bidders. So there is a natural tendency towards monopoly, and 73 
an almost insurmountable barrier to new entrants.  74 
The same could be said of Amazon.com, which makes much of its ability to 75 
recommend products based on other people's purchasing habits ("Customers who 76 
bought this book also bought ..."). The more people who use the site, the better these 77 
recommendations become, giving Amazon.com an advantage over retailers with 78 
fewer customers.  79 
To get down to practicalities, it is becoming increasingly uncontroversial to argue 80 
that, in the business-to-consumer sector, only a handful of the very largest dotcom 81 
companies have the scale or strength to survive in their present form. Despite 82 
squandering billions of dollars on marketing, almost no dotcom companies have 83 
succeeded in building an enduring brand: and, lacking either that or a profitable 84 
business model, they face the likelihood of imminent oblivion.  85 
Forrester Research, the internet research company, has already forecast that most 86 
dotcom retailers will be driven out of business by next year. And Robert Lessin, 87 
chairman and chief executive of Wit SoundView, a US boutique investment bank that 88 
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specialises in the internet and technology sectors, foresees the survival of only three 89 
or four dotcom companies in the business-to-consumer world.  90 
According to Mr Lessin, the internet will overwhelmingly end up as just an alternative 91 
channel of distribution for "real" corporations, because they have the brands, the 92 
infrastructure, the expertise, the customers, the financial resources and all the other 93 
things dotcoms lack.  94 
"The fact that most of these corporations did not move fast enough to position 95 
themselves for the internet is irrelevant, because they now have a second bite at the 96 
apple," Mr Lessin says. "It's make versus buy – either they can buy a truly troubled 97 
dotcom operation at a very depressed price, or they can build it themselves. But most 98 
corporations have lost nothing by not becoming a force on the internet three years 99 
ago."  100 
When the shake-out is over, will there ever be another internet start-up in the 101 
business-to-consumer sector?  102 
"When I invest," Mr Lessin says, "the first question I ask of a prospective company is 103 
'Who is your physical analogy? Who are you like in the real world?' And if they give 104 
me an answer to that, I won't invest."  105 
In other words, there may be no money for start-ups unless they are like nothing else 106 
on earth. And they will probably need to be unlike anything else on the internet, too. 107 
Who, after all, is going to finance a fight to the death with Yahoo!, Ebay or 108 
Amazon.com? Or a Yahoobayzon, if that should emerge? 109 
 
The above article contains nine cluster-related metaphorical expressions, two thirds of 
which are derived from the FIGHTING metaphor. A further two are accounted for by the 
FEEDING metaphor, while the MATING metaphor is realized only once. The text does not 
include any additional or alternative metaphorical expresssions as defined in 5.1, yielding 
an overall metaphor density of 7.12. The dispersion plot shows a somewhat extreme 
pattern, with co-occurrences of the FIGHTING, MATING and FEEDING metaphors in the 
beginning and a second, albeit more stretched cluster of metaphorical expressions of 
FIGHTING and FEEDING at the end. So does that mean that the topic is framed in terms of the 
FEEDING and FIGHTING metaphors?  
 The title seems to suggest just that ("Dotcoms devoured", line 1). In it, the FEEDING 
metaphor is combined with alliteration, raising the unanswerable question which device 
triggered which. The term devour definitely incorporates a component [+AGGRESSIVE], 
which is promptly echoed in the opening phrase: "The internet shake-out is getting brutal" 
(line 2). It is not only the attribution "brutal", however, which brings about the notion of 
aggressiveness; the technical term "shake-out", repeated in line 101, likewise contributes 
to establishing the involved companies as objects of aggressive movement and behaviour. 
Interestingly, though, the companies listed in the first paragraph are embedded in phrases 
of quite different grammatical function. The agentless dispositive process constituted by 
the headline holds passive transitivity for the affected entity, iconically reflecting its position 
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as a victim of market change. Yet, we find medial transitivity in "Eve.com […] closed down" 
(lines 2-3) and even active one in "Priceline Webhouse Club […] joined the casualty list" 
(lines 4-5). The expression "casualty list" refers back to "brutal", rendering the war 
terminology explicit. While "Urbanfetch has closed its […] service" (lines 5-6) continues 
with active transitivity, the company in question is simultaneously referred to as one of 
several "victims" (line 6). The sentence goes on to say that "other recent victims […] have 
been driven into the arms of rivals" (lines 6-7); "victim" thus serves as a linking device 
between active and passive transitivity as well as between the FIGHTING and the MATING 
metaphor.  
 Hence, we find all three cluster metaphors in the article's opening paragraph, with 
the FIGHTING metaphor being most frequently realized. Yet, it is not only dominant in 
quantitative terms but also central in building up a particular metaphoric model to define 
the topic at hand, i.e. M&A. This model is characterized by aggressive (enactive) 
behaviour towards entities in a particular, probably bounded space. Such behaviour can 
take the form of either the FEEDING ("devoured") or the FIGHTING metaphor ("brutal", 
"casualty list", "victims"), the two thus being equated. Further still, weak companies appear 
as helpless entities affected by anonymous forces stronger than them, which coerce them 
into a union with adversaries ("victims […] have been driven into the arms of rivals"). If we 
look at the second instance of drive later in the article ("most dotcom retailers will be driven 
out of business", lines 86-87), it becomes clear that those weaker companies are faced 
with a choice of either yielding to an adversary or being extinguished altogether. In any 
case, they are constructed as passive entities (note that in the Economist sample, by 
contrast, companies actively "sought a merger with a […] rival" [line 27]). Used as such, 
the MATING metaphor comes across as but an attenuated form of violence and coercion. 
 Apart from an echo of the FIGHTING metaphor in the second paragraph ("rout" in line 
9), cluster metaphors are all but absent until towards the end of the article ("survive" in line 
82). Instead, we again find instances of the hyperbolic language characteristic of the SIZE 
metaphor. The respective chain starts in line 10 ("one internet leviathan") and continues 
until just before the re-entry of cluster metaphors. Hyperbole is achieved either by 
attribution ("big-name portals" [line 29], "the biggest brands" [line 48), "the very largest 
dotcom companies" [lines 81-82]) or by primary sources making the metaphor explicit 
("'The big are getting bigger'" in line 31). In addition to metaphorical expressions of size, 
the long middle part of the text also shows an instance of the overarching EVOLUTION 
metaphor being spelled out explicitly. This particular metaphoric chain starts in lines 14-15 
("So as some companies die, others should spring up in their place"), with the belief of 
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necessity indicating a quasi cause-effect relation as a law of nature. The same view of 
business activity is described in another cause-effect relation of the "winner-takes-all 
society" (line 18): "two or three companies at the top take a vastly disproportionate share 
of the market, making it difficult for others to thrive" (lines 18-20). The EVOLUTION metaphor 
here ties in with the metaphor MARKETS ARE FOOD (see n.149), so that being active in one 
and the same bounded space becomes itself a competition for vital but scarce resources. 
The fourth paragraph, in which the above quotation can be found, opens with an explicit 
developmental process ("as the business-to-consumer market develops", line 17), with the 
above-mentioned "winner-takes-all society" representing the end point of such a 
progressive development ("it is becoming [a] winner-takes-all society", lines 17-18). Again, 
it is a primary source who spells out the EVOLUTION metaphor underlying this self-propelled 
development ("It's a natural evolution in the industry", line 34). The EVOLUTION metaphor is 
highly persuasive in that it constructs a social practice, i.e. economic activity, as a 
seemingly objective and inevitable development. The belief of certainty and declarative 
status made use of in the above phrase underscore that point. This particular construction 
is reified by the author taking up both the metaphor and the grammatical function its 
realization takes on the level of text ("there is a natural tendency towards monopoly", line 
73). 
The EVOLUTION metaphor is realized through its FEEDING sub-metaphor in lines 96-
97 ("'they now have a second bite at the apple'"). However, the quotation reflects the 
MARKETS ARE FOOD metaphor rather than M&A ACTIVITY IS FEEDING, betraying the article's 
general tendency to link issues of marketing and sales with that of M&A. Similar 
connections were hinted at in the three previous samples (e.g. the marketing aspects 
conveyed in "SBC […] could be eyeing deals to give it entree to the major markets" 
[Business Week sample lines 65-67], "the threat was a change in the size or nature of a 
particular market" [Economist sample lines 20-21], "it's unlikely that the […] behemoth will 
have enough market share to monopolize" [Fortune sample lines 41-42]). Given the fact 
that changes in the competitive environment, such as globalization and deregulation, are 
among the major causes for M&A activity (Herden & Butollo 2002: 43), such connections 
in texts are not particularly surprising. In the Financial Times sample, however, the 
tendency is very pronounced, with metaphorical expressions not being the least indicator. 
Indeed, the text at hand realizes a number of metaphors already discussed in sections 
4.2.1-4. The phrase "companies have been scrambling to establish scale" (line 55) can be 
read as a variation of lines 6-7 of the Business Week sample in the section on marketing 
and sales discourse ("Ong has been scrambling to hire staff"). Likewise, the RACING 
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metaphor so prominent in that earlier sample is also present in the text at hand ("every 
industry […] is in a race for global domination", lines 56-57). Defining features from other 
marketing texts are there, too. In lines 47-50, the author discusses the issue of tight space 
on supermarket shelves, a topic which served as a literalization device in the Fortune text 
on marketing (lines 61-63). Finally, the Financial Times text discussed in 4.2.4 employed 
the expression to position oneself to construct companies as moving in a bounded space 
just as much as does the sample at hand (line 10 and 95-96, resp.).174  
 Returning to the EVOLUTION metaphor, we can see that it is expressed by the 
FIGHTING metaphor as the text draws to a close. The lemma survival is instrumental in this, 
occuring in both its verbal and nominal form: "only […] the very largest dotcom companies 
have the scale or strength to survive" in lines 81-82 (its cross of SIZE, EVOLUTION and 
FIGHTING metaphors being reminiscent of the phrase "too small to survive/prosper" in both 
the Business Week [line 109] and the Economist [line 26] sample); and the indirect 
quotation "[he] foresees the survival of only three or four dotcom companies" in lines 89-
90.175 A realization of the FIGHTING metaphor as undiluted by other metaphoric 
conceptualizations closes the article ("a fight to the death" in line 108), endowing this 
particular view of the topic with end stress and thus much persuasive power.  
 To conclude, the article shows very prominent co-ocurrences of all three cluster 
metaphors at its beginning, with the FIGHTING metaphor taking centre stage and being 
conceptually supported by the other two. There are further occurrences of the FIGHTING 
and FEEDING metaphors towards the end of the text while in between, metaphors of size 
and of evolution itself prevail. These narrow down to the FIGHTING metaphor, which closes 
the sample. Despite the interruption, the respective metaphoric chain is therefore present 
throughout the text, elaborating on the central FIGHTING metaphor and even integrating 
other metaphors. We are thus confronted with a case of M&A being metaphorically framed 
as an evolutionary fight in defining and persuasive ways. In addition, a substantial part of 
the article (lines 9-81) is devoted to establishing chains of SIZE and, more importantly, 
EVOLUTION metaphors, with the latter representing the heading under which the cluster 
including the central FIGHTING metaphor appears has to be seen. Hence, there are virtually 
no alternative metaphorizations of the topic. The uncontested scenario to emerge is one in 
                                            
174 The fact that both texts are by the same author is coincidental as the verbal form of position alone shows 
16 more occurrences in twelve texts from other authors in the M&A Financial Times sub-corpus.  
175 Another way of inserting a component [+BRUTAL] into the EVOLUTION metaphor is focusing on and 
augmenting certain aspects of DOCTORING and GARDENING metaphors. Doing so yields metaphorical 
expressions such as mergers [...] make it easier to cut fat and trim costs (MA EC 15) or bosses should 
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which companies operate in a bounded space which is governed by the laws of nature to 
develop in a particular direction. In this environment, the key to evolutionary success lies in 
size; companies which are not big enough become victims by being either extinguished 
(as expressed by metaphorical expressions of fighting and feeding) or coerced into a union 
with an adversary (as conveyed by the MATING metaphor). As can be seen in the headline 
and first paragraph (lines 1-7), this victimization is not necessarily reflected in transitivity. 
The metaphoric forces of evolution, on the other hand, are reflected in grammatical 
function, most prominently in progressive tense ("the internet shake-out is getting brutal" 
[line 2]; see also lines 17-18, 31, 80), as well as in belief of certainty as conveyed by 
declarative status and future tense ("it seems certain the rout will continue" [lines 8-9]; see 
also lines 35, 86-87, 91-92). As fighting is presented as a natural entailment of such 
evolution, it is constructed as equally certain and inevitable. While the assumed underlying 
model is dynamic, it is nevertheless not very flexible. In constructing that model, the author 
elaborates and extends rather than questions the metaphors proposed by representatives 
of primary discourse. It stands to reason that readers are expected to do the same, the 
more so as the model is granted so much defining, argumentative and persuasive force 
and is moreover never contested, not even for the sake of the argument.  
 The four samples analyzed in this section have proved to be rather heterogeneous. 
Contrary to the media texts on marketing and sales, there was no one metaphor to be 
most frequent and/or prominent in all texts. However, while some (Business Week, 
Financial Times) favour the FIGHTING metaphor and others cast the MATING (Economist) or 
FEEDING metaphor (Fortune) in a more central role, the four texts are similar in that they all 
construct a complex but coherent metaphoric model of M&A, leaving little to no room for 
alternatives questioning that model. In the following section, I will not only provide a 
summary of the qualitative findings as linked to the results of the earlier quantitative 
analysis, but will also combine the four constructions into a common underlying model I 
assume to inform media discourse on M&A, and discuss the socio-cognitive impact of that 
model.  
                                                                                                                                                 
swallow their pride and prune their empires (MA EC 29), which are not so much about care and affection as 
aggression and violence, thus subtly supporting the FIGHTING metaphor.  
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5.3 Socio-cognitive impact 
The results of the quantitative and qualitative analysis carried out above make me assume 
that the following model underlies media discourse on M&A. Again, the central schema is 
the most general and also most abstract one, with dependence relations being once more 
indicated by arrows.  





















Fig. 15. Conceptual model mergers and acquisitions discourse 
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The central metaphor of the model depicted above is almost the same as in the model 
underlying media discourse on marketing and sales (Figure 12). M&A activity, too, is 
essentially about entities moving in a bounded space. Given the primary nature and 
embodied source of that metaphor, it should come as no surprise that it is located at the 
centre of both models (alternatively, the schema could also be seen as encompassing the 
other constituents of the model). However, the difference in the M&A model resides in the 
fact that this bounded space is furthermore subject to external pressure, a feature lacking 
in the marketing and sales concept. The forces exerting such pressure can take various 
forms, ranging from concrete persons and institutions such as shareholders and boards or 
politicians (Business Week sample lines 5 and 53) to abstract notions such as a change in 
the market (Economist sample lines 19-28) or, on a superordinate level, metaphorical 
evolution (Financial Times sample lines 34 and 73). Movement within that bounded space 
can take a variety of forms and intentions, as represented by the two bigger [+ANIMATE] 
bubbles left of the central one, which are more often realized metaphorically in the corpus. 
In contrast to the marketing model, the various types of movement form part of a 
prototypical script or sequence of events, which is represented by the arrows within the 
bubbles. In both cases, the script includes two stages. To make matters more complex, 
movement in both stages is directed at two different entities. From the standpoint of the 
entity, i.e. company, in question, the total of the other entities in the bounded space falls 
into two categories, namely that of potential victims and potential rivals. (The affected 
entity itself can also move between those two poles, as evidenced by the group turned 
from predator to prey [MA FT 33].) Movement in the first stage consists of circling both 
targets and rivals, with the intention of outmanoeuvering the latter while attacking (and, by 
implication, destroying) the former in the second stage. A related intention is to gain in 
size, sometimes conceptualized as enlarging one's metaphorical empire (Fortune sample 
line 2; see also Jäkel 1997: 207).176 In view of its relative scarcity in the corpus (see 
Appendix, Table 17), I have located this metaphor at the margin of the model. The FEEDING 
metaphor is but a variation on the FIGHTING metaphor; here, the category supplementing 
that of rivals is food, which has to be searched for before being eaten (and digested). 
Often, this search can take the form of a hunt, with the food turning into a preyed-upon 
animal. Evidence can be gathered from the Business Week sample (lines 42 and 68) as 
well as from the following quotation from outside the corpus:  
                                            
176 Due to globalized business activities, the boundaries between literal and metaphoric territories can 
sometimes be blurred, e.g. if two CEOS, having carved up Spain and Latin America between them, […]  are 
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[Time Warner chairman] Levin began feeling the hot breath of Jack Welch, 
chairman of General Electric […] Time Warner would be a juicy morsel for GE 
[…] Levin is vulnerable because Time Warner is in disarray (Sloan 1995: 35). 
 
 The second strand in the model is represented by the MATING metaphor, more 
specifically, its [+HUMAN] variety, which is mostly drawn upon in the discussed texts. This 
again consists of a preliminary and a subsequent stage of action, with activity once more 
being directed at two different entities simultaneously. Unsurprisingly, the metaphor is 
explicitly gendered, with activity residing within the male part of the interaction. Further, the 
MATING metaphor can be subdivided into a voluntary and a compulsory type. As for the 
former, the preliminary stage consists of circling rivals on the one hand and wooing a 
woman on the other. An overlapping variety of this latter process is asking a woman to 
dance (Fortune sample lines 11-13; see also 5.1.2). Originally classified as a possible 
alternative, the DANCING metaphor, which is infrequent in the corpus to begin with, thus 
proves to be prone to be being integrated into the dominant metaphoric model. While the 
act of wooing may not seem like an enactive process at first glance, the following quote 
from an article dealing with the Time Warner/Turner merger clarifies that wooing is indeed 
linked to positioning and re-positioning oneself in relation to others: "For 10 months the 
three men circled like prizefighters, lovers or vultures" (Krantz 1996: 62). The three-fold 
simile clearly equates metaphoric violence, wooing and preying upon.177 The second stage 
in the script of voluntary romance is marrying, which also means outmanoeuvering rivals 
and sometimes also has the MATING result in a REPRODUCTION metaphor (Pieper & Hughes 
1997: par.74).178 I deliberately chose medial transitivity ("marrying") to capture the 
metaphor in order to stress the fact that it is used to convey a voluntary union or so-called 
merger of equals (an expression to occur twelve times in the corpus). It should be 
mentioned that the intention of the two-step process need not be marriage but could 
consist of any form of romantic union, including a sexual encounter (Economist sample 
lines 7-8).179 In any case, it could be seen in both quantitative and qualitative analysis that 
                                                                                                                                                 
now making the whole Continent their battleground (MA BW 6), or if investment banks have […] turned 
Germany into the new battleground (MA FT 41).  
177 Apart from that, it is another example of the latent homo-eroticism present in homosocial settings (see 
n.167).  
178 Some examples are the offspring of former state-owned telecoms giants (MA EC 22), [the bank] was born 
in 1998 of the marriage between [two] Munich-based banks (MA FT 49), the birth of AOL Time Warner (MA 
BW 19), and – combining the REPRODUCTION with the FEEDING metaphor – Germany is more fertile territory 
for predators (MA EC 17).  
179 In this context, it is interesting to note that the Japanese term for M&A does away with the aspect of 
romance altogether, as it literally means "prostitution" (Grauel 2000: 38).  
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the MATING metaphor and its varieties are a substantial part of the cluster and hence the 
conceptual model. It is therefore hard to subscribe to Quinn's assessment of "marriage [as 
being] too abstract an experience to […] provide metaphors for other experiences on a 
regular basis" (1991: 81). As for the compulsory variety of the MATING metaphor, its first 
step is posing a threat (Economist sample lines 29-30) to the metaphoric woman in 
question – i.e. the company to be acquired – to force her into a union (Financial Times 
sample lines 6-7). The issue of victimization thus proves to be pervasive in the model. For 
the sake of completeness, it should be mentioned that the metaphoric victim is not 
conceptualized as completely helpless; there are indeed so-called "takeover defence 
mechanisms", which mostly take the form of FIGHTING and MEDICINE metaphors. Examples 
include scorched earth policy (a defence strategy used by companies threatened with 
takeover which includes selling off valuable assets to render oneself unattractive to a 
raider), cyanide, dead-hand or poison pill ("anti-takeover finance strategy in which the 
potential target arranges for a long-term debt to fall due immediately and in full if it is 
acquired" [Hirsch 1986: 831]) or, turning aggression into auto-destruction, suicide pill ("a 
defensive strategy taken by a company to avoid a hostile takeover, but where the target 
company engages in an activity that might actually ruin their company rather than prevent 
a takeover" [Investopedia 1999-2002: n.par.]).  
 What I would like to point out is that metaphoric aggression requiring such defences 
is not limited to the obvious candidate –- the FIGHTING metaphor –, but spills over into the 
domain of mating as well. This phenomenon is most clearly shown by the last-mentioned 
metaphor, i.e. M&A ACTIVITY IS COERCING A WOMAN INTO MARRIAGE. The metaphor LOVE IS 
WAR was already identified by Lakoff & Johnson (1980: 49) and given the masculinized 
nature of the FIGHTING domain, it can be expected that the metaphoric war is one waged by 
men against women. Although gendering is rarely explicit in the corpus (for exceptions, 
see the Fortune sample and MA EC 29 as quoted in 5.1.2),180 the broader socio-economic 
context of the MATING metaphor – to be discussed below – suggests this interpretation as 
the most plausible one. A related point is that of the cognitive link between the [+HUMAN] 
aspects of mating and feeding, i.e. romance and eating. Apart from being conceptualized 
as war, love and, by extension, lust, is also metaphorized as hunger, with the object of 
love being seen as food (Deignan 1997: 30-32; Kövecses 1986: 67-70; Lakoff 1987: 409). 
It is not only this double conceptualization of love/lust as both war and hunger; another 
                                            
180 Hirsch & Andrews (1983: 154) furthermore define hot pursuit as "a warfare image referring to an 
aggressive hostile acquirer", while the gloss they give for pursuit is "a courtship image referring to a 
strenuous wooing". Unfortunately, the authors again fail to provide any empirical evidence.  
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conceptual link is established by the fact that the FEEDING metaphor functions as an act of 
aggression supporting the FIGHTING metaphor. So while the conceptual model assumed to 
underlie media discourse on M&A does include two different strands, closer investigation 
in fact shows that the cognitive links between the various metaphors are tight, making for a 
complex yet coherent foundation of M&A media discourse along the lines of the EVOLUTION 
metaphor. As noted by Hirsch (1986: 803), this basis serves cognitive as well as socio-
psychological and institutional functions for participants of pimary discourse. Cognitive 
functions include rendering M&A experience more comprehensible and accessible, casting 
the involved parties in particular roles and pre-defining expectations as to their behaviour, 
providing a benchmark to evaluate that behaviour and finally, containing an M&A 
experience (1986: 824-825).  
 The analysis of the textual level showed that quantitatively speaking, the FIGHTING 
metaphor is most frequent, most often selected, most varied and most entrenched in the 
corpus, being followed by the MATING and then the FEEDING metaphor. Although the 
qualitative analysis of sample texts revealed that these figures are not necessarily 
reflected in all four sample texts, the FIGHTING metaphor was nevertheless constructed as 
the dominant part of the EVOLUTION metaphor, which at times even integrates the other 
cluster metaphors in more or less subtle ways. The DANCING metaphor proves to be 
negligible in both quantitative as well as qualitative terms; moreover, its occurrence in the 
Fortune sample shows it as co-opted by the dominant cluster. These analyses gave rise to 
the conceptual model presented above. The cognitive underpinnings of the textually 
attested phenomena can be considered complex yet coherent and, due to the notion of 
external forces acting on the central bounded space, dynamic yet inflexible. (The latter 
observation is also one more indicator that word class distribution cannot be held as a 
reflection of the dynamic or static nature of the related model.) How then do discourse 
participants employ the model to negotiate their relations and positions? 
 Boyd (1995: 2) observes that the  
incorporation of war rhetoric as a frame for understanding the events of a 
hostile takeover is not limited to media accounts […]; even the particpating 
companies themselves rhetorically construct their situations in terms of war.  
 
While this observation is corroborated by respective data in Broussine & Vince (1996), it 
should be kept in mind that Boyd's case study, as is evident from the above quote, is 
restricted to hostile takeovers, disregarding mergers and other forms of corporate 
restructuring. Put differently, it cannot be maintained that representatives of primary 
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discourse endorse the FIGHTING metaphor in all situations and vis-à-vis all other discourse 
participants such as shareholders or the acquired company's employees. As for metaphor 
usage varying according to situation, it is Boyd again who shows that the "victim" company 
tends to use the WAR rather than the ROMANCE metaphor to conceptualize events. Further, 
it seems plausible that the FIGHTING metaphor should be more pronounced with hostile 
takeovers but yielding to the MATING metaphor in the case of a merger. Concerning 
metaphor variation across classes of – real or simulated – interlocutors, it could be seen 
from the struggle over metaphor in the Fortune sample that executives shy away from the 
aggressive FIGHTING and FEEDING metaphors when using the media as a mouthpiece to get 
their message across to stakeholders. Yet, we could also see that the MATING metaphor is 
only a superficial attenuation; on a deeper level, it serves to support the FIGHTING metaphor 
by both constructing metaphoric wooing as a parallel to prowling and by drawing on 
asymmetric gender stereotypes victimizing the female part. In so far as it allegedly 
attenuates but actually intensifies the FIGHTING metaphor, the MATING metaphor in M&A 
discourse closely resembles the SPORTS metaphor in (media) discourse on marketing and 
sales.  
 If representatives of primary discourse are eager to at least seemingly tone down 
the face-threatening FIGHTING metaphor against their stakeholders, what role do metaphors 
play for journalists in the relationship to their stakeholders, i.e. readers? We should recall 
that a majority of those readers are representatives of primary discourse themselves (see 
4.3). Given that they challenge journalists in their use of metaphors, it seems useful to 
distinguish between those persons' roles as business representatives on the one hand and 
readers on the other. In the former role, they use the media to communicate particular 
concepts to their stakeholders, while when acting as the latter, they may well employ the 
media to bolster up a different, albeit related, set of metaphors they hold internally. This 
hypothesis is underscored by a parallel in marketing discourse: While the Relationship 
Marketing paradigm has had an impact on outgoing communication such as 
advertisements, in that PARTNERSHIP and in particular ROMANCE metaphors play an 
important part there, it can be seen that the respective media discourse is still very much 
governed by a cluster centering on the WAR metaphor (Koller 2002b). If the hypothesis that 
in focusing on that metaphor, journalists emulate the readers they serve is correct, then 
those readers' metaphor usage differs according to whether they communicate internally 
or externally. It stands to reason that the same double standard could prevail in the 
discourses on M&A. Figures of metaphorical expressions of fighting as quoted in the texts 
are obviously skewed by executives talking to the media in order to communicate with 
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stakeholders. Therefore, such results need to be replaced by a thorough analysis of the 
publications' quotation policies and substantial primary data. For the time being, the 
hypothesis that as readers, primary discourse representatives may share the metaphors 
proposed by journalists while they challenge them as executives communicating 
externally, still waits to be tested. Consequently, it can merely be assumed that jourmalists 
fulfill a double role vis-à-vis their readers in simultaneously underscoring their conceptual 
model of M&A activity and providing a vantage point to be challenged for the sake of 
stakeholder communication. 
 What is clear, however, is the socio-economic framework M&A discourse is 
embedded in. So far, I have discussed that discourse as being in a mutually constitutive 
relation with a particular conceptual map and as reflected in specific textual features. I now 
want to round off this section by looking at the broadest level of analysis, namely socio-
economics. As can be seen from Table 3 (Method section), all texts in the M&A corpus 
were produced and published between 1996 and 2000. This time frame is particularly 
important in the case of M&A discourse, as the latter half of the 1990s saw an 
unprecedented increase in corporate restructuring activity. Historically speaking, "tender 
offers prior to 1970 were too scarce to warrant compiling" (Hirsch 1986: 807 [n.7]) and only 
reached a relatively modest first peak of 28 cases in 1981. However, around that time, i.e. 
by 1980, that figure was still regarded as extremely high, as evidenced by the observation 
that "the dollar value of tender offers had grown to a record amount of $44.3 billion". And 
yet, that value had almost doubled a year later (Hirsch 1986: 811-812). Still, that is small 
fry when compared to the figures at the time the texts were written: Henry (2002: 72) 
points out that "nearly $4 trillion worth of mergers were done from 1998 through 2000 – 
more than in the preceding 30 years", with the global volume in M&A activities reaching an 
all-time high of $3,498 billion in 2000, up from $974 billion in 1995 (Herden & Butollo 2002: 
40; see also Economist sample lines 9-10 and Financial Times sample lines 58-59). It was 
especially cross-border mergers and hostile takeovers that contributed to this dramatic 
increase, with the number of the former rising by 541.38% between 1990 and 1999 (Lotter 
2000: 89) and the latter growing by 618.18% between 1998 and 1999 alone (Herden & 
Butollo 2002: 41). Contributing to this climate of "irrational exuberance" were the 
proportional difference between a US worker's and a US manager's income increasing by 
a mind-boggling 1264.48% between 1980 and 2000, a Dow-Jones peaking at more than 
11,000 in January 2000 and the p/e ratio of its companies averaging more than 28 at the 
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end of 2001, which represents 175% of the long-range mean of 16 (Dettmer et al. 2002: 
87-88 and 99).181 
 It is the increase in the number of hostile takeovers which is specifically important 
for my argument. While the question whether the dominant FIGHTING metaphor reinforced 
aggressive business practices or vice versa is very much a chicken-and-egg problem, it is 
safe to say that the socio-economic framework sketched above did not exactly discourage 
conceptual models centring on metaphoric aggression either. To reverse the argument, 
the impact of such a model on the wider environment can just as much incite 
aggressiveness. As for that impact, I again think that the function of the model in reifying 
gender dichotomies must not be discarded; the more so as gendering is explicit in the 
MATING metaphor. Not only does the central FIGHTING metaphor help to establish a male-
defined cognitive, discursive and, by extension, socio-economic environment. In addition, 
although the MATING metaphor tends to be employed as a face-saving device and 
attenuation of the aggressive FIGHTING and FEEDING metaphors, it actually ties in with them 
all too well. We could see that the MATING script is constructed parallel to the other scripts 
in the model, crossed with aggression most blatantly in the case of M&A ACTIVITY IS 
COERCING A WOMAN INTO MARRIAGE. Metaphoric aggression in so-called romantic contexts 
becomes particularly salient when we focus on the sexual aspect of this rather varied 
metaphor. A fully-fledged discussion of the relation between war and sexuality would be 
far beyond the scope of this sub-section;182 therefore, the following passage from 
Clausewitz is meant to serve as a representative piece of anecdotal evidence: 
War in the real world […] is not an extreme releasing its tension in a single 
explosion, but it is the work of forces which […] at one time swell sufficiently to 
overcome the resistance of laziness and friction but are too weak at another to 
have any effect; thus, it is a throbbing of violence, as it were, more or less 
violent, thus releasing the tension and exhausting the powers more or less fast; 
in other words: achieving the goal more or less fast (1832 [1952]: 107-108; 
trans. VK; emphasis added). 183 
                                            
181 The p/e or price-earnings ratio expresses the market value of a share divided by already accomplished or 
merely expected earnings per share (lagging or forward p/e ratio). High p/e ratios thus often indicate that a 
company could be overvalued.  
182 The releveant theoretical literature includes Breines, Gierycz & Reardon 1999; Cuomo 1996; Elshtain & 
Tobias 1990; Enloe 1983 [1988]; Goldstein 2001; Hey, Huber & Schmidlechner 1999; Isaksson 1988; 
Russell 1989; Schmölzer 1996; Skjelsbaek 1997; Vickers 1993. For a discussion of some central works, see 
Hedinger 1999.  
183 "Der Krieg der wirklichen Welt ist […] kein solches Äußerstes, was seine Spannung in einer einzigen 
Entladung löst, sondern er ist das Wirken von Kräften, die […] jetzt hinreichend aufschwellen, um den 
Widerstand zu überwinden, den die Trägheit und die Friktion ihr entgegenstellen, ein anderes Mal aber zu 
schwach sind, um eine Wirkung zu äußern; so ist er gewissermaßen ein Pulsieren der Gewaltsamkeit, mehr 
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In this context, feminist theory on war has claimed that the patriarchal socialization of 
women is meant to cast them in the role of "victims and surrogate enemies" (Reardon 
1983 [1996]: 42). With regard to the topic of this study it can be seen that the company 
losing in a so-called "takeover battle" is indeed conceptualised as female. (One of many 
examples is MA BW 21, in which the financial troubles of a company force it to desperately 
accept the proposals of foreign "suitors"; cf. Economist and Financial Times samples.) Of 
further central importance is Reardon's view of the structural link between war and sexism 
reaching a peak in rape, which she calls "the ultimate metaphor for the war system" (1983 
[1996]: 40). In his work on metaphorical expressions for anger, Lakoff (1987: 409-415) 
discusses rape as the obvious social consequence of the conceptual relation between 
anger and lust as evidenced by metaphors such as ANGER IS HEAT and LUST IS HEAT. While 
it can be argued that those two metaphors have their common basis in the physical 
experience of increased body temperature, I would like to argue that combining them into 
ANGER IS LUST and subsequently into the more specifcally aggressive LUST IS WAR is 
culturally motivated and best interpreted against the background of hierarchical notions of 
gender. Those can be sustained either by hegemonic co-optation or by force; sexual 
means of violence exemplify the latter strategy and are accordingly reflected in conceptual 
metaphors linking lust and aggression. The hypothetical conclusion one could draw from 
this is that the structural connection between sexism and war is reflected in the conceptual 
model underlying M&A discourse, with M&A ACTIVITY IS COERCING A WOMAN INTO MARRIAGE 
acting as but a thin veil for a metaphoric concept of rape for hostile takeovers (friendly 
ones being more likely to be conceptualized as marriages).  
 Yet, it is a striking fact that the lemma rape, to rape does not occur once in the 
corpus. Additionally, of the 2075 tokens in the BoE reference corpus, only 26 are 
examples of metaphoric usage. If one looks outside the confines of the corpus, however, 
one does find at least anecdotal evidence of the RAPE metaphor. The following three 
quotations shall serve to illustrate the claim that, given significant enough contexts and co-
texts, "many times, a single occurence of something is more important […] than multiple 
occurrences of something" (Seidel 1991: 113). Firstly, Hirsch & Andrews (1983: 145) quote 
a business lawyer using the picture of rape to describe the act of sueing someone. As for 
secondary media discourse, in a report on the takeover battle between two utility 
companies in Indiana and Ohio, Klein (1993: A01) quotes the following words of an 
                                                                                                                                                 
oder weniger heftig, folglich mehr oder weniger schnell die Spannungen lösend und die Kräfte erschöpfend; 
mit anderen Worten: mehr oder weniger schnell ans Ziel führend". 
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analyst: "Hoosiers are tired of seeing our companies raped and pillaged and taken out of 
state". Finally, in their feature on the Time-Warner/Turner merger, Greenwald & Moody 
(1995: 34) quote the complaint voiced by Turner's CEO, who describes Time-Warner's 
behaviour towards him with the following metaphor: "Turner publicly complained that Time 
Warner's treatment of him was the equivalent of female genital mutilation". 
Shocking as though the above examples may be, the fact remains that a 
hypothetical conceptual metaphor TAKEOVERS ARE RAPES is hardly ever realized by 
metaphorical expressions. How can this be accounted for? According to the systemic view 
of text (and, by extension, discourse) as a string of choices, "what is absent from a text is 
often just as significant from the perspective of sociocultural analysis" (Fairclough 1995a: 
5). In this context, the RAPE metaphor can be seen as conspicuous by its absence, a blind 
spot worth focusing on. However, it would most certainly be problematic to take absences, 
important as they are, as evidence. Keeping this proviso in mind, we are left with two 
possible reasons for the apparent metaphor gap. Since rape is a cultural taboo, the 
sanitizing M&A ACTIVITY IS MATING metaphor used instead should come as no surprise. In 
her fascinating study of the discourse of defence intellectuals, Cohn (1989) provides 
examples of how imagery of domestic bliss is invoked by calling production plans for 
nuclear weapons shopping lists and neutron bombs cookie cutters, concluding that "the 
metaphors minimize; they are a way to make phenomena that are beyond what the mind 
can encompass smaller and safer" (1989: 139).184 Likewise, Cameron & Low (1999a: 86 
and 82) state that metaphorical expressions have the "function of masking reference to 
unwanted or embarrassing topics", making it possible for "participants to distance 
themselves from what they are talking about". The second, related function of the 
ROMANCE/MARRIAGE/MATING in lieu of the RAPE metaphor is an ideological one: If 
romance/marriage/mating imagery is indeed used instead of rape imagery, it serves as a 
palatable "icing" to camouflage (metaphorical) sexual violence against women and thus 
sustain patriarchal order; in this respect, it is related to the imagery of chivalry as the 
attenuation of metaphorical violence against women (see expressions such as white knight 
and the like). Alternatively, it could well be possible that the hypothetical equation 
fighting+mating=rape (or in [+HUMAN] terms, war+marriage=rape) is simply not 
conceptualized in the minds of the overwhelming majority of text producers (the three 
anecdotal instances quoted above would then have to be considered idiosyncratic). The 
empirical data gathered so far rather seem to corroborate this latter conclusion. 
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In any case, however, the fact remains that the company grammatically constructed 
as passive and conceptualized as defeated is simultaneously metaphorized as female, 
indicating the possibility to sustain power asymmetries through metaphor usage. What is 
more, metaphoric women are rendered powerless through the FEEDING metaphor as well, 
albeit more subtly so. Starting from the already mentioned generic metaphor DESIRE IS 
HUNGER entailing THE OBJECT OF DESIRE IS FOOD, Hines (1999) has shown that a person 
thus conceptualized tends to be female in the majority of cases. The WOMAN AS FOOD 
(specifically DESSERT) metaphor, she concludes, "reduces women to the status of objects, 
with the attendant implications of powerlessness, inanimacy and procurability" (1999: 146). 
The WOMAN AS FOOD metaphor – and, by extension, HAVING SEX IS EATING – has been 
recorded in a variety of languages, making a strong case for its possible universal because 
embodied nature.185 That likelihood notwithstanding, its enforced usage still captures 
gender relations from a male perspective, constructing women as passive objects to be 
devoured. Linking Hine's study to the conceptual model I assume to be the foundation of 
media discourse on M&A, the defeated company is not only feminized through the MATING 
metaphor in its relation to the FIGHTING metaphor but doubly feminized and weakened by 
the conceptual links between the MATING and the FEEDING metaphor. An example from the 
corpus to spell out this double weakening of metaphorical females is MA BW 23: There, a 
possible takeover target, which could be forced into a shotgun marriage with a foreign 
suitor, is described as possibly dressed for a deal and metaphorized as easy meat in a 
takeover battle.  
 It is obvious that cognitively and discursively constructing entities as both female 
and weak while at the same time reinforcing the masculinized FIGHTING metaphor is 
instrumental in maintaining the socio-economic context of such discourse and cognition as 
a site where men are aggressive and victorious while women are granted few options 
apart from the loser role. The question I would like to ask in view of the dominant 
metaphors is whether metaphors like MERGER NEGOTIATIONS ARE DANCING (Hirsch 1986: 
831) can be successfully implemented. Corpus evidence is scarce and when the metaphor 
is realized it tends to be co-opted into the prevailing cluster as mating dance (MA BW 21) 
                                                                                                                                                 
184 Hodge & Kress (1993: 195) refer to the same phenomenon in more scathing terms when talking about 
"the perversion of language and thought brought about by the modern marriage of war and technology".  
185 See Emanatian's (1999) data on the Chagga language and Wolf's (1996) study on metaphors for sex in 
Malawi rural areas. See also Hiraga's (1991) study on metaphors for women in Japanese and Maalej's 
(2001) data, in which the WOMAN AS FOOD metaphor is realized in 15 out of 17 languages and language 
varieties.  
  231 
or fruitless merger dances ("The big one?": 90). Another drawback is Eubanks' observation 
that although  
"[informants] identified motion as a common feature shared by business and 
dance […] the group explicitly agreed that trade is a dance would make the 
most sense if it referred to the dance of a couple, rather than a solo or 
ensemble dance performance" (2000: 115; original emphasis). 
 
This focus on couples emphasizes the metaphor's gender at the expense of its motion 
aspect, thus disqualifying it as a counterdiscursive alternative.186 Furthermore, "[dance 
metaphors] seem excessively complex and sophisticated for basic conceptual metaphors 
and thus, unlikely to capture the ordinary metaphorical imagination" (Fleischmann 2001: 
489) and it should thus not be surprising that the few metaphorical expressions of DANCING 
present in media discourse on M&A tend to be highly unconventional if not idiosyncratic 
(e.g. "a bizarre fandango of wrongheaded acquisitions and strategic U-turns" [Bianco, 
Symonds & Byrnes 2002: 49]).187 So while the preliminary circling stages in the model's 
scripts all approximate the physical movement of dancing, the metaphor seems less than 
established so far, to say the least. 
 Still, I consider it desirable to try and propose metaphors less instrumental in 
prolonging gender asymmetry in the texts, discourse, cognition and socio-economic 
framework informing the social practice of M&A. It may be a suitable time for such an 
endeavour, now that the heady days of the late 1990s are over (in the first half of 2002, the 
worldwide value of mergers collapsed to $633 billion, while the number of announced 
hostile takeovers stood at a record low of 10 [Herden & Butollo 2002: 40-41]). Possible 
candidates for alternative metaphors would be the already present ORGANISM metaphor, 
which could replace the 1990s term bubble economy, as well as a PARTNERSHIP metaphor 
drawing on concepts of equality rather than aggression attenuated through metaphorical 
expressions marked as [+HUMAN] and old-fashioned. Although it has to be granted that the 
very terms mergers and takeovers, being themselves metaphorical, might restrict the 
range of possible novel metaphors, "the flamboyant language of business takeovers" 
                                            
186 In this context, Hunt & Menon's (1995: 87) critique of the MARRIAGE metaphor in Relationship Marketing - 
i.e. that its focus on monogamous couples is inappropriate for conceptualizing a network economy - could 
also be applied to M&A discourse. See MA EC 26 for the metaphoric use of promiscuous.  
187 The same could be said of the following alternative metaphorization:  
"like two galaxies coming together, AOL's and Time Warner's stars could be pulled into new 
orbits, releasing vast energies, or, if things go horribly wrong, they could be smashed in a 
collision" (Ewing & Yang 2001: par.5). 
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(Hirsch 1986: 830) is certainly not as immune to change as the findings of this section 
might suggest. 
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6 CONCLUSION 
THE OPTIMIST: But are you able to establish  
a graspable relation between language and war?  
THE GRUMBLER: This one, for instance: that the language  
most petrified as phrase and inventory shows  
the tendency and the willingness to regard,  
in a voice of conviction, impeccable in itself  
everything seen as reproachable in others. [...]  
THE OPTIMIST: Yes language is a terrible burden. [...]  
THE GRUMBLER: It gets more vacant when metaphor  
is responsible at the material level. [...]  
When success in our current positions was sure  
as a gun and the bombardment of a place a bomb-shell.  
THE OPTIMIST: Yes, all these sayings originate from  
the martial sphere and now we are just living in it.  
(Kraus 1926 [1964].1: 152 and 196, trans. VK)188  
 
The two empirical sections in this thesis have shown that the hypothesis formulated in the 
Introduction can indeed be maintained. There, I proposed that business media discourse is 
characterized by coherent metaphor clusters centering on the WAR metaphor, which helps 
to masculinize that discourse. To test the hypothesis, I first developed a framework for my 
social cognition approach. I did so by discussing cognitive metaphor theory as it evolved 
from different strands such as Aristotelian rhetorics and poetics, Richards' development of 
comparison theory and Black's interaction theory. After outlining the main tenets of both 
classical cognitive metaphor theory as well as its more recent differentiations such as 
blending theory and neural theories of language, I proceeded to link metaphor theory to 
critical approaches to language. Among those, I focused on Halliday's view of language as 
social semiotic, which gave rise to Critical Linguistics and later also influenced Critical 
Discourse Analysis. In combining the two theories, I argued that social cognition plays a 
pivotal role both in assembling a pool of cognitive resources through re-accentuating and 
recombining primary metaphor in the form of blending as well as in accessing that pool. 
Cognition thus informs ideology as a set of (metaphoric) mental models. Such models are 
active not only on the level of cognition but have additional repercussions on discourse, 
which I see in a mutually constitutive relation with cognition, on the socio-cultural and 
socio-economic framework that discourse is embedded in and on the texts it gives rise to.  
                                            
188 "DER OPTIMIST: Sind Sie denn in der Lage, einen faßbaren Zusammenhang zwischen der Sprache und 
dem Krieg herzustellen? DER NÖRGLER: Etwa den: daß jene Sprache, die am meisten zu Phrase und Vorrat 
erstarrt ist, auch den Hang und die Bereitschaft hat, mit dem Tonfall der Überzeugung alles das an sich 
selbst untadelig zu finden, was dem andern zum Vorwurf gereicht. [...] DER OPTIMIST: Ja es ist ein Kreuz mit 
der Sprache. [...] DER NÖRGLER: Leerer wird's noch, wenn die Metapher stofflich zuständig ist. [...] Wenn der 
Erfolg in unsern jetzigen Stellungen bombensicher war und die Beschießung eines Platzes ein 
Bombenerfolg. DER OPTIMIST: Ja, diese Redensarten entstammen samt und sonders der kriegerischen 
Sphäre und jetzt leben wir eben in ihr". 
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 In applying the theory, I explicated in the Method section of how I searched 
purpose-built machine-readable corpora of magazine and newspaper texts for 
metaphorical occurrences of pre-defined lexical items from the domains of war, sports and 
games (marketing and sales cluster) as well as evolution, with the latter broken down into 
fighting, mating and feeding (mergers and acquisitions cluster). My methodology 
supplements such corpus-based quantitative analysis with qualitative analysis of sample 
texts, which is based on the framework of functional grammar. I then put theory and 
method to use in two empirical sections investigating media discourse, first the one on 
marketing and sales, then that on mergers and acquisitions (M&A). The most important 
finding in both cases was that the respective metaphor cluster in fact permeates that 
discourse both quantitatively and qualitatively and is indeed coherent, although it may vary 
in its degree of complexity. In both cases, the WAR/FIGHTING metaphor proved to be most 
frequent, most varied and ultimately most entrenched. In addition, it also turned out that it 
is supported by the other metaphors in the cluster, even if those seem contradictory at first 
(as in the case of the M&A cluster). Obviously, for the central WAR/FIGHTING metaphor to be 
underscored by other metaphors in a heterogeneous cluster, such cognitive support must 
necessarily be rather subtle, rendering the favoured conceptual model all the more 
persuasive. In this context, it also showed that alternative ROMANCE (marketing) and 
DANCING metaphors (M&A) are marginal at best and negligible at worst. What is more, they 
also tend to be co-opted into the dominant cluster, leaving little leeway for counter-
discursive conceptualizations. Based on the quantitative and qualitative analysis I then 
arrived at two conceptual models assumed to underlie the discourses in question, both of 
which are first and foremost characterized by various forms of dynamic movement in 
relation to and aggression against other entities in a bounded space. (Readers will have 
noticed that throughout this thesis, I have been referring to assumed models, indicating 
that what I claim to be the basis of business media discourse still requires empirical proof 
along the lines of cognitive psychological experiments.) I then closed my empirical study 
by discussing those models' impact on texts, discourse and cognition and, ultimately, a 
broader socio-economic framework.  
 So the two discourses in question at least are determined by coherent, albeit more 
or less heterogeneous metaphor clusters. The WAR/FIGHTING metaphor is most prominent 
in those clusters, translating into assumed conceptual models characterized by aggressive 
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competition.189 As war – and its more general [+ANIMATE] counterpart, fighting – is highly 
masculinized, its metaphoric dominance in any discourse makes that discourse a site of 
male-defined mental models. Perpinan's (1990: 2) observation that "almost everything in 
daily life [has its] own brand of militarized masculinity with a […] language to go with it" 
holds true in the case of business media discourse, too. One interpretation of this enforced 
use of aggressive and competitive conceptual models is regarding it as part of a backlash 
against  
women moving inexorably into worksites previously occupied by men, [so that] 
paid work within the 'new' capitalist system of production retains values closely 
associated with dominant discourses of masculinity […], locating women and 
notions of femininity as the 'Other' (Whitehead 2002: 126).  
 
Indeed, even as probable assumptions the models strongly suggest that "attributes [such 
as aggressive, independent, unemotional, competitive, logical, adventurous, self-confident, 
ambitious] remain highly regarded in business organizations, global corporations, the 
armed forces, most public sector sites and professional sport" (Whitehead 2002: 127; for 
aggressive as a positively evaluated term, see Mautner 2000).  
 Excluding women by reifying business as a male arena is but one of the reasons 
why I deem a change in metaphor highly desirable. However, I personally regard it as the 
most important grounds for demanding the development of alternative conceptual models. 
After all, "what sustains men in management is not just numerical advantage, but […] the 
competitive, aggressive culture that speaks of masculine […] values" (Whitehead 2002: 
131). As noted in the introductory part, socio-economic realities not only determine 
metaphor but "selective use of metaphor may help create [a] reality which is unequal and 
[…] the metaphorical reality constructed is male dominated" (Wilson 1992: 884). Apart 
from the disadvantages a male-defined social sphere brings to women, it is also far from 
being entirely beneficial for men either. This is especially true in the case of social spheres 
and practices conceptualized as sites of aggression. Although successful members of in-
groups defined along those lines, be it soldiers or managers, can expect substantial 
material and, more important still, non-material rewards such as prestige, titles and 
influence (Goldstein 2001: 253), there are serious drawbacks of in-group membership as 
                                            
189 This is underscored by the fact that there are a total of eight occurrences of peace, peaceful in the two 
corpora taken together – two of which are negations – as opposed to a combined number of 54 tokens of 
war, a single instance of truce and none of either armistice or ceasefire. It seems as if there is tacit consent 
to avoid the model of peace altogether, a stigmatization which resembles coercive prohibition of the 
subversive signal term peace under martial regimes (e.g. during the Visconti reign in 14th century Milan 
[Wiener Konzerthausgesellschaft 2002: 17]).  
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well. A certain loss of individual autonomy for the sake of group cohesiveness 
(Augoustinos & Walker 1995: 119) is perhaps the least of those disadvantages. More 
seriously, living in an environment metaphorically conceptualized as highly aggressive, if 
not a war zone, may bring about ethical problems in making it easier to accept behaviour – 
such as unchecked ruthlessness and brutality – considered problematic in other contexts 
(Heilbrunn 1989: 18). Apart from such ethical concerns, the psychological traits most 
commonly witnessed in soldiers, as incited by a metaphoric state of war (Keen 1991: 60-
61), can be harmful to in-group members themselves. While some of these qualities, such 
as strength, courage, willpower, decision and action, are quite positive in themselves, they 
tend to be accompanied by less benevolent states, e.g. a paranoid worldview, black-and-
white thinking, repression of fear, compassion, and guilt as well as obsession with rank 
and hierarchy, phantasms of immortality, de-individualization, militarization of emotions 
and outward redirection of aggression (Keen 1991: 42-43; Rumpf 1992: 28).190 In extremis, 
prolonged exposure to metaphoric war and its "cumulative effects of the horrors of fighting, 
sleep deprivation, and extreme psychological stress" (Goldstein 2001: 258) may lead to 
literal combat fatigue or, in the long run, post-traumatic stress disorder, with symptoms 
ranging from emotinal numbness, nightmares and substance abuse to a weakened 
immune system (Goldstein 2001: 259 and 261-262).191 
 All these possible negative results pertain to members of primary discourse 
communities and hence require the same conceptual models to be active there as well. 
While there is abundant anecdotal evidence that this is indeed the case, the study at hand 
has focused on media discourse. Therefore, it is with regard to that secondary discourse 
that I want to raise a last issue calling for alternative metaphoric models. To quote Pieper 
& Hughes (1997: pars.39-40),  
journalists have an obligation to equally represent all sides and interpretations 
of a subject and resist influences that run counter to our "freedom of the press" 
dictum. To the extent that certain frames have recurrent predominance within a 
media outlet and across media outlets, one must question the true objectivity 
and completeness of the reporting.  
 
So secondary media discourse could well be the starting point for challenging 
conceptualizations that are dominant but harmful in a number of ways.  
                                            
190 In terms of positive warrior qualities, Clausewitz focuses on courage, energy, firmness, steadfastness as 
well as strength of mind and disposition (1832 [1952]: 131, 136 and 267).  
191 For anecdotal evidence of combat fatigue in businessmen, see Gude-Hohensinner (2002) and Der 
Hovanesian & Conlin (2002).  
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 Yet what is the scope for possible change? The rising tide of neuroscience – or 
more specifically, neurocomputational modelling – seems to narrow it considerably. Using 
structured connectionist models, Narayanan (1997) showed that processing embodied 
MOVEMENT metaphors can employ the neural system responsible for motor control (Lakoff 
& Johnson 1999: 582-583). Hence, embodiment not only means that primary metaphors 
arise from moving in a three-dimensional space; a second meaning denotes that, put 
simply, the human brain can actually be "wired" for primary metaphors at the synaptic level 
(Lakoff & Johnson 1999: 571). Moreover, connectionist models are theorized to learn 
through repeated inputs (Elman et al. 1996: 4-6). If we recall that complex metaphors are 
but recombinations and re-accentuations of such doubly embodied primary metaphors, we 
could draw the conclusion that long-term exposure to particular metaphoric concepts 
entrenches them at a very basic physical level. Yet, if we accept that particular metaphors 
can be learned thus, the logical entailment is that they can also be unlearned by changing 
synaptic connection weights. Whether or not one subscribes to a neural theory of 
metaphor, the fact remains that it does not run counter to the possibility of change.  
 What then is finally the outlook on counter-discursive conceptual models? What are 
the chances, means and features of "heretical" discourses replacing "reactionary" ones 
(Bourdieu 1991: 128-131)? Eubanks summarizes the discontent with the WAR metaphor he 
encountered among informants by stating that  
while Business Is War has for quite some time been acceptable […], it may be 
becoming less so […] one of the biggest surprises of the focus group was the 
persistent complaint – across groups and genders – about war metaphors in 
business, which seemed to many discussants wrong-headed and passé (2000: 
146). 
 
Throughout this thesis, I have quoted similar discontent from a variety of sources (Chilton 
1987; Desmond 1997; Heilbrunn 1989; Hunt & Menon 1995; Malszecki 1995; Robson 
1996; Searls 1997; Smith 1997; Tannen 1994). If dissatisfaction with conceptual systems 
centering on the WAR metaphor is indeed so wide-spread, what strategies are there to alter 
them? Chilton & Ilyin (1993: 12-13) present a number of ways to implement metaphoric 
change. First, the text producer is able to both reject the dominant metaphor in a given 
discourse and prefer a different metaphor or to foster literal expression. Given the ubiquity 
of metaphor, the latter strategy seems difficult if not impossible to realize, and making use 
of different metaphors look like a more promising approach. However, we could see that 
focusing on single metaphors alone does not suffice; those should rather be regarded as 
part of a metaphoric model in which they may well function as support to the WAR 
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metaphor (the seemingly innocuous MATING metaphor in M&A discourse being a case in 
point). On the other hand, novel systems may well result from a recombination of existing 
metaphors, yielding e.g. combined "images of a wrestling match, a dialogue, a democracy, 
and a love affair" as "the best [model] for a peaceful way of managing power" (Keen 1991: 
115).  
Chilton & Ilyin go on to say that text producers, if they stick to the dominant 
metaphor, can still redefine its frame – defined as a "relatively stable set of facts about a 
domain that are not sequentially related" (1993: 12) – or its script, i.e. its "prototypical or 
stereotypical […] event sequences" (1993: 12-13). Applied to the two models I proposed, 
that could for instance mean that the frame is, in the case of M&A, no longer subject to 
quasi-natural forces, granting a wider range of self-determined activity to the entities in the 
bounded space; or, in the case of marketing, that goal-oriented movement need not lead 
to the opponent's extrusion or even destruction.  
According to Chilton & Ilyin, a third way to bring about cognitive change is to not 
only keep the dominant metaphor but also its frame and/or script and to either exclusively 
focus on some aspect of the frame or script (a process the authors refer to as 
particularization) or to "introduce a superordinate or hyponymic coordinate" (1993: 13). I 
proposed change along the lines of particularization in section 5.3 when suggesting that 
the MATING metaphor in M&A could be kept as denoting a consensual union involving both 
partners' initiative to the same degree. Eubanks also makes use of particularization when 
drawing on different semantic features of the time-honoured MAN IS A WOLF metaphor, 
providing a good example of how dominant metaphors can be employed counter-
discursively (2000: 18-19). Likewise, the aspect of playfulness inherent in the GAMES 
metaphor in marketing and sales discourse could be emphasized at the expense of its 
more competitive features. Such a strategy could tie in with hyponymy, e.g. by focusing on 
a particular non-competitive game. Alternative semantic features could also be borrowed 
from another culture's concept of the respective domain. One example are the writings of 
Ancient China's military theorist Sun Tzu (ca 500 BC [1997]), whose views on war have 
infomed a number of contemporary writers of popular management literature (Duchesneau 
1997; McNeilly 1996; Michaelson 1987; Saylor 1992). Sun Tzu's basic claim is that "all 
warfare is based on deception", on the "divine art of subtlety and secrecy" (ca 500 BC 
[1997]: ch.1 par.16 and ch.6 par.9; see also Eubanks 2000: 61). Sun-Tzu further states 
that "to fight and conquer in all your battles is not supreme excellence; supreme 
excellence consists in breaking the enemy's resistance without fighting" and maintains that 
"the skillful leader subdues the enemy's troops without any fighting" (ch.3 pars.2 and 6). 
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Engaging in physical combat is obviously only one option among various others, and one 
which should only be chosen in the case of certain victory. While Sun-Tzu recognizes the 
need for soldiers to be "kept under control by means of iron discipline", he still advises the 
general to "regard your soldiers as your children" (ch.9 par.42 and ch.10 par.24). More 
striking still than the PARENT metaphor is the image of a general who is "like a shepherd 
driving a flock of sheep" (ch.11 par.17).192 Accordingly, traits to be wished for in a general 
are wisdom, sincerity, benevolence, courage and strictness (ch.1 par.8).  
No matter which strategy of changing metaphor in discourse one chooses, the 
effect of implementing counter-discursive metaphors such as MARKETS ARE CONSVERSATION 
or MERGING COMPANIES ARE DEVELOPING ORGANISMS will most likely be defamiliarization, 
defined as  
making the routine or ordinary seem strange or different by presenting it in a 
novel light, by placing it in an unexpected context or by articulating it in an 
unusual manner […] metaphoric defamiliarization thus provides epistemic 
access to alternative aspects of reality (Walters-York 1996: 59). 
 
As expressed in the above quote, the power of such defamiliarizing metaphors should not 
be underestimated. Like all metaphors, they, too, hold the potential to constitute reality, 
raising the time-honoured issue of the impact of language change on ethos and attitude 
change. Although implementing such metaphors certainly requires a considerable amount 
of "persuasion and indoctrination" (Walters-York 1996: 59), I think that the media should 
rise to the challenge. After all, they play a pivotal role in "belief management" (Wilhelm 
2002: 57), i.e. in helping to shape expectations about people's behaviour. At a time when 
globalized markets have led to increased competition, the merger bubble has been 
punctured and a new all-too-literal war has been started, the media should therefore 
acknowledge their responsibility for reducing the possibility of a literal negative impact of 
metaphoric language and thought.  
                                            
192 The metaphor GENERALS ARE SHEPHERDS must necessarily be all the more striking against the background 
of Christian iconography and its depiction of Jesus, conceptualized in Christian religion as the epitome of 
pacifism, as the good shepherd.  
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Table 12 
Metaphorical expressions in marketing and sales corpus per publication  
LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
CAMPAIGN campaign/campaig-ners, to campaign 152 39 18 22 73 
LAUNCH launch, to launch, pre-/post-launch 127 36 26 12 53 
TARGET target, to target 90 29 18 11 32 
PLAY play/player, to (out)play, playful 36 13 3 16 4 
BATTLE battle/-field/-ground, to battle, embattled 28 10 4 11 3 
WAR war/warfare/warrior to war, warlike 26 15 4 6 1 
FIGHT fight/-er, to fight 24 7 4 8 5 
GAME gambler/game, to gamble 21 8 1 9 3 
SURVIVAL survival/survivor, to survive 21 10 4 3 4 
BET bet, to bet 18 7 4 6 1 





16 3 4 6 3 
GOAL goal 16 8 1 4 3 
KILLER killer/killing, to kill 15 3 3 8 1 
FAST fast 14 6 3 2 3 
FAIRNESS fairness, un/fair 13 1 4 7 1 
BLITZ blitz, to blitz 12 7 2 2 1 
RUN run/runner, to run, runaway 10 1 2 5 2 
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LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
RACE race, to race, racy 9 5 1 1 2 
SPEED speed, to speed, speedy 9 5 3 1 0 
CATCH catch, to catch 8 5 1 1 1 
FIERCE fierce 8 4 0 1 3 
THROW throw, to throw 8 0 2 5 1 
BOMB bomb/-shell, to bomb/bombard 7 2 2 1 2 
SCORE score, to score 7 3 1 1 2 
SHOOT shootout/shot/-gun, to shoot 7 2 2 2 1 
TIRE to tire, tired/tireless/ tiresome 7 1 2 3 1 
TRENCH trench, to en/retrench 7 4 0 3 0 
CHIP chip 5 3 1 0 1 
FIELD field, to field 5 2 0 2 1 
FRONT front 5 1 1 0 3 
STAKES stakes 5 1 3 1 0 
ASSAULT assault, to assault 4 2 1 1 0 
BRUISE bruise, to bruise 4 2 1 1 0 
CHAMPION champion, to champion 4 0 3 0 1 
HEAD-TO-
HEAD head-to-head 4 1 1 1 1 
PUNCH punch, to punch 4 2 0 2 0 
RIP rip-off, to rip off 4 0 0 1 3 
TRUMP trump, to trump 4 2 0 2 0 
VETERAN veteran 4 1 1 2 0 
ATTACK attack, to attack 3 1 1 0 1 
CARD card 3 1 1 1 0 
ENEMY enemy, inimical 3 0 1 1 1 
GUARD to guard 3 1 1 0 1 
KICK kick-off, to kick off 3 2 0 0 1 
LUCK luck, lucky 3 0 0 2 1 
PACK pack 3 1 1 1 0 
TURF turf 3 0 2 1 0 
BALL ball 2 1 0 1 0 
BANKROLL bankroll, to bankroll 2 1 1 0 0 
BLOOD blood, to bleed, bloody 2 1 0 1 0 
CASUALTY casualty 2 0 1 0 1 
COMBAT combat, to combat, combative 2 1 0 1 0 
GAMBIT gambit 2 2 0 0 0 
HAND hand 2 1 1 0 0 
SURRENDER surrender, to surrender 2 0 1 1 0 
TROOPS troops 2 1 1 0 0 
VICTORY victory, victorious 2 0 0 2 0 
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LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
WEAPON weapon/-ry 2 1 0 1 0 
BACKFIRE to backfire 1 0 0 0 1 
BRUTALITY brutality, brutal 1 0 0 1 0 





1 0 1 0 0 
CUT-THROAT cut-throat 1 0 1 0 0 
DEFEAT defeat, to defeat 1 1 0 0 0 
ENDGAME endgame 1 1 0 0 0 
JACKPOT jackpot 1 0 0 1 0 
LEAGUE league 1 0 0 0 1 
OPENING opening 1 1 0 0 0 
PAWN pawn 1 1 0 0 0 
POKER poker, to poker, pokerfaced  1 0 0 1 0 
TIME-OUT time-out 1 1 0 0 0 










no relevant metaphoric occurrences of ace, to beleaguer, blank, breathless, casino, checkmate, chess, coach/to 
coach, to deal, die/to dice, to double down, draw/to draw, to dribble, foul/to foul/foul, full house, grand slam, joker, 
lottery, match, pass/to pass, piker, pole position, raffle/to raffle, red/yellow card, roulette, to shuffle, soldier/soldierly, 
volley, winning/losing streak 
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Table 13 
Metaphorical expressions in marketing and sales corpus per word class  
LEMMA LEXEME TOTAL WORD CLASS 
   noun 
(55.73% in lexical fields) 
verb 








CAMPAIGN campaign/campaigners, to campaign 152 99NN, 51NNS/1NNS 1VBZ  -- 





TARGET target, to target 90 27NN, 11NNS 15VB, 14VBG, 19VBN, 4VBZ  -- 
PLAY play/player, to (out)play, playful 36 4NN/1NN, 14NNS 
8VB, 5VBG, 3VBN, 
1VBZ 0 
BATTLE battle/-field/-ground, to battle, embattled 28 18NN, 1NNS/0/3NN 1VB, 2VBG, 1VBZ 2JJ 





FIGHT fight/-er, to fight 24 7NN/1NNS 3VB, 10VBG, 2VBN, 1VBZ  -- 
GAME gambler/game, to gamble 21 17NN, 3NNS/0 1VBG  -- 
SURVIVAL survival/survivor, to survive 21 4NN/1NNS 12VB, 2VBG, 2VBN  -- 
BET bet, to bet 18 10NN 2VB, 6VBG  -- 
JUMP jump, to jump 18 1NN 8VB, 5VBD, 3VBG, 1VBN  -- 
ARMS armor/ arms (weapons)/army, to arm 16 3NNS/0/2NN, 2NNS 1VBG, 8VBN  -- 
GOAL goal 16 12NN, 4NNS  --  -- 
KILLER killer/killing, to kill 15 5NN/1NN 3VB, 3VBG, 2VBD, 1VBN  -- 
FAST fast 14  --  -- 3JJ, 11RB 
FAIRNESS fairness, un/fair 13 1NN  -- 12JJ 
BLITZ blitz, to blitz 12 7NN, 1NNS 1VB, 1VBD, 2VBN  -- 
RUN run/runner, to run, runaway 10 2NN, 1NNS/1NNS 1VB, 2VBG, 1VN 2JJ 
RACE race, to race, racy 9 7NN 1VBN, 1VBZ 0 
SPEED speed, to speed, speedy 9 3NN 5VB, 1VBG 0 
CATCH catch, to catch 8 1NN 4VB, 1VBD, 2VBG  -- 
FIERCE fierce 8  --  -- 7JJ, 1RB 





bomb/bombard 7 1NN/0 
1VB, 1VBG/3VBN, 
1VBZ  -- 
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LEMMA LEXEME TOTAL WORD CLASS 
   noun verb adj/adv 
SCORE score, to score 7 1NNS 2VB, 2VBD, 1VBN,  1VBZ  -- 
SHOOT shootout/shot/-gun, to shoot 7 0/4NN, 1NNS/0 1VB, 1VBN  -- 
TIRE to tire, tired/tireless/ tiresome 7  -- 2VB 1JJ/1JJ/3JJ 
TRENCH trench, to en/retrench 7 1NN 5VBN/1VBG  -- 
CHIP chip 5 4NN, 1NNS  --  -- 
FIELD field, to field 5 4NN 1VBD  -- 
FRONT front 5 5NN  --  -- 
STAKES stakes 5 5NNS  --  -- 
ASSAULT assault, to assault 4 3NN 1VBG  -- 
BRUISE bruise, to bruise 4 1NNS 3VBG  -- 
CHAMPION champion, to champion 4 1NN 1VB, 1VBG, 1VBN  -- 
HEAD-TO-HEAD head-to-head 4  --  -- 1JJ, 3RB 
PUNCH punch, to punch 4 4NN 0  -- 
RIP rip-off, to rip off 4 1NN 2VB, 1VBN  -- 
TRUMP trump, to trump 4 2NN 2VB  -- 
VETERAN veteran 4 2NN, 2NNS  --  -- 
ATTACK attack, to attack 3 1NN, 1NNS 1VBD  -- 
CARD card 3 1NN, 2NNS  --  -- 
ENEMY enemy, inimical 3 1NN, 2NNS  -- 0 
GUARD to guard 3  -- 1VB, 2VBN  -- 
KICK kick-off, to kick off 3 1NN 1VB, 1VBD  -- 
LUCK luck, lucky 3 0  -- 3JJ 
PACK pack 3 3NN  --  -- 
TURF turf 3 3NN  --  -- 
BALL ball 2 2NN  --  -- 
BANKROLL bankroll, to bankroll 2 0 1VB, 1VBG  -- 
BLOOD blood, to bleed, bloody 2 1NN 0 1JJ 
CASUALTY casualty 2 1NN, 1NNS  --  -- 
COMBAT combat, to combat, combative 2 2NN 0 0 
GAMBIT gambit 2 2NN  --  -- 




to maneuver (to 
manoeuvre) 
2 2NN 0  -- 
SURRENDER surrender, to surrender 2 0 1VB, 1VBN  -- 
TROOPS troops 2 2NNS  --  -- 
VICTORY victory, victorious 2 2NN  -- 0 
WEAPON weapon/-ry 2 2NN/0  --  -- 
BACKFIRE to backfire 1  -- 1VB  -- 
BRUTALITY brutality, brutal 1 0  -- 1JJ 
CHEAT cheat, to cheat 1 1NN 0  -- 
CONQUEROR conqueror/conquest, to conquer 1 0/1NN 0  -- 
CUT-THROAT 
 
cut-throat 1  --  -- 1JJ 
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LEMMA LEXEME TOTAL WORD CLASS 
   noun verb adj/adv 
DEFEAT defeat, to defeat 1 0 1VBD  -- 
ENDGAME endgame 1 1NN  --  -- 
JACKPOT jackpot 1 1NN  --  -- 
LEAGUE league 1 1NN  --  -- 
OPENING opening 1 1NN  --  -- 
PAWN pawn 1 1NNS  --  -- 
POKER poker, to poker, pokerfaced  1 0 0 1RB 
TIME-OUT time-out 1 1NN  --  -- 








no relevant metaphoric occurrences of ace, to beleaguer, blank, breathless, casino, checkmate, chess, coach/to 
coach, to deal, die/to dice, to double down, draw/to draw, to dribble, foul/to foul/foul, full house, grand slam, joker, 
lottery, match, pass/to pass, piker, pole position, raffle/to raffle, red/yellow card, roulette, to shuffle, soldier/soldierly, 
volley, winning/losing streak 
Zero value (0) indicates that instances were looked for but not found in the corpus. A dash indicates that the corpus 
was not scanned for a particular lemma. Abbreviations are taken from the Bank of English tag set: NN = singular 
noun, NNS = plural noun; VB = verb base form, VBD = past tense, VBG = -ING form, VBN = past participle, VBZ = 
3rd person singular present; JJ = adjective, RB = adverb. 
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Table 14 
Alternative metaphorical expressions in marketing and sales corpus  
LEMMA LEXEME TOTAL PUBLICATION WORD CLASS 

















 --  

















5 0 1 0 4 
3NNS/ 
1NN 
 --  1JJ 
FAMILY family 4 0 3 0 1 4NN  --   --  





2 1 0 1 0 0 1VB, 1VBG 0 
EMBRACE embrace, to embrace 2 0 0 1 1 0 2VB  --  
AFFAIR affair 1 0 1 0 0 1NN  --   --  
AFFECTION affection, affectionate 1 0 1 0 0 1NNS  --  0 
FAITHFUL faithful 1 0 1 0 0  --   --  1JJ 
LUST lust, to lust, lustful 1 1 0 0 1NN 0 0 
MARRIAGE marriage, to marry  1 1 0 0 0 0 1VB  --  
SEX sex, sexual/sexy 1 0 1 0 0 0 0 1JJ 
WIFE wife 1 0 0 0 1 1NN  --   --  
















no relevant metaphoric occurrences of altar, arms (body part), bed/-fellow, bride/bridegroom/bridal, 
consummation/to consummate, dalliance/to dally, divorce/to divorce, fiancé(e), flirt/flirtation/to flirt/flirtatious/flirty, 
honeymoon, husband, infatuation/infatuated, kiss/to kiss, mate/to mate, nuptials/nuptial, passion/passionate, 
romance/romantic, spouse, suitor, wedding/to wed 
Zero value (0) indicates that instances were looked for but not found in the corpus. A dash indicates that the corpus 
was not scanned for a particular lemma. Abbreviations are taken from the Bank of English tag set: NN = singular 
noun, NNS = plural noun; VB = verb base form, VBD = past tense, VBG = -ING form, VBN = past participle, VBZ = 
3rd person singular present; JJ = adjective, RB = adverb. 
0 
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Metaphorical expressions in mergers and acquisitions corpus per publication 
LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
TARGET target, to target 92 25 10 5 52 
HOSTILITY hostility, hostile 71 14 27 5 25 
BATTLE battle/-field/-ground, to battle, embattled 49 25 12 7 5 
WAR war/warfare/warrior, to war, warlike 36 16 5 8 7 
DEFENCE defence/defense, to defend, defensive 34 9 13 0 12 
MARRIAGE marriage, to marry 34 10 16 3 5 
FIGHT fight/-er, to fight 30 5 10 10 5 
RELATIONSHIP relationship 20 7 5 3 5 
PREDATOR predator, predatory 19 5 9 0 5 
RAID raid/raider, to raid 18 12 1 3 2 
SURVIVAL survival/survivor, to survive 18 5 6 3 4 
VULNERABILITY vulnerability, vulnerable 14 4 7 0 3 
ATTACK attack, to attack 12 5 3 2 2 
VICTORY victory, victorious 12 2 5 4 1 
SUITOR suitor 11 6 2 0 3 
SHOOT shootout/shot/-gun, to shoot 10 4 1 5 0 
COURT court/-ship, to court, courtly 9 1 3 3 2 
DIGESTION (in)digestion, to digest, digestible 9 2 1 2 4 
FIERCE fierce 9 1 3 4 1 
GOBBLE to gobble 8 1 4 2 1 
PREY prey, to prey on 8 3 1 1 3 
TROOPS troops 8 6 0 2 0 
BED bed/-fellow 7 0 6 0 1 
DEFEAT defeat, to defeat 7 2 4 0 1 
KILLER killer/killing, to kill 7 1 1 5 0 
SWALLOW to swallow 7 3 2 2 0 
ARMS arms (body part) 6 1 4 1 0 
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LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
ARMS armor/arms (weapons)/army, to arm 6 0 3 3 0 
BRUISE bruise, to bruise 6 3 1 2 0 
AFFAIR affair 5 2 3 0 0 
ASSAULT assault, to assault 5 1 0 0 4 
BLOOD blood, to bleed, bloody 5 0 2 0 3 
DESIRE desire, to desire, desirable 5 0 1 1 3 
ENEMY enemy, inimical 5 0 2 1 2 
LOVE love/lover, to love, lovable 5 1 2 2 0 
SEX sex, sexy/sexual 5 2 1 2 0 
APPETITE appetite/-izer 4 1 1 1 1 
BRUTALITY brutality, brutal 4 2 1 0 1 
COMBAT combat, to combat, combative 4 2 0 1 1 
VETERAN veteran 4 2 0 2 0 
VICTIM victim 4 0 2 1 1 
WOOER wooer, to woo 4 2 0 2 0 
ALTAR altar 3 1 2 0 0 
DIVORCE divorce 3 1 2 0 0 
FLIRT flirt/-ation, to flirt, flirtatious/flirty 3 0 3 0 0 
FRONT front 3 0 0 3 0 
GREED greed, greedy 3 0 3 0 0 
KISS kiss, to kiss 3 0 0 3 0 
MATE mate, to mate 3 1 2 0 0 
BELEAGUER to beleaguer 2 0 1 1 0 
CONSUMMATION consummation, to consummate 2 1 1 0 0 
DALLIANCE dalliance, to dally 2 0 2 0 0 
HUNGER hunger, to hunger, hungry 2 0 0 1 1 






2 1 0 1 0 
NUPTIALS nuptials, nuptial 2 0 1 0 1 
SURRENDER surrender, to surrender 2 0 1 0 1 
WEDDING wedding, to wed 2 1 1 0 0 
AFFECTION affection, affectionate 1 0 1 0 0 
BITE bite, to bite 1 0 0 0 1 
BOMB bomb/-shell, to bomb/bombard 1 1 0 0 0 




conquer 1 0 0 0 1 
DEVOUR to devour 1 0 0 0 1 
FOOD feeder/food, to feed 1 1 0 0 0 
GULP gulp, to gulp 1 1 0 0 0 
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LEMMA LEXEME TOTAL PUBLICATION 
   BW EC FO FT 
JUICY juicy 1 0 1 0 0 
NIBBLE nibble, to nibble 1 0 0 0 1 
PALATABLE palatable 1 1 0 0 0 
ROMANCE romance, romantic 1 0 1 0 0 
SOLDIER soldier, soldierly 1 1 0 0 0 
SPIT to spit out 1 1 0 0 0 
WEAPON weapon/-ry 1 0 0 1 0 










no relevant metaphoric occurrences of to backfire, bride/-groom/bridal, chew, course, delicious, diet/to 
diet/dietary, dinner/to dine, dish, eat/(un)eatable, (in)edible, embrace/to embrace, faithful, feast/to feast, 
fiancé(e), glutton/-y/gluttonous, to gorge, helping, honeymoon, husband, infatuation/infatuated, maiden (n.), 
meal, morsel, nourishment/to nourish, passion/passionate, rape/to rape, ravenous, (in)satiable, spouse, 
starvation/to starve, taste/tasting/to taste/tasty, wife 
 
Table 16 
Metaphorical expressions in mergers and acquisitions corpus per word class 
LEMMA LEXEME TOTAL WORD CLASS 
   
noun 
(52.19% in lexical 
fields) 
verb 






TARGET target, to target 92 56NN, 25NNS 1VB, 2VBG, 6VBN, 2VBZ  -- 
HOSTILITY hostility, hostile 71 8NN, 1NNS  -- 62JJ 
BATTLE battle/-field/-ground, to battle, embattled 49 
38NN, 
7NNS/1NN/2NN 1VBG 0 
WAR war/warfare/warrior, to war, warlike 36 
23NN, 
10NNS/2NN/1NN 0 0 
DEFENCE 
defence(defense) 
/defender, to defend, 
defensive 
34 10NN, 4NNS/0, 1NNS 
4VB, 1VBD, 
4VBG, 1VBN,  9JJ 
MARRIAGE marriage, to marry 34 27NN, 3NNS 2VB, 1VBD, 1VBG  -- 





RELATIONSHIP relationship 20 14NN, 6NNS  --  -- 
PREDATOR predator, predatory 19 7NN, 11NNS  -- 1JJ 
RAID raid/raider, to raid 18 2NN, 1NNS/4NN, 10NNS 1VBG  -- 
SURVIVAL survival/survivor, to survive 18 2NN/5NN 
8VB, 1VBG, 




vulnerability, vulnerable 14 0  -- 14JJ 
ATTACK attack, to attack 12 2NN, 1NNS 3VB, 2VBD, 2VBG, 2VBN  -- 
 
VICTORY 
victory, victorious 12 11NN, 1NNS  -- 0 
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LEMMA LEXEME TOTAL WORD CLASS 
   noun verb adj/adv 
SUITOR suitor 11 8NN, 3NNS  --  -- 
SHOOT shot/-gun/shootout, to shoot 10 2NN/3NN/1NN 2VB, 2VBZ  -- 
COURT court/-ship, to court, courtly 9 2NN/2NN, 3NNS 0 2JJ 
DIGESTION (in)digestion, to digest, digestible 9 1NN 2VB, 5VBG, 1VBN 0 
FIERCE fierce 9  --  -- 6JJ, 3RB 
GOBBLE to gobble 8  -- 3VB, 1VBD, 2VBG, 2VBN  -- 
PREY prey, to prey on 8 8NN 0  -- 
TROOPS troops 8 8NNS  --  -- 
BED bed/-fellow 7 6NN/1NNS  --  -- 
DEFEAT defeat, to defeat 7 3NN 1VB, 1VBG, 2VBN  -- 
KILLER killer/killing, to kill 7 2NN/0 4VB, 1VBG  -- 
SWALLOW to swallow 7  -- 3VB, 1VBD, 3VBN  -- 
ARMS  arms (body part) 6 1NN, 5NNS  --  -- 
ARMS armor/arms (weapons)/army, to arm 6 4NN 1VBG, 1VBN  -- 
BRUISE bruise, to bruise 6 1NNS 4VBG, 1VBN  -- 
AFFAIR affair 5 1NN, 4NNS  --  -- 
ASSAULT assault, to assault 5 5NN 0  -- 
BLOOD blood, to bleed, bloody 5 5NN 0 0 
DESIRE desire, to desire, desirable 5 3NN 0 2JJ 
ENEMY enemy, inimical 5 4NN, 1NNS  -- 0 
LOVE love/lover, to love, lovable 5 5NN  -- 0 
SEX sex, sexy/sexual 5 1NN  -- 4JJ/0 
APPETITE appetite/-izer, appetizing 4 3NN, 1NNS  -- 0 
BRUTALITY brutality, brutal 4 0  -- 4JJ 
COMBAT combat, to combat, combative 4 1NN 2VB 1JJ 
VETERAN veteran 4 1NN, 3NNS  --  -- 
VICTIM victim 4 2NN, 2NNS  --  -- 
WOOER wooer, to woo 4 0 3VB, 1VBN  -- 
ALTAR divorce, to divorce 3 3NN 0  -- 
DIVORCE altar 3 3NN  --  -- 
FLIRT flirt/-ation, to flirt, flirtatious/flirty 3 2NN 1VBG 0/0 
FRONT front 3 1NN, 2NNS  --  -- 
GREED greed, greedy 3 2NN  -- 1RB 
KISS kiss, to kiss 3 3NNS 0  -- 
MATE mate, to mate 3 2NN 1VBG  -- 
BELEAGUER to beleaguer 2  -- 2VBN  -- 
CONSUMMATION consummation, to consummate 2 0 1VB, 1VBN  -- 
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LEMMA LEXEME TOTAL WORD CLASS 
   noun verb adj/adv 
DALLIANCE dalliance, to dally 2 1NN 1VBG  -- 
HUNGER hunger, to hunger, hungry 2 0 0 2JJ 






2 1NN 1VBG  -- 
NUPTIALS nuptials, nuptial 2 2NNS  -- 0 
SURRENDER surrender, to surrender 2 1NN 1VBD  -- 
WEDDING wedding, to wed 2 1NNS 1VBN  -- 
AFFECTION affection, affectionate 1 1NNS  -- 0 
BITE bite, to bite 1 1NN 0  -- 
BOMB bomb/-shell, to bomb/bombard 1 0/1NN 0  -- 
CASUALTY casualty 1 1NNS  --  -- 
CONQUEROR conqueror/conquest, to conquer 1 0/1NN 0  -- 
DEVOUR to devour 1  -- 1VBN  -- 
FOOD food/feeder, to feed 1 0 1VB  -- 
GULP gulp, to gulp 1 1NN 0  -- 
JUICY juicy 1  --  -- 1JJ 
NIBBLE nibble, to nibble 1 1NN 0  -- 
PALATABLE palatable 1  --  -- 1JJ 
ROMANCE romance, romantic 1 1NN  -- 0 
SOLDIER soldier, soldierly 1 1NNS  -- 0 
SPIT to spit out 1  -- 1VBG  -- 
WEAPON weapon/-ry 1 1NN/0  --  -- 








no relevant metaphoric occurrences of to backfire, bride/-groom/bridal, to chew, course, delicious, diet/to 
diet/dietary, dinner/to dine, dish, eat/(un)eatable, (in)edible, embrace/to embrace, faithful, feast/to feast, 
fiancé(e), glutton/-y/gluttonous, to gorge, helping, honeymoon, husband, infatuation/infatuated, maiden (n.), 
meal, morsel, nourishment/to nourish, passion/passionate, rape/to rape, ravenous, (in)satiable, spouse, 
starvation/to starve, taste/tasting/to taste/tasty, wife 
Zero value (0) indicates that instances were looked for but not found in the corpus. A dash indicates that the 
corpus was not scanned for a particular lemma. Abbreviations are taken from the Bank of English tag set: NN 
= singular noun, NNS = plural noun; VB = verb base form, VBD = past tense, VBG = -ING form, VBN = past 
participle, VBZ = 3rd person singular present; JJ = adjective, RB = adverb. 
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Table 17 
Additional metaphorical expressions in mergers and acquisitions corpus  
LEMMA LEXEME TOTAL PUBLICATION WORD CLASS 














 --  0/2JJ 




 --   --  
TERRITORY territory, territorial 8 1 1 4 2 6NN, 2NNS  --  0 
COUP coup 7 1 3 2 1 7NN  --   --  
KING king/kingdom 7 2 0 5 0 7NN/0  --   --  
COURT court/courtier, courtly 5 1 0 4 0 3NN/0  --  2JJ 
MOGUL mogul 4 1 2 1 0 3NN, 1NNS  --    --  
ARISTOCRACY aristocracy, aristocratic 3 0 3 0 0 0  --  3JJ 
BOUNDARY boundary 3 1 1 1 0 2NN, 1NNs  --   --  
QUEEN queen 3 0 0 3 0 3NN  --   --  
RULE rule/ruler, to rule 3 2 0 1 0 0 2VB, 1VBN  --  
HEIR heir/heiress apparent 2 0 1 0 1 2NN/0  --    --  
CROWN crown, to crown 1 0 1 0 0 1NN 0  --  
PRINCE prince/princess, princely 1 0 0 1 0 1NN/0  --  0 
REALM realm 1 0 0 1 0 1NN  --   --  
REGALIA regalia, regal 1 0 0 1 0 0  --  1RB 
THRONE throne, to enthrone/dethrone 1 0 0 1 0 1NN 0  --  
















no relevant metaphoric occurrences of abdication/to abdicate, border/to border/cross-border, c(a)esar/c(a)esarian, 
colony/to colonize, czar, highness, lady, lord, majesty/majestic, monarch/monarchic, reign/to reign, royal, sceptre, 
sovereign/sovereign, sycophant/sycophantic, tribe/tribal, tyranny/tyrant/ tyrannical, usurper/to usurp 
Zero value (0) indicates that instances were looked for but not found in the corpus. A dash indicates that the corpus 
was not scanned for a particular lemma. Abbreviations are taken from the Bank of English tag set: NN = singular 
noun, NNS = plural noun; VB = verb base form, VBD = past tense, VBG = -ING form, VBN = past participle, VBZ = 
3rd person singular present; JJ = adjective, RB = adverb. 
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Table 18 
Alternative metaphorical expressions in mergers and acquisitions corpus  
LEMMA LEXEME TOTAL PUBLICATION WORD CLASS 















DANCE dance/dancer, to dance  4 1 1 2 0 3NN/0 1VBG  --  
STEP step, to step 4 1 0 2 1 3NN 1VBG  --  
ROUND round, to round 3 2 0 0 1 3NN 0  --  
BEAT beat 1 0 0 1 0 1NN  --   --  
BOOGIE boogie, to boogie 1 0 0 1 0 0 1VB  --  





1 0 1 0 0 0 1VB 0 
LEAD lead, to lead 1 0 0 0 1 1NN 0  --  
RUMBA rumba, to rumba 1 0 0 1 0 0 1VB  --  
SWING swing, to swing 1 0 0 1 0 0 1VBG  --  
SWIRL swirl, to swirl 1 1 0 0 0 0 1VBG  --  
TURN turn, to turn 1 0 0 1 0 1NN 0  --  
















no relevant metaphoric occurrences of ball/ballroom, ballet, cheek-to-cheek, choreographer/choreography/to 
choreograph, circle/to circle/circular, figure, foxtrot/to foxtrot, pirouette/to pirouette, polka/to polka, promenade/to 
promenade, rhythm/rhythmic, rock'n'roll/to rock, samba/to samba, spin/to spin, to sway, to swivel, 
synchronicity/synchronize/synchronous, tango/to tango, tempo, twirl/to twirl, twist/to twist, verve, waltz/to waltz 
Zero value (0) indicates that instances were looked for but not found in the corpus. A dash indicates that the 
corpus was not scanned for a particular lemma. Abbreviations are taken from the Bank of English tag set: NN = 
singular noun, NNS = plural noun; VB = verb base form, VBD = past tense, VBG = -ING form, VBN = past 
participle, VBZ = 3rd person singular present; JJ = adjective, RB = adverb. 
 
 
